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1.0 BACKGROUND 

1.1 Purpose of the Baseline Study 

1.1.1 All URBACT action-planning networks are required to produce a baseline study during the development 
phase of their network. It is a capitalisation exercise, providing partners with an opportunity to start their 
work with a sound underpinning of knowledge combined with an awareness of the state of play in other 
European cities, including each of the partner cities. It involves the Lead Expert working closely with the 
Lead and Project Partners in a process that strengthens understanding amongst the key actors and 
provides the foundations for the network. 

1.1.2 Baseline studies allow the partners to: 

¶ Deepen and share understanding of the way that related policy has developed elsewhere in Europe 
ŀƴŘ ŀǘ 9¦ ƭŜǾŜƭ όǊŜŦŜǊǊŜŘ ǘƻ ŀǎ ǘƘŜ ΨǎǘŀǘŜ ƻŦ ǘƘŜ ŀǊǘΩ ŜƭǎŜǿƘŜǊŜ ƛƴ ǘƘƛǎ ŘƻŎǳƳŜƴǘύΦ ¢ƘŜ ǎǘǳŘȅ ǎƘƻǳƭŘ 
also be an opportunity for cities to explore with their expert the current state of the art in the 
discipline. This will ensure that the topic is defined in the most relevant way by taking account of 
existing work in that field. It will also help to identify what ǘƘŜ ǇǊƻƧŜŎǘΩǎ ŀŘŘŜŘ ǾŀƭǳŜ ŎƻǳƭŘ ōŜΣ ŀǎ ǿŜƭƭ 
as underlining potential links to other ongoing projects, programmes and platforms working on 
similar issues.  

¶ Build knowledge of the issues in each city and deepen the understanding that each partner has of 
the situation in the other partner cities. This will clarify the policy conditions under which each city 
operates, facilitate exploration of the specific needs and experience in each city, and thereby verify 
the relevance of the project.  

¶ Establish baseline indicators relating to the URBACT III Programme level results for each city, in order 
to assess progress over the course of the project 

¶ Develop a shared understanding of the issues, needs and research agenda for the implementation 
phase of the project on which partner activities can be planned in detail.  

1.1.3 The concept of a baseline is familiar in evaluation as a way of establishing the starting position, before 
activities commence. This provides a yardstick against which progress can be measured. It is to be 
envisaged that the baseline document will be finished before the final (real or virtual) meeting of the 
partnership during the development phase in order to inform the final work programme and application 
form for phase 2. 

1.2 The Main Components of the URBACT III Baseline Study 

1.2.1 The URBACT baseline study comprises 3 separate but related components as follows: 

1. A Ψ{ǘŀǘŜ ƻŦ ǘƘŜ !ǊǘΩ providing a European level overview of the topic being addressed by the project 
and existing knowledge/ projects/ programmes/ good practices, etc. related to the policy challenge 
to be addressed. 

2. Partner Profiles providing an analysis of the state of play in all cities/ partners to be involved in the 
phase 2 application, regarding the local policy challenge to be addressed, existing policies/ action 
plans, possible focus of the action plan to be developed, etc. This will include a baseline of learning 
needs and possible contributions of each partner in terms of exchange and learning activities.  

3. A Synthesis paper bringing together the issues arising from the cross-cutting analysis of the situation 
ƛƴ ǘƘŜ ǇŀǊǘƴŜǊ ŎƛǘƛŜǎΣ ǘƘŜ άǎǘŀǘŜ ƻŦ ǘƘŜ ŀǊǘέΣ ǎȅƴǘƘŜǎƛǎ ƻŦ ƭŜŀǊƴƛƴƎ ƴŜŜŘǎ ŀƴŘ ǇƻǘŜƴǘƛŀƭ ŎƻƴǘǊƛōǳǘƛƻƴǎ ŀǎ 
well as the baseline for the result indicators. This section will draw out and outline the issues or sub-
themes that the project will address. 

2.0 INTRODUCTION 

2.1 Definition of the main policy challenge to be addressed 

The main objective of the GEN-Y CITY Network is to achieve smart, sustainable and inclusive growth, 
by establishing stronger forms of co-operation between science, local government, businesses and 
residents to improve the development, attraction and retention of Gen-¸ Ψ/ǊŜŀǘƛǾŜ-¢ŜŎƘΩ ǘŀƭŜƴǘ 
(particularly Creative-Tech entrepreneurs) in European cities. 
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2.1.1 One of the major challenges currently facing many ƘƛƎƘ ǘŜŎƘƴƻƭƻƎȅ ŦƛǊƳǎ ƛǎ Ƙƻǿ ōŜǎǘ ǘƻ ǿƛƴ ΨǘƘŜ ǿŀǊ ƻn 
tech-ǘŀƭŜƴǘΩΦ According to Business Europe "the lack of STEM-skilled labour will be one of the main 
obstacles to economic growth in the coming years1. 

2.1.2 In spite of crisis, demand for people with Science, Technology, Engineering and Mathematics (STEM) skills 
is increasing across the Globe. Many STEM workers are approaching retirement age. Some forecasts 
suggest around 7m job openings will emerge in the period between 2016 and 20252. 

2.1.3 Whilst demand for tech professionals continues to increase exponentially, the number of people choosing 
to pursue tech careers continues to diminish. Whilst the share of STEM University graduates has increased 
in 15 Member States and at European level since the mid-2000s, the number of STEM Technicians (VET 
graduates) has decreased over the same period.  Skills shortages are particularly acute in technological 
occupations (Engineering and ITC) and for professionals. 

2.1.4 Because of these issues, the unemployment rate for STEM skilled labour across Europe has been very low 
and well below the total unemployment rate since the beginning of the 2000s, even in countries hit 
particularly badly by the crisis (such as Greece, Portugal and Spain). 

2.1.5 The main reasons why young people consider STEM/tech careers as unattractive are largely because they 
perceive that jobs that require these skills are too regimented and structured to deliver unto them the 
level of creativity, flexibility and entrepreneurship they aspire to.  

2.1.6 In addition, because social media has given young people a global perspective on life - and because many 
of them aspire for immediate and intense experiences - they think nothing of jumping on a plane to pursue 
a particular career or work opportunity. That said, short-term contracts, changing working conditions, 
ǳƴŎŜǊǘŀƛƴǘȅ ŀƴŘ ƭƻǿ Ǉŀȅ ŀǊŜ ŎƻƳōƛƴƛƴƎ ǘƻ ŘŀƳǇŜƴ ȅƻǳƴƎ ǇŜƻǇƭŜΩǎ ǇŀǘƘǿŀȅ into adulthood3.  

2.1.7 These issues, combined with the current economic crisis, has increased intra-country and intra-European 
talenǘ ƳƻōƛƭƛǘȅΣ ǿƛǘƘ 9ǳǊƻǇŜΩǎ ǇƻǇǳƭŀǘƛƻƴ ƎŜƴŜǊŀƭƭȅ ƳƛƎǊŀǘƛƴƎ from smaller to larger cities and from 
Southern & Eastern Europe to North West Europe.   

2.1.8 All cities across the globe are also under pressure from global talent flows and the ΨǇǳƭƭΩ of more glamorous 
cities. Whilst authors like Michael Porter4 have long argued that the combination of few key factors of 
place (like the availability of labour, the knowledge base, land availability, raw materials, size of the 
population, local culture etc.) can provide locations with a source of competitive advantage, recent 
developments have made the whole process of attracting global investment even more challenging. 

2.1.9 In addition, the trend towards lifestyle migration (where more and more people are making location 
decisions based on lifestyle preferences and flexible working arrangements) is also driving the 
attractiveness of different cities ŀƳƻƴƎǎǘ 9ǳǊƻǇŜΩǎ Ψ/ǊŜŀǘƛǾŜ /ƭŀǎǎΩ.  

2.1.10 Those cities that are successful at developing, attracting and retaining the best Ψcreative-ǘŜŎƘ ǘŀƭŜƴǘΩ ǿƛƭƭ 
be more successful in developing, stimulating and attracting high-value firms ǘƘŀƴ ǘƘƻǎŜ ǘƘŀǘ ŘƻƴΩǘ. If 
cities genuinely aspire to attract high value tech businesses of the future, they need to think very carefully 
about what kind of places these young creative-tech people want to live in and make sure their cities 
develop accordingly.   

2.1.11 Going forward, it will no longer be sufficient for civic leaders to just assume that their local skills system 
will deliver enough people with the right skills to sustain the prosperity of their cities. Instead cities will 
need to focus on ŘŜǾŜƭƻǇƛƴƎ ΨǘŀƭŜƴǘ ŜŎƻǎȅǎǘŜƳǎΩ ǿƘƛŎƘ are capable of developing, retaining and attracting 
the creative and technical specialists that businesses need to maintain their competitive advantage; that 
can stimulate new high growth business start-ups that are capable of sustaining the prosperity of the city; 
and that can provide the exciting experiences many young people crave.  

2.1.12 In response to these issues, many municipalities need to find new ways of working with these new, so 
called, ΨƳƛŎǊƻ Ƴǳƭǘƛ-ƴŀǘƛƻƴŀƭǎΩ ŀƴŘ ΨŘƛƎƛǘŀƭ ƴƻƳŀŘǎΩ.  

                                                           
1 Business Europe (2011): Plugging the Skills Gap ς The clock is ticking (science, technology and maths). Business Europe, Brussels.  
2 Encouraging STEM: Comparison of Practices Targeted at Young People in Different Member States, DG for Internal Policies, March 2015 
3 See references to Ψ¢ƘŜ tǊŜŎŀǊƛŀǘΩ in the URBACT ΨMore JobsΩ reports http://urbact.eu/sites/default/files/state_of_the_art_job_generation.pdf  
4 Competitive Advantage of Nations, June 1998, Michael E. Porter 

http://urbact.eu/sites/default/files/state_of_the_art_job_generation.pdf
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2.1.13 Cities need to promote flexible working arrangements, and find ways to work with these young talents in 
such a way which allows them to build their careerǎ ΨƘƻǊƛȊƻƴǘŀƭƭȅΩΣ ǿƘƛƭǎǘ working as freelancers or for 
several employers at the time or employed on temporary contracts. 

2.1.14 Collectively, these changes could have profound effects not only on the world of business, but could also 
further impact on migration patterns across Europe and affect the vibrancy of inner cities. Cities that want 
to attract creative-tech talent, micro-multi-national and digital nomads will need to be globally connected, 
both through physical and virtual infrastructure but also in their mind-set.  

2.1.15 In response to these issues, the disciplines of skills development, urban growth, talent retention and 
foreign direct investment are likely to converge, so that recruiting a new employee becomes more like 
attracting an individual with entrepreneurial drive or attracting an investor. The locations that manage to 
do this will get a head start in the global game of attracting and retaining talent. 

2.1.16 In light of these issues, ALL the cities of Europe need to develop new and adapted policies, approaches 
and solutions to develop, retain and attract young creative-tech talent (particularly young Ψcreative-ǘŜŎƘΩ 
entrepreneurs) if they are to remain prosperous and vibrant cities. The situation is particularly acute in 
many of the smaller, less well developed, transition and peripheral cities of Europe. 

2.1.17 Lƴ ŀŘŘƛǘƛƻƴΣ Ƴŀƴȅ ƻŦ ǘƘŜ ŎƛǘƛŜǎ ǿƛǘƘ ǿŜŀƪŜǊ ΨŎŀǇŀŎƛǘƛŜǎΩ ǿƛƭƭ ƴŜŜŘ ǘƻ ƛƳǇǊƻǾŜ ǘƘŜ ƛƴǘŜƎǊŀǘƛƻƴ ƻŦ ŘƛŦferent 
urban policies, and develop new, shared governance models to address particular challenges if the 
solutions they come up with are going to be viable and/or affect the scale of change needed to establish 
a business environment/quality of life that appeals to young people. 

2.1.18 Recognising the problems cited above, the Gen-Y CITY Network is focussed on developing new and 
adapted urban policies, governance models and integrated action plans that improve European cities 
ability to develop, attract and retain young Ψcreative-ǘŜŎƘΩ talents (particularly entrepreneurs). 

2.1.19 Because there is clearly a mutual inter relationship between the development, attraction and retention 
of young people; the attraction and retention of young Ψcreative-ǘŜŎƘΩ talent; AND the stimulation of new 
ŀƴŘ ŜȄƛǎǘƛƴƎ ΨŎǊŜŀǘƛǾŜ-ǘŜŎƘΩ ŦƛǊƳǎΣ the Gen-Y CITY Network will be focussing on all three of these domains. 
In light of this issue, new urban policies are needed that will better address the Generation-Y labour 
market and offer integrated solutions which are capable of responding to current challenges such as the 
need to: 

¶ Generate more young ΨŎǊŜŀǘƛǾŜ-techΩ talent; 
¶ Address the high unemployment rates amongst Generation Y; 
¶ Enhance entrepreneurship skills amongst Generation Y; 
¶ Improve the match between the skills needs of employers and Generation Y;  
¶ Revitalise city centres to enhance their vibrancy/competitiveness, to appeal to Generation Y; 
¶ Strengthen the creative and cultural industries, tourism and leisure sectors to make cities more sticky 

to Generation Y; 
¶ Create conditions ǿƘƛŎƘ ŀǊŜ ŎƻƴŘǳŎƛǾŜ ǘƻ ǎǳǇǇƻǊǘƛƴƎ ŀƴŘ ŘŜǾŜƭƻǇƛƴƎ ΨƴŜǿ-ŜŎƻƴƻƳȅΩ companies with 

innovative business models which provide a source of employment for Generation-Y;  
¶ The need to develop support services and models which better respond to the needs of Generation 

Y enterprises. 

2.2 Contribution to the EU 2020 strategy and 2014/2020 Cohesion Policy 

2.2.1 The scope of activities in the GEN-Y CITY Network supports two major Europe 2020 priorities:  

¶ Achieving SMART GROWTH by developing an economy based on knowledge and innovation; and  
¶ Achieving INCLUSIVE GROWTH by fostering a high-employment economy and delivering social and 

territorial cohesion.  

2.2.2 Developing new and adapted urban policies, governance models and integrated action plans for 
developing, attracting & retaining Gen-¸ Ψ/ǊŜŀǘƛǾŜ-¢ŜŎƘΩ ǘŀƭŜƴǘ όǇŀǊǘƛŎǳƭŀǊƭȅ ŜƴǘǊŜǇǊŜƴŜǳǊǎύ ƛƴ 9ǳǊƻǇŜŀƴ 
Cities has the potential to improve the EU's performance in;  

¶ Education - ōȅ ŜƴŎƻǳǊŀƎƛƴƎ ƳƻǊŜ ȅƻǳƴƎ ǇŜƻǇƭŜ ǘƻ ƭŜŀǊƴΣ ǎǘǳŘȅ ŀƴŘ ǳǇŘŀǘŜ ǘƘŜƛǊ ǎƪƛƭƭǎΤ ǊŀƛǎƛƴƎ 9ǳǊƻǇŜΩǎ 
employment rate (thereby creating more and better jobs, especially for women, young people and 
older workers); helping people of all ages anticipate and manage change through investment in skills 
& training; and modernising labour markets and welfare systems; 
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¶ Research/innovation - by creating new products/services that generate growth and jobs and help 
address social challenges; and  

¶ Digital society - by improving the use of information and communication technologies. 

2.2.3 Lƴ ŀŘŘƛǘƛƻƴΣ ŜȄŎƘŀƴƎƛƴƎ ƪƴƻǿƭŜŘƎŜ ŀƴŘ ƭŜŀǊƴƛƴƎ ōŜǘǿŜŜƴ ǎƻƳŜ ƻŦ 9ǳǊƻǇŜΩǎ ƳƻǊŜ ŘŜǾŜƭƻǇŜŘΣ ǘǊŀƴǎƛǘƛƻƴ 
and less well developed cities on this issue will also potentially help ensure the benefits of growth reach 
all parts of the EU. Improving the development, retention and attraction of young people and aspiring 
young entrepreneurs in some of the more peripheral and smaller European cities is an important step in 
addressing poverty and social exclusion, thereby helping territorial cohesion through the encouragement 
of more vibrant social and economic activity.  

2.2.4 The project fits also into the Employment objective of Europe 2020 strategy, which states that 75% of the 
20-64 year-olds should be employed by 2020. In 2014, according to Eurostat, it was 69.2% for the whole 
EU, and for partner countries in this project it was respectively: 66.5% for Poland, 70.7% for Latvia, 59.9% 
for Italy and Spain, 71.8% for Lithuania and 76.2% in the UK. Most of the partnership has a big area of 
development to contribute to achieving this goal for EU as a whole. Youth unemployment rate in 2013 
was 23.4% for the whole EU, and for partner countries in this project it was respectively: 27.3% for Poland, 
23.2% for Latvia, 40% for Italy, 55.5% for Spain, 21.9% for Lithuania and 20.5 in the UK. This data shows 
directly that new support models and policies are needed to bring Generation Y to the labour market and 
help them find and create new workplaces, offering not only day-to-day survival, but also fulfilling and 
satisfying jobs. 

2.2.5 As far links to Thematic Objectives of EU Cohesion Policy 2014/20 are concerned, the Gen-Y City Network 
is within the scope of Thematic Objective 3 ς Enhancing the competitiveness of SMEs ς although it also 
has links to other Thematic Objectives, as set out below.  

2.2.6 TO3 concentrates on promoting entrepreneurship and the creation of new companies, especially based 
on new ideas. Another area of activity is the development of new business models for SMEs, especially 
for their internationalisation. In the scope of TO3 it is also possible to support advanced capabilities 
concerning the development of products and services and SMEs capabilities for growth on different 
markets and to get involved in innovation processes. The Gen-Y City project fits very well into these 
assumptions, by: 

¶ Promoting entrepreneurship in a well-defined target group ς young people belonging to Generation 
Y by responding to their specific needs and by offering them conditions to develop innovative and 
creative business ideas. Those specific needs include using new technologies and ICT, networking, 
providing elastic support schemes and involving potential and present young entrepreneurs into 
creating inspiring and attractive locations for their businesses in the city centres. 

¶ Promoting the creation and development of new business ideas, especially in the scope of 
knowledge-based economy. These ideas will need new business models suitable to changing market 
conditions and new sectors and technologies they derive from. 

¶ Creating local and international networks of young businesses thus providing opportunities to get to 
know different markets and find business partners. The networks should provide possibility of 
experiencing valid and intense collaborations (like during international ICT tournaments), possibility 
for virtual communication and projects and opportunity to present and develop new business ideas 
in an international environment. 

¶ The young businesses influenced by the project will be helped to develop an innovation culture in 
their companies which will help them to grow capabilities to produce innovative products and 
services in a permanent way. 

2.2.7 Connections to other Thematic Objectives include: 

¶ Thematic Objective 10 ς Investing in education, training and vocational training for skills and lifelong 
learning. Improving the take up of STEM skills across the EU will not only improve the 
competitiveness of SMEs and the EU economy as a whole, but it will also improve the effective 
functioning of labour markets. Current forecasts for the potential skills shortages in STEM related 
subjects are so acute that there is a desperate need to improve the alignment of the skills system to 
address these issues;     



 

8 
 

¶ Thematic Objective 9 - Promoting social inclusion, combating poverty and any discrimination. By 
supporting some of the less developed regions of Europe that are suffering from population decline, 
the potential exists to combat poverty and promote social inclusion; 

¶ Thematic Objective 1 ς Strengthening research, technological development and innovation ς all the 
partners involved in the network will look to their respective specific smart specialization strategies 
as a starting point to better understand the creative-technical strengths/assets of their region and 
how their talent pipeline can be better orientated towards stimulating higher levels of RDTI. As a 
result, each partner should identify their unique mix of most promising sectors, where the support 
for new business ideas and business models can bring the highest value added; 

¶ Thematic Objective 2 ς Enhancing access to, and use and quality of information and communication 
technologies ς in the line of promoting the development of products and services based on ICT, e-
commerce and enhancing the demand for ICT. As ICT is a cross cutting technology which has the 
potential to bring significant value added to other sectors, and is important for Generation Y who 
were brought up in digital world, ICT will be one of the areas where new business ideas and models 
will be looked for in partner cities; 

¶ Thematic Objective 8 ς Promoting a sustainable and quality employment, self employment and 
supporting labour mobility ς the policies developed in the scope of the project possess the potential 
to improve the effective functioning of labour markets and help young people to develop innovative 
and creative ideas which will give them quality employment opportunities which, in turn, can help 
address the youth unemployment issues that Europe is currently facing; 

¶ Thematic Objective 11 ς improving the efficiency of public administration, by inducing the adaptation 
of urban authorities to the new demands and challenges arising from the necessity to provide 
effective policy instruments to answer the specific needs of Generation Y companies. 

2.2.8 In addition to the above, the GEN-Y CITY Network also supports a number of other important EU policies 
and programmes, including Erasmus+; Youth on the Move; EURES; Creative Europe etc. 

2.3 Building on the URBACT Knowledge 

2.3.1 The GEN-Y CITY Network possess significant added value over previous and current URBACT Networks 
because it focuses on an issue which has not been dealt with before by previous Networks, namely the 
development, retention and attraction of GEN-Y Creative-Tech Talent in European Cities. 

2.3.2 What makes the GEN-Y CITY Network different from past work exploring the economic participation and 
skills of young people in cities, is that;  

¶ The GEN-Y CITY Network focuses exclusively on enhancing the role and contribution of Millenials to 
urban development, a cohort of the population that are generally more venturesome, more 
entrepreneurial and more mobile than past generations (and advances that cities need to develop 
bespoke policies to retain and attract these people in their cities if they are to maintain/grow their 
overall prosperity); and 

¶ The GEN-Y CITY Network seeks to recognise that the emerging challenge for every city across Europe 
is the shortage of tech-talent (and advances that cities that can develop bespoke policies to develop 
retain and attract Millenials with these skills to their cities will be the real winners in the next 
economic cycle)  

2.3.3 Whilst some networks in the past have dealt with youth issues; skills, branding, creative and cultural 
industries; and digital technology as subject matter, the GEN-Y CITY network touches on all of these issues, 
but from the unique perspective of how the participating cities can develop policies which help them 
develop, retain and acquire the GEN-Y creative-technical talent they need to sustain and grow the 
prosperity of their cities.  

2.3.4 Given the above, there is much that GEN-Y CITY can learn from a number of past and current URBACT 
networks, particularly; 

¶ OP-ACT: Whilst this network did look at  the strategic positioning of small and medium sized cities, 
demographic change, advanced de-industrialization and the linked danger of job losses, it did not 
necessarily consider how the unique characteristic of the Y-Generation can pose significant threats 
for these kind f cities (and/or how cities should address these issues);  
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¶ CITYLOGO: Whilst this network looked at branding and positioning of cities, it did not focus 
ǎǇŜŎƛŦƛŎŀƭƭȅ ƻƴ Ƙƻǿ ŎƛǘƛŜǎ Ŏŀƴ ŎǊŜŀǘŜ ǎǘǊƻƴƎ ΨŎǊŜŀǘƛǾŜ-ǘŜŎƘΩ ōǊŀƴŘǎ ǿƘƛŎƘ ŀǇǇŜŀƭ ǘƻ ȅƻǳƴƎ people; 

¶ CREATIVE CLUSTERS: This network is important for the GEN-Y CITY Network as it focussed on the 
creation of creative cities in low density urban areas, something some of the cities involved in the 
GEN-Y CITY Network need to address if they are to develop as attractive cities for young people;  

¶ ESIMEC: This network is important to GEN-Y CITY as it focussed on how medium sized cities can 
generate new employment opportunities, prepare workers for jobs and address mismatches 
between the supply/demand for workers, although its focus was more rather more generic than the 
GEN-Y CITY Network which is focussing specifically on creative-tech skills, young people and their 
higher propensity to travel to secure suitable employment opportunities;  

¶ JOBTOWN: This network focussed on the advancement of Youth Employment and Opportunity 
across Europe, although it tended to focus more on those that were not in employment, education 
and training, rather than higher level skills;  

¶ MY GENERATION AT WORK: This network promoted employability of young people in a changing 
labour market, with special focus on enterprising skills and attitudes. In some cities in the GEN-Y CITY 
network, this issue is important as the encouragement of youth entrepreneurship is seen as an 
important element of creating suitably attractive employment opportunities in the city;  

¶ OPENCITIES: This network looked at how cities can attract and retain migrant populations and what 
initiatives cities can employ to make themselves a popular choice with international workers. This is 
an important element of the GEN-Y City Network; 

¶ TUTUR: The TUTUR project looked at introducing the method of temporary use in urban regeneration 
to cities, thereby providing opportunities for enterprise and social innovation. This could be an 
important element of the GEN-Y CITY Network, as could the REFILL Project, in which the city of 
Poznan is also a partner; 

¶ CAPITALISATION REPORTS ON JOBS: Within the framework of its 2014-2015 capitalisation activities, 
URBACT set up four working groups to give answers on what can cities do about specific urban 
challenges. The Job Generation workstream is particularly relevant to the GEN-Y City Project.   

2.3.5 As far as URBACT III Networks are concerned, particular networks the GEN-Y CITY Network will develop a 
closer working relationship with through the implementation of our activities in phase2 will be 
INTERACTIVE CITIES; RETAIL LINK; TECH-TOWN; and VITAL CITIES. These networks possess some of the 
specialist knowledge and expertise that GEN-Y CITY could benefit from as the network develops. 

3.0 THE GEN-Y CITY Ψ{¢!¢9 hC ¢I9 !w¢Ω 

3.1 Setting the scene: Understanding the Context 

3.1.1 This section of the study attempts to understand more about the context underpinning the growing war 
on tech talent and the fundamental role that city partners can play in making a city more attractive to the 
Y-Generation  

The Characteristics of Generation-Y 

3.1.2 ²Ƙƛƭǎǘ ƛǘΩs universally accepted that young people can play a significant role in helping to shape the future 
competitiveness of EuropeΩǎ ŎƛǘƛŜǎ, many authors56 have also recognised that young people today find 
themselves in a much more challenging situation than any of the previous generations, as a series of 
unfortunate, unconnected events have largely come together to conspire against them, including;  

¶ Demographic changes which have resulted in much of the wealth and power increasingly being held 
in the hands of the large number of post-war baby boomers, many of whom are living longer; 

¶ Changing social norms including the softening of social pressures and greater personal freedoms 
which have eroded the social contract between generations & led to higher levels of individualism; 

¶ Changing employment structures ǿƘƛŎƘ ƘŀǾŜ ǊŜǎǳƭǘŜŘ ƛƴ ƳƻǊŜ ΨǎŜƴƛƻǊǎΩ ōŜƛƴƎ ƛƴ ǿƻǊƪ ǘƘŀƴ ŜǾŜǊ 
before, making it increasingly hard for young people to find employment; 

                                                           
5 The Pinch: How the Baby Boomers took their future and why they should give it back, Atlantic Books (2010) 
6 Jilted Generation: How Britain has bankrupted its youth, Icon Books (2010)  
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¶ Changing housing patterns driven by increases in the cost of housing in many urban areas (both in 
real terms and in relation to average salaries) making it harder for many young people to become 
home-owners, in cultures where this has traditionally been viewed as being the norm. More and 
more young people are living at home with their parents. There is also some strong evidence to 
indicate that these issues are making the transition to adulthood harder for young people, with many 
having to postpone key life events until later in life; 

¶ Changing debt and inheritance patterns brought about by an ageing population combined with 
pension and social care changes, which are resulting in more people holding onto their assets to 
provide them with much needed security in later life; 

3.1.3 For some authors, tƘŜǎŜ ƛǎǎǳŜǎ ŀǊŜ ŦǳƴŘŀƳŜƴǘŀƭƭȅ ŎƘŀƴƎƛƴƎ ȅƻǳƴƎ ǇŜƻǇƭŜΩǎ ƻǳǘƭƻƻƪ and attitudes, with 
many young people increasingly looking for more positive, intense life experiences and emotions which 
deliver instant and immediate satisfaction. Some have characterised the Y Generation as having a stronger 
Ψȅƻǳ ƻƴƭȅ ƭƛǾŜ ƻƴŎŜΩ ό¸h[hύ ƻǳǘƭƻƻƪΦ 

3.1.4 Numerous studies have also shown that young people want to develop their careers in a more flexible 
manner, outside the traditional work paradigms of the older generations. The Y Generation7are said to 
have a tendency to value flexibility over a traditional career, with some evidence suggesting more are 
turning to self-employment as a means to achieve this goal. 

3.1.5 Some analysis8suggests ǘƘŀǘ Ƴŀƴȅ ȅƻǳƴƎ ǇŜƻǇƭŜ ŀǊŜ Ψdetached from the institutƛƻƴǎΩ ōǳǘ ΨƴŜǘǿƻǊƪŜŘ ǿƛǘƘ 
ŦǊƛŜƴŘǎΩΦ !ŎŎƻǊŘƛƴƎ ǘƻ ǘƘƛǎ ǊŜǎŜŀǊŎƘΣ they are highly competent in their use of the Internet and technology; 
they are civic-minded; and they have high expectations in terms of salary and place of work. Other authors 
have suggested that many young people would generally prefer to work for organisations that have a high 
sense of purpose, or a bigger ideal.  

3.1.6 Generation-Y workers are now entering the labour force in large numbers and research shows that many 
of them wish to gain international work experience9. There is also a trend towards increasing lifestyle 
migration, where more and more people make their migration and moving decisions based on lifestyle 
preferences, rather than on economic factors.  

3.1.7 Collectively, these issues are creating greater global competition for young talent, whether employed or 
self-employed. Organisations and cities now have to compete, not only against each other, but also 
against the start-up scene10.  

Unemployment and the Y-Generation  

3.1.8 What the traditional labour market offers Generation-Y nowadays is changing. The current situation is 
characterised by changing working conditions, increasing uncertainty, short-term contracts and low 
salaries. 

3.1.9 In 2014 as many as 21.9% of young people up to 25 years of age were unemployed in the EU, a much 
higher proportion than the population as a whole. Nine in ten cities face higher youth unemployment 
than general unemployment, although overall youth unemployment varies significantly, even within 
individual countries.  

3.1.10 According to research by LSE Cities11, Southern states generally have the greatest difficulty integrating 
young adults into the labour market, although there are several examples where more advanced 
economies have consistently high figures. 

3.1.11 Even cities that are otherwise doing fairly well are having serious trouble integrating young people 
into their workforces. In addition to these issues, the erosion of traditional careers has resulted in the 
creation of many more unstable, poorly paid jobs. The competition for jobs amongst the young has now 
become so acute that many authors describe under-employment as being the norm, with some describing 
this as the gentrification of the labour market (where the majority are over qualified for the work they are 
doing).  

                                                           
7 People born between 1984 and 2000 
8Millennial in Adulthood, Detached from Institutions, Networked with Friends, Pew Research Institute 2014 
9PWC (2011) Millennial at work: Reshaping the workplace 
10 Kirss, 2011, cited in A Handbook on Talent Attraction Management for Cities and Regions, Tendensor 
11LƴƴƻǾŀǘƛƻƴ ƛƴ 9ǳǊƻǇŜΩǎ /ƛǘƛŜǎΥ ! ǊŜǇƻǊǘ ōȅ [{9 /ƛǘƛŜǎ ƻƴ .ƭƻƻƳōŜǊƎ tƘƛƭŀƴǘƘǊƻǇƛŜǎΩ нлмп aŀȅƻǊǎ /ƘŀƭƭŜƴƎŜ 

http://www.pwc.com/m1/en/services/consulting/documents/millennials-at-work.pdf
http://www.bloomberg.org/content/uploads/sites/2/2015/02/Innovation-in-Europes-Cities.pdf
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3.1.12 This entire situation questions the validity 
of old business models and calls for new 
ones based on networking and new 
technologies and offering young people 
meaningful and self-defined jobs. They can 
be found in many young companies active 
in innovative and creative sectors. 

3.1.13 At the same time, European countries and 
regions are seeking out new ways of 
enhancing their competitiveness and 
innovativeness in the framework of the 
smart specialization concept and methods 
to support new business models. These 
issues are also impacting on migration 
patterns across Europe. 

Population shift and the future ΨǿŀǊ 
ŦƻǊ ǘŀƭŜƴǘΩ 

3.1.14 The current economic crisis has also 
increased intra-European talent mobility 
from southern Europe to northern Europe. 
An analysis of migration flows across Europe also indicates a number of important trends, namely that 
9ǳǊƻǇŜΩǎ ǇƻǇǳƭation is shifting to the North-West and the draw of EǳǊƻǇŜΩǎ ōƛƎ ŀƴŘ ƳƛŘ-sized cities is 
causing many smaller, peripheral cities to shrink. Despite fertility rates that are comparable with the 
West, many Eastern European countries are experiencing lower population growth rates than the rest 
of Europe. The reasons for this are complex, but can largely be attributed to higher levels of out 
migration, as many residents leave their home country to pursue employment opportunities in 
countries that they perceive to be more attractive / affluent.  

3.1.15 Increases in unemployment rates (particularly youth unemployment in the Southern Europe) have further 
contributed to out-migration as young people leave their home country to seek out better employment 
opportunities. 

3.1.16 Lƴ ŀ ƴǳƳōŜǊ ƻŦ 9ǳǊƻǇŜΩǎ ƭŀǊƎŜǊ ŎƛǘƛŜǎ όǎǳŎƘ ŀǎ [ƻƴŘƻƴύ Ŧƻreign-born residents make up more than 40% of 
the population. By contrast, in many 
Eastern European cities, the foreign born 
ǇƻǇǳƭŀǘƛƻƴ ƻŦǘŜƴ ŘƻŜǎƴΩǘ ŜȄŎŜŜŘ р҈Φ  

3.1.17 Because of these issues, employers around 
the globe are facing the challenge that, 
despite a growing global population, they 
will soon have to recruit from a shrinking 
workforce. This will obviously lead to 
greater competition for talents. As a result, 
ŀǘǘǊŀŎǘƛƴƎ ǘŀƭŜƴǘǎ ŦǊƻƳ ƻƴŜΩǎ ƻǿƴ ŎƻǳƴǘǊȅΣ 
or even other European countries, will 
increasingly become a zero-sum game, and 
talent will need to be attracted from other 
ǇŀǊǘǎ ƻŦ ǘƘŜ ǿƻǊƭŘΦ ¢Ƙƛǎ ΨǿŀǊ ŦƻǊ ǘŀƭŜƴǘΩ ǿƛƭƭ 
become increasingly acute in sectors that 
require high skill levels and more 
education. 

3.1.18 Talent mobility has increased 25% relative 
to the previous decade, and is predicted to 
increase by 50% by 2020.  Looking further 
forward, a study conducted by Oxford 

 

Fig1: Youth Unemployment across Europe 

 

 

Fig2: Population Growth & Shrinkage across Europe 
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Econometrics12has found that many cities across Europe are forecast to be suffering from a talent deficit 
by 2021, with many likely to need to recruit from countries such as India, Indonesia, Colombia, South 
Africa and Brazil ς all of whom were likely to be experiencing a talent surplus. 

3.1.19 This same study also forecasts that the most dramatic jump in future demand for workers will be in 
emerging Asia, where the need for new employees will rise  by 22%; closely followed by Latin America 
(13%); the Middle East/Africa (13%); and Eastern Europe (10%). By contrast, demand for talent in North 
America, is forecast to rise by 6.1% over the next 10 years and Western Europe is only projected to grow 
by a much more modest 3.5%. By contrast, the same report suggests the greatest mismatches between 
supply and demand for talent in Europe in 2021 are likely to be found in various countries (including Spain, 
Switzerland, Austria, Netherlands, Sweden, Norway, Germany, France, the UK, Greece, Italy and Poland). 

3.1.20 The issues described above, combined with low birth rates in many developed countries, are creating 
global talent shortages. 2010 was the first year with fewer labour market entrants than workers retiring 
out of the market. Despite a growing global population, the availability of skilled talent is actually 
shrinking, and no longer just in advanced, aging countries.  

3.1.21 This means there is a more acute need to retain local talent in many smaller cities and more peripheral 
regions and attract more migrant talent to become more globally competitive. 

 

 

 

 

 

 

 

 

 

 

 

 

 

The ǊƛǎŜ ƻŦ ǘƘŜ ΨƳƛŎǊƻ-ƳǳƭǘƛƴŀǘƛƻƴŀƭΩ 

3.1.22 The patterns described above are combining to lead a number of authors to predict that by 2050 the word 
'employment', its processes and the very concept will have disappeared. In its place will emerge a new 
concept, characterised by the rise of a new type of entrepreneur ς ǘƘŜ ΨƳƛŎǊƻ-ƳǳƭǘƛƴŀǘƛƻƴŀƭΩΦ  

3.1.23 For these authors, in the economically developed world, the bondage of command-and-control 
employment is being replaced by self-employment. People are increasingly controlling themselves. 
Underpinning this shift is the demand from more young people to control of their own working lives and 
its being further enabled by technology. 

3.1.24 Iƴ Ψ¢ƘŜ wƛǎŜ ƻŦ ǘƘŜ aƛŎǊƻ-Multinational: How Freelancers and Technology-Savvy Start-Ups are Driving 
DǊƻǿǘƘΣ Wƻōǎ ŀƴŘ LƴƴƻǾŀǘƛƻƴΩ13, The Lisbon Council describes how dramatically the world of work is 
changing. According to the authors, all net job growth in the US between 1980 and 2005 came from firms 
that were less than five years old and in each year between 1997 and 2008, more than 2.5 million people 
simply created their own job by becoming entrepreneurs (and also created more than one million 
additional paid employment positions each year). 

                                                           
12Global Talent 2021, How the new geography of talent will transform human resource strategies, Oxford Economic 2012 
13The Lisbon Council (2011) The Rise of the Micro-Multinational: How Freelancers and Technology-Savvy Start-Ups Are Driving Growth, Jobs and Innovation 

 

Fig3: The mismatch between supply and demand for talent in 2021 

 

http://www.lisboncouncil.net/publication/publication/67-the-rise-of-the-micro-multinational-how-freelancers-and-technology-savvy-start-ups-are-driving-growth-jobs-and-innovation.html
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3.1.25 In other words, 65% of all jobs created in the US during 
that period were jobs that entrepreneurs created for 
themselves, making self-employment an increasingly 
important source of employment. In Europe, the numbers 
are similar. Some 32.6 million people are classified as self-
employed, which accounts for more than 15% of total 
employment. 

3.1.26 This data is reinforced by a study conducted by EY14, which 
found that the vast majority of Europe's self-employed 
are freelancers, meaning they work for or in one-person companies.  

3.1.27 Traditionally, these small, self-starting, service-driven companies would have been described as small-and 
medium-sized enterprises (SMEs) but with the emergence of new (technology-led) business platforms and 
the increased openness of the global economy, these companies can enter markets with a minimum of 
bureaucracy and overhead. Add to this their agility, their unrivalled ability to respond promptly to 
changing market developments, a collaborative style, superior innovation performance and the lack of 
the institutional inertia and one begins to see their transformative potential. 

3.1.28 In order to retain these Generation-Y entrepreneurs in a city, urban planners need to ensure their cities 
are attractive, dynamic, vibrant places that young people want to live in. If cities fail to establish 
themselves as the kind of places that Generation-Y entrepreneurs want to live in, many of them will be 
the first to leave the city, as they seek out more exciting places, with a stronger sense of identity, a livelier 
culture and a larger ready market of customers to buy their products and services.  

3.1.29 In reality, the first ones to leave will probably be the more adventurous and venturesome ones ς the 
aspiring entrepreneurs ς thereby making the case for earlier intervention to try and embed these 
individuals in the city before they have a chance to move on.  

3.2 The war for ΨŎǊŜŀǘƛǾŜ-ǘŜŎƘΩ talent 

3.2.1 Nowhere is the war for talent more acute than in design and technology related industries. Design and 
technology based businesses are the high value industries of tomorrow which feed the global 
competitiveness of regions, generate the greatest prosperity and jobs growth. 

3.2.2 However, technology markets are evolving at such a rapid pace, with increasingly shorter life-cycles, that 
these businesses need people who have the skills to not only deal with the latest technology, but also to 
adapt to these changes to continue to innovate ƛƴǘƻ ǘƘŜ ŦǳǘǳǊŜΦ ¢ƻǇ ǘŀƭŜƴǘ ƛǎƴΩǘ Ƨǳǎǘ ŀ ƴƛŎŜ-to-have for a 
design and technology business anymore - ƛǘΩǎ ŜǎǎŜƴǘƛŀƭ ŦƻǊ ǎǳŎŎŜǎǎΦ 

3.2.3 The basic concept of STEAM (Science, Technology, Engineering, Art and Maths) Education was put forward 
in 2006. Advocates of STEAM Education basically argue that young people can benefit from a rigorous 
STEM education ς which, along with imparting subject-specific knowledge, is associated with the 
development of deductive and inductive reasoning, logical thinking and problem-solving skills ς whilst 
also developing important creativity, critical thinking, flexibility, adaptability, and social and cross-cultural 
skills that are often associated with an arts education. 

3.2.4 Despite widespread recognition of these issues, tech skills shortages continue to prevail. For example, the 
hōŀƳŀ ŀŘƳƛƴƛǎǘǊŀǘƛƻƴΩǎ /ƻǳƴŎƛƭ ƻŦ !ŘǾƛǎƻǊǎ ƻƴ {ŎƛŜƴŎŜ ŀƴŘ ¢ŜŎƘƴƻƭƻƎȅ has predicted a shortfall of 1 
million technical professionals by 202015.  Similarly, the UK Confederation of British Industry (CBI) recently 
ǊŜǇƻǊǘŜŘ ǘƘŀǘ ƳƻǊŜ ǘƘŀƴ ƘŀƭŦ ƻŦ ¦Y ōǳǎƛƴŜǎǎŜǎ ŦŜŀǊ ŀƴ ƛƳƳƛƴŜƴǘ Ψǎƪƛƭƭǎ ŜƳŜǊƎŜƴŎȅΩ, revealing that 
shortages are most prominent in sectors such as engineering, science and high-tech. Earlier this year, the 
Cologne Institute for Economic Research (IW) also reported that 96 job types in Germany face a shortage 
of skilled labour and the tech sector is among the most affected.  According to the Dutch Centraal Bureau 
voor de Statistiek (CBS), an average of 13.6% of vacancies were unfilled each quarter in 2014 across all 
sectors in the Netherlands, while 21.9% went unfilled in the Information and Communication industry. 

                                                           
14 Ψ¢ƘŜ 9¸ Dнл 9ƴǘǊŜǇǊŜƴŜǳǊǎƘƛǇ .ŀǊƻƳŜǘŜǊ нлмо ς ǘƘŜ ǇƻǿŜǊ ƻŦ ǘƘǊŜŜΥ ƎƻǾŜǊƴƳŜƴǘǎΣ ŜƴǘǊŜǇǊŜƴŜǳǊǎ ŀƴŘ ŎƻǊǇƻǊŀǘƛƻƴǎΩ 
15 Report to the President: Engage to Excel: Producing one million additional college graduates with degrees in science, technology, engineering and 

mathematics, Executive Office of the President, tǊŜǎƛŘŜƴǘΩǎ /ƻǳƴŎƛƭ ƻŦ !ŘǾƛǎƻǊǎ on Science and Technology, February 2012 
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This data is supported by research16 by www.Indeed.co.uk which frames the scale and nature of the 
European Design and Tech talent challenge. According to this research; 

¶ Computer and Mathematical fields are between two and three times more likely to be clicked by 
international jobseekers than the average job in the US and UK; 

¶ Europe faces fierce competition from US tech hubs: San Francisco, San Jose and other US tech hubs 
such as Seattle, WA and Austin, TX have international pull; 

¶ According to Indeed salary data, the typical Java developer is paid 47% more on average in the US 
than in the UK. Thicker tech labour markets and higher density of tech firms allow tech workers in 
the US to enjoy much higher wages as a result of better job-to-person matches and higher levels of 
competition for talent; 

¶ To a lesser extent, Europe also faces competition from emerging tech hubs in Asia and the Pacific 
region which are becoming more aggressive in attracting top tech talent. 

3.2.5 This same report identifies the worldwide ranking of cities by Java job postings, which include 12 European 
Cities, including London (No.1); Madrid (4); Lisbon (6); Milan (11); Rome (13); Paris (14); Kraków (15); 
Warsaw (17); Barcelona (18); Münich (19); Wroclaw (25); Berlin (26); and Dublin (27). 

4.0 A FRAMEWORK FOR DEVELOPING, ATTRACTING & RETAINING YOUNG CREATIVE-
TECH TALENT IN A CITY 

4.1 Introduction 
4.1.1 In order to address the Gen-Y tech ΨōǊŀƛƴ ŘǊŀƛƴΩ ǘƘŀǘ Ƴŀƴȅ 9ǳǊƻǇŜŀƴ ŎƛǘƛŜǎ ŀǊŜ Ŝƛther currently 

experiencing, or are forecast to experience as global pressures for talent increase, cities across Europe 
need to develop integrated strategies across a range of policy interventions.  

4.1.2 The new, portfolio-based working arrangements described earlier in this baseline study (i.e. contracting, 
freelancing etc.) have arrived without much intervention from policymakers, driven largely by advances 
in technology, entrepreneurial ingenuity and changing work-life preferences.  

4.1.3 The subsequent rise of ǘƘŜ ΨƳƛŎǊƻ-ƳǳƭǘƛƴŀǘƛƻƴŀƭΩ has already seen positive spill-over effects on the wider 
economy but their potential is far from exhausted. Indeed, faced with high unemployment rates and low 
growth, developing new policies to empower these dynamic players could go a long way to driving growth, 
jobs and innovation. 

4.1.4 There are numerous reasons why young people generally leave a city and a similar number of reasons 
why encouraging them back can be an even bigger challenge. These include industrial stagnation and/or 
decline; a lack of career opportunities; a weak lifestyle offer; the pull of a more vibrant, energetic city, 
with more career opportunities; an inability to continue a chosen educational/career pathway because of 
a broken link in the value chain; negative perceptions  created from the last economic downturn etc. 

4.1.5 Given the above situation, a plan for developing, retaining and attracting young tech talent in a city should 
probably consider five key issues; 

1. COLLABORATIVE LEADERSHIP & GOVERNANCE: Developing suitable governance structures to oversee 
the implementation of an effective talent strategy and securing consensus on the priorities; 

2. PLACEMAKING:  Strengthening the attraction and retention factors of place (including layout of the 
city, the leisure offer; the educational offer etc.); 

3. DEVELOPING YOUNG CREATIVE-TECH TALENT IN  THE CITY: Intervening in the skills and talent pipeline 
to inspire and encourage young people to pursue tech careers;   

4. RETAINING YOUNG PEOPLE IN THE CITY; Locking in the indigenous population in the city; 
5. ATTRACTING AND EMBEDDING MIGRANT CREATIVE-TECH TALENT IN THE CITY: Targeting key 

international markets and talents, to encourage them to locate in the city and embedding international 
visitors, to lock them into the fabric of the city. 

4.1.6 Similarly, a tactical Action Plan for attracting, retaining and embedding young tech talent in a city could 
consider one or more of these four key issues, as long as there are sufficient actions to develop an 
integrated plan.   

                                                           
16 Ψ.ŜȅƻƴŘ ǘƘŜ {ƪƛƭƭǎ {ƘƻǊǘŀƎŜΥ Iƻǿ ¢ŜŎƘ ¢ŀƭŜƴǘ ƛǎ {ƘŀǇƛƴƎ ǘƘŜ 9ŎƻƴƻƳȅΩ, Indeed Inc. 2015 

http://www.indeed.co.uk/
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4.1.7 This Baseline will now go on to look at each of the above issues in turn, as part of the consideration of the 
Ψ{ǘŀǘŜ ƻŦ ǘƘŜ !ǊǘΩ 

4.2 Collaborative Leadership and Governance  

4.2.1 To develop effective policies and solutions for Generation-Y, cities and urban authorities need to develop 
a wholly new approach, to offer a different kind of support, adapted to the needs and lifestyles of the Y-
Generation and integrate different urban policies, to improve the quality of the business environment and 
the quality of life for young people. As the businesses to be supported are likely to be innovative and 
creative, the new policies developed by the GEN-Y CITY Network are going to need to recognise this. 

The importance of good Collaborative Leadership  

4.2.2 Our initial work in the first phase of this project has identified that any successful tech talent development, 
retention and attraction strategy needs to ōŜ ΨǇƭŀŎŜ ōŀǎŜŘΩΦ tƻƭƛŎƛŜǎ ƴŜŜŘ to be adapted to build on the 
particular strategic strengths and assets of the city and be overseen by a partnership of public, private, 
academic and voluntary sector organisations in the city.  

4.2.3 It is not enough for such a plan to be designed, conceived and delivered by one single organisation.  An 
effective talent development, retention and attraction strategy needs to draw together a range of 
different stakeholders within a city, including, Young People; Politicians; Entrepreneurs; Urban 
Development Specialists; Spatial Planners; Educators (Primary, Secondary and Tertiary); Business Support 
providers; Inward Investment agencies; Visitor Promotion Specialists; Communications Specialists; and 
Third Sector Organisations etc.  

4.2.4 Partners within the city need to come together to 
agree the priorities, issues and opportunities on 
which to focus and establish consensus on how best 
to take them forward.    

4.2.5 Many cities around the globe have already 
established effective multi-disciplinary ΨǘŀƭŜƴǘ 
ǇŀǊǘƴŜǊǎƘƛǇǎΩ which draw in a range of civic leaders 
to work together and agree their talent priorities. 
These types of structures can help organisations 
integrate their respective skills, capability, delivery 
systems, messaging and marketing activities to 
ensure the core proposition of the city is well 
understood. Ψ¢ŀƭŜƴǘ tŀǊǘƴŜǊǎƘƛǇǎΩ Ŏŀƴ ōǳƛƭŘ ƻƴ 
existing governance structures or establish new 
partnership vehicles to address youth retention and 
attraction policies. 

4.2.6 Ideally, they should develop relationships with all the 
ΨǘƻǳŎƘ-ǇƻƛƴǘǎΩ ǘƘŀǘ ŀ ȅƻǳƴƎ ǇŜǊǎƻƴ ƳƛƎƘǘ ǇƻǘŜƴǘƛŀƭƭȅ 
come into contact with as they consider location 
decisions in their working life (whether an existing or 
aspiring resident). These could include; 
representatives from the Municipality; Business 
Support Organisations; Skills Providers (Primary, Secondary and Tertiary); Inward investment agencies; 
Visitor Promotion Agencies; Youth Enterprise and Youth Entrepreneurship Organisations; Science Centres; 
Community Organisations; Representatives from the Creative Industries; Innovation Agencies; Providers 
of Soft Landing Services etc. 

4.2.7 Nowhere is this more important than in less developed regions that suffer from a GEN-Y tech ΨōǊŀƛƴ ŘǊŀƛƴΩΦ 
In these regions, a lack of institutional capacity/critical mass means organisational independence needs 
to be avoided at all costs. Such independence is the enemy of successful talent attraction and retention. 
Any less developed region which fails to secure a range of partnŜǊǎΩ ŎƻƳƳƛǘƳŜƴǘ ǘƻ developing a talent 
strategy will probably struggle to establish sustainable initiatives.   

 

Fig4: Examples of different Quadruple-Helix Talent 

Partnerships from Cities across the Globe 
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4.3 Placemaking 

4.3.1 Place-making is a multi-faceted approach to the planning, design and management of public spaces, which 
capitalizes on a local community's assets, inspiration, and potential, with the intention of creating public 
spaces that promote people's health, happiness, and wellbeing.  

4.3.2 The concepts behind place-making originated in the 1960s, when writers like Jane Jacobs and William H. 
Whyte offered groundbreaking ideas about designing cities that catered to people, not just to cars and 
shopping centres. Their work focused on the importance of creating lively neighbourhoods and inviting 
public spaces. Jacobs advocated citizen ownership of streets through the now-famous idea of "eyes on 
the street." Whyte emphasized essential elements for creating social life in public spaces. 

4.3.3 These ideas of building urban development policies on the key strategic assets and strengths of a 
particular place and developing plans through a participatory process with the local community have been 
further built on by the 9¦Ωǎ Smart Specialisation principles, which suggest that countries or regions should 
identify and select a limited number of priority areas for knowledge-based investments, by building on 
their industrial, educational and innovation strengths and comparative advantages.  

4.3.4 The recommendation under the 9¦Ωǎ RIS3 guidelines is that cities support structural change and enable 
the emergence of new industry sectors by investing in Research & Innovation in areas in which they have 
strategic potential.  

4.3.5 Similarly, city strategies for developing, retaining and attracting young people ought to vary according to 
local conditions with (for example) it making more sense for some cities to invest in building their youth 
culture and others strengthening applied areas or practice-based innovation. Furthermore, regions should 
bring an outward-looking perspective to their strategies, to identify their niches and align their policies 
with other actors. 

Understanding the strengths and weaknesses of a city 

4.3.6 As discussed in the previous section of this study, the first step towards developing a talent retention and 
attraction strategy has to be to understand what the strengths and weaknesses of the city are.  Numerous 
ŀǳǘƘƻǊǎ ƘŀǾŜ ǊŜŎƻƎƴƛǎŜŘ ǘƘŜ ƛƳǇƻǊǘŀƴŎŜ ƻŦ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ǘƘŜ ΨǇŀǎǘΩ ŀƴŘ ǘƘŜ ΨǇƭŀŎŜΩ ōŜŦƻǊŜ ŘŜǎƛƎƴƛƴƎ 
urban policy interventions. Indeed, the whole European principle of Smart Specialisation advocates a 
targeted investment model, which builds on the distinctive assets that a particular locality has, or the 
ǇƻǘŜƴǘƛŀƭ ƛǘ ƘŀǎΣ ǊŀǘƘŜǊ ǘƘŀƴ ΨǇŀǊŀŎƘǳǘƛƴƎΩ ŀƴ ƛƴƛǘƛŀǘƛǾŜ ƛƴǘƻ ŀ Ŏƛǘȅ ǿƘƛŎƘ Ƙŀǎ ǿƻǊƪŜŘ ǿŜƭƭ ƛƴ ŀƴƻǘƘŜǊ 
location.  

4.3.7 There are variƻǳǎ ǘƻƻƭǎ ǘƘŀǘ ŀ Ŏƛǘȅ ŎƻǳƭŘ ǳǎŜ ǘƻ ŀǎǎŜǎǎ ŀ ŎƛǘȅΩǎ ǎǘǊŜƴƎǘƘǎ ŀƴŘ ǿŜŀƪƴŜǎǎŜǎΣ ōǳǘ ǿƘƛŎƘŜǾŜǊ ƛǎ 
ŎƘƻǎŜƴΣ ƛǘΩǎ ŀƴ ƛƳǇƻǊǘŀƴǘ ǘƘŀǘ ŀƴȅ ŀƴŀƭȅǎƛǎ ŀŘƻǇǘǎ ŀ ŎǊƛǘƛŎŀƭ ŀǇǇǊƻŀŎƘΣ ƛŘŜƴǘƛŦȅƛƴƎ ǎǘǊŀǘŜƎƛŎ ŀǎǎŜǘǎ ƻŦ ǘƘŜ 
city and areas for potential improvement. Blind patriotism, or proud allegiance to the city or the nation 
state has little place in a SWOT process. A number of research tools can help ensure the information 
collected is objective, including; 

¶ Personal interviews: Particularly useful for getting the story behind aƴ ƛƴŘƛǾƛŘǳŀƭΩǎ experiences and 
better understand their attitudes and emotions. 

¶ Focus groups: A small-group discussion guided by a trained facilitator to better understand certain 
groups of residents or when new services or ideas are being considered and need to be tested. 

¶ Social media research: As frequent users of social media, young people will often discuss specific 
challenges and needs that policy makers can learn from.  

Gen-Y talent generally prioritise a broad range of urban attributes 

4.3.8 When considering how attractive a particular city is to Gen-Y talent, and what needs o be done to make 
ƛǘ ƳƻǊŜ ŀǘǘǊŀŎǘƛǾŜΣ ƛǘΩǎ ǇǊƻōŀōƭȅ ǿƻǊǘƘ ǊŜŎƻƎƴƛǎƛƴƎ ǘƘŀǘ ŀ ƴǳƳōŜǊ ƻŦ ǎǘǳŘƛŜǎ ƘŀǾŜ ƛŘŜƴǘƛŦƛŜŘ ǘƘŀǘ ȅƻǳƴƎ 
people actually prioritise a whole range of urban attributes.  

4.3.9 This is important to recognise, as it demonstrates the complexity of the issue, and the fact that the 
implementation of a successful strategy to attract, retain and embed young talents into 9ǳǊƻǇŜΩǎ ŎƛǘƛŜǎ is 
unlikely to be delivered through a quick fix.  For example, the diagram overleaf comes from Global 
Youthful Cities Index17, which has carried out extensive research amongst young people to look at their 

                                                           
17Global Youthful Cities Index (2015): RankƛƴƎ ǘƘŜ ǿƻǊƭŘΩǎ рр Ƴƻǎǘ ȅƻǳǘƘŦǳƭ ŎƛǘƛŜǎΣ Youthful Cities 
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perspectives of what they consider to be the most important attributes for living, working and playing in 
cities around the world.  

4.3.10 Broadly speaking, this model provides a useful framework for cities to benchmark their own performance 
and/or compare themselves to some of the best performing cities in the index.  

4.3.11 The author, Youthful Cities, offer any City the potential to participate in any future surveys, to benchmark 
their own position and identify which policy interventions are worthy of further investment. 

Strengthening the physical attributes of place to appeal to GEN-Y   

4.3.12 Having undertaken an analysis of the strengths and weaknesses of the city, leaders may need to focus 
their attention initially on investing in developing ǘƘŜ ΨǇǊƻŘǳŎǘΩ ǘƻ ǎǘǊŜƴƎǘƘŜƴ ǘƘŜ ƎŜƴŜǊŀƭ ŀǘǘǊŀŎǘƛƻƴ ŀƴŘ 
retention factors of place. This could include investment in both the hard and ǎƻŦǘ ΨƛƴŦǊŀǎǘǊǳŎǘǳǊŜΩ.  

4.3.13 For diverse, tolerant dynamic cities that are highly attractive to international visitors, their starting point 
will be fundamentally different from those that are less well developed.  Less well developed cities will 
need to start by implementing some fairly basic changes to make their cities more attractive to Gen-Y. 

4.3.14 Many of these strategies are likely to be fairly traditional in nature, as many of the investments are likely 
to be focussed on improving its general look and feel or building the capacity of the city. Others that are 

 

Fig5: The most important urban attributes according to more than 10,000 youth surveyed since 2013 

https://docs.google.com/forms/d/1VM9FiT6v_vYFgEpiMqE9BECUe0SheU7w2gU6EpVkKS0/viewform
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in transition, or are more developed, will be able to be more sophisticated in their choice of strategy, 
having already made some of the basic foundation investments.    

4.3.15 Depending on the starting point of the city, this could focus on renewing all or part of the city, or improving 
the design and layout of the city to better appeal to young people. Similarly, it could include a focus on 
improving certain elements of the city ς for example the built environment; natural environment; social 
environment; transport infrastructure; and/or the services available to residents.  

4.3.16 Generally speaking, whilst current thinking on urban design and development would suggest young 
people favour affordable, compact, vibrant and liveable cities, the approach adopted in a particular city 
has to be tailored towards the needs of that city. Quality of life - as ŜƳōƻŘƛŜŘ ƛƴ ŀ ŎƛǘȅΩǎ vibrancy and 
liveability ς is becoming an increasingly important factor influencing business location decisions, 
especially among high-technology and knowledge intensive firms. 

4.3.17 Affordability is extremely important to young people. According to YouthfulCities, affordability and safety 
are the top two urban attributes young people look for in a city, regardless of region, age or gender. The 
Youthful Cities Affordability Index18tracks nine measures of urban life across 25 of the world's largest 
cities. It compares the price of rent, tax, travel, a dozen eggs, a cinema ticket, a burger, music concerts 
and flights, as well as the minimum wage. In 2015, Sydney was awarded the title of Most Affordable City 
ŦƻǊ ¸ƻǳǘƘΦ [ƛƪŜ ƭŀǎǘ ȅŜŀǊΩǎ ǿƛƴƴŜǊΣ tŀǊƛǎΣ {ȅŘƴŜȅ ƛǎ ǘƘŜ Ŏƛǘȅ ǿƛth the highest local minimum wage. Most of 
the cities in the top five show up there because of their relatively high minimum wages. 5ŜǘǊƻƛǘΩǎ ƘƛƎƘ 
finish in affordability is driven less by its minimum wage and more-so by its affordable housing stock, 
which is also becoming increasingly important. 

4.3.18 Regenerating and reinventing a former industrial city to be an attractive, compact, vibrant and liveable 
city is unlikely to be a quick job. Experiences like Manchester, Drammen and Kingston upon Hull suggest 
a concerted, integrated and visionary programme of investment, regeneration and renewal is needed 
over a few decades to achieve this goal.  

4.3.19 In addition, these case studies point towards the importance of combining hard regeneration, with 
strategies to develop the creative and cultural industries and invest in a cities knowledge base/research 
infrastructure, to make the city a diverse, appealing, tolerant, safe city, with a high quality of life. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                           
18Youthful Cities Affordability Report (2015), Youthful Cities 

HULL (UK) & DRAMMEN (NO): Regenerating former industrial cities 

Kingston upon HullΣ ƛƴ ǘƘŜ bƻǊǘƘ ƻŦ 9ƴƎƭŀƴŘΣ ǿŀǎ ǾƻǘŜŘ ǘƘŜ ¦YΩǎ ǿƻǊǎǘ Ŏƛǘȅ ǘƻ ƭƛǾŜ ƛƴ ŀ нллр /ƘŀƴƴŜƭ п survey of the ΨBest 

and Worst Places to LiveΩ in the UK based on statistics for crime, education, employment, environment and lifestyle at that 

time. Armed with statistics from all 434 UK local authorities, researchers said Hull had the highest crime rate in the country, 

the worst education system and (with 101 chip shops), was also deemed the fattest town in the UK. 

By 2015, Hull had been named 8th best city in the world to visit in 2016 by Rough Guides, alongside destinations such as 

Reykjavik, Mexico City and Seoul. The travel guide publisher said:  "It'll be brimming with new hotels and restaurants, and 

even more of that distinctive home-grown creativity the city has always had. There are atmospheric old-timey pubs, eight 

excellent museums and a picturesque Old Town with cobbled streets. This year's fun is set to culminate in the September 

Freedom Festival, when the entire city is turned into a stage for performers and artists."  

Eight years of partnership working between Hull City Council and housing and regeneration specialist, Keepmoat has 

regenerated the Newington and St. Andrews area of the city, delivering in excess of over 1400 new homes following the 

demolition of existing substandard homes, the refurbishment of 2000 existing homes. Hull launched a£25 million public 

realm strategy investing £15 million in a new digital centre @TheDock. The near derelict wasteland of Humber Street 

received government support to establish a jewellery gallery, a museum of club culture, music and festival activity. It is now 

a street full of scaffolding as private investment follows public to see the arts as the permanent solution rather than a 

ΨƳŜŀƴǿƘƛƭŜ ǳǎŜΩΦ ϻ20 million of positive media coverage has already seen a 15% increase in hotel income and a turnaround 

in retail. The University of Hull saw an 8% increase in students for its cultural programmes. All this work culminated in the 

city being announced as the ¦YΩǎ нлмс /ŀǇƛǘŀƭ ƻŦ /ǳƭǘǳǊŜΦ  
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{ǘƛƳǳƭŀǘƛƴƎ ǘƘŜ ŎǊŜŀǘƛǾŜ ΨōǳȊȊΩ ƛƴ ǘƘŜ Ŏƛǘȅ 

4.3.20 Whilst ΨYouthfulCitiesΩ research suggests Safety and Affordability are key attributes young people look for 
in a city, numerous authors (including Landry, Florida and Granovetter) have also recognised the 
important role the creative and cultural industries play in attracting and retaining creative entrepreneurs 
to a city. This is supported by the work of Youthful Cities ς which illustrates how some of the most popular 
cities in the Global Index (like New York, London and Berlin, for example) perform extremely well on this 
dimension. 

4.3.21 Cities that offer a wide variety of cultural and creative experiences are more likely to be attractive to 
young talents. More and more people are building a lifestyle around their creative experiences. There 
have been many studies that established the benefits on workers of exposure to different forms of art. In 
addition, culture can be used to establish more open and tolerant social environments. 

4.3.22 wƛŎƘŀǊŘ CƭƻǊƛŘŀΩǎ ǿƻǊƪ ƛŘŜƴǘƛŦƛŜŘ Ƙƻǿ ƛƳǇƻǊǘŀƴǘ ȅƻǳƴƎΣ ŎǊŜŀǘƛǾŜ ǇŜƻǇƭŜ όŀ ŎƻƭƭŜŎǘƛǾŜ ƘŜ ǊŜŦŜǊǊŜŘ ǘƻ ŀǎ ΨǘƘŜ 
ŎǊŜŀǘƛǾŜ ŎƭŀǎǎΩύ ŀǊŜ ƛƴ ŦŜŜŘƛƴƎ ŜƴǘǊŜǇǊŜƴŜǳǊǎƘƛǇ ƛƴ ŀ ŎƛǘȅΣ ǿƛǘƘ ǘƘƻǎŜ ŎƛǘƛŜǎ ǿƛǘƘ ƘƛƎƘ ǇŜǊŎŜƴǘŀƎŜǎ ƻŦ ŎǊŜŀǘƛǾŜ 
classes having higher scores on the Global Entrepreneurship Index. In developing his thinking on the 
creative city, Florida placed particular emphasis on Talent, Technology and Tolerance, as tree key 
attributes of the creative city. In The Flight of the Creative Class19, Florida expands his research to cover 
the global competition to attract the Creative Class, noting that whilst the USA once led the world in terms 
of creative capital it is increasingly being challenged by numerous small countries, like Ireland, New 
Zealand and Finland. 

                                                           
19 The Flight of the Creative Class: The New Global Competition for Talent, Richard Florida, 2010 

Drammen, in Norway, is a city of 63 000 inhabitants 41 km SW of Oslo (36 min) which sits in the Oslofjord region. 
A few decades ago Drammen had a reputation for being a somewhat grey industrial town. The physical 
ŘŜǾŜƭƻǇƳŜƴǘ ƻŦ 5ǊŀƳƳŜƴ Ƙŀǎ ƭŀǊƎŜƭȅ ŦƻƭƭƻǿŜŘ ƛƴŘǳǎǘǊƛŀƭ ƎǊƻǿǘƘ ǇŀǘǘŜǊƴǎΣ ǿƛǘƘ ƴŜǿ ΨǎŀǘŜƭƭƛǘŜΩ ƴŜƛƎƘōƻǳǊƘƻƻŘǎ 
ŘŜǾŜƭƻǇƛƴƎ ƛƴ ǘƘŜ Ƙƛƭƭǎ ƻǳǘǎƛŘŜ ǘƘŜ ŜȄƛǎǘƛƴƎ ǳǊōŀƴ ŀǊŜŀ Lƴ ǘƘŜ мфслΩǎΣтлΩǎ ŀƴŘ улΩǎΦ !ǘ ǘƘŜ ŜƴŘ ƻŦ ǘƘƛǎ ǇŜǊƛƻŘ ƻŦ 
development, the city centre was forgotten, the river was polluted, and the traffic terrible and the environmental 
ŎƘŀƭƭŜƴƎŜǎ ŦƻǊ ǘƘŜ Ŏƛǘȅ ƎƻƛƴƎ ƛƴǘƻ ǘƘŜ мффлΩǎ ǿŜǊŜ ǘǊŜƳŜƴŘƻǳǎΦ 

In order to regenerate and renew the city Drammen enacted a range of strategies, including; Cleansing of the 
river 1986 ς 95, plan for sewage handling; Riverbank redevelopments 1994 ς нллтΤ wŜƭƻŎŀǘƛƻƴ ƻŦ ǊƻŀŘǎΩ ƴŜǘǿƻǊƪ 
2000 ς нлмлΤ Ψ{ǘǊƛƴƎΩ ŘŜǾŜƭƻǇƳŜƴǘ ŀƭƻƴƎ ǘƘŜ ǊƛǾŜǊΤ Ŏƛǘȅ ŀȄƛǎ κ ƛƴƴŜǊ Ŏƛǘȅ ƛƴǾŜǎǘƳŜƴǘǎ ǿƛǘƘ ƘƛƎƘ ǉǳŀƭƛǘȅΣ ōŀǎŜŘ ƻƴ 
ǘƘŜ ŎƻƴŎŜǇǘ ƻŦ ΨbŀǘǳǊōŀƴƛŀΩΤ ŀ aƻōƛƭǘȅ {ǘǊŀǘŜƎȅ ŦƻǊ ǘƘŜ ƳǳƴƛŎƛǇŀƭƛǘȅ нлмлΤ aƻōƛƭƛǘȅ tƭŀƴǎ ŦƻǊ ŜŀŎƘ ƳǳƴƛŎƛǇŀƭ 
branch 2011; and a Car Share Market for public authorities and inhabitants 2011. 

In 2008, Drammen took the decision to develop the cultural and creative industries as one of the key priority 
areas for economic growth and commissioned Papirbredden Innovation to carry out a state of the art analysis 
and develop an action plan for the development of the CCI sector in the city. The implementation of the action 
plan began in 2009, and led to the growth in the sector, and eventually to the formation of the Kompus Culture 
and Creative Industries Cluster(www.kompus.no), a multidisciplinary and multi-stakeholder cluster consisting 
of leading actors from the private / public sector, industry and academia collaborating with the goal to promote 
creative and cultural industries. Through the cluster, new industries have emerged (including the rhythmical 
music; the computer games and web design clusters) and older cultural industries have developed wider mass 
market appeal (e.g. books, high fashion, designer goods). 

Today, Drammen is a fashionable city, with a modern environment and surroundings and a modern city beach. 

 

http://www.kompus.no/
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4.3.23 In the Creative City, Charles Landry20 idŜƴǘƛŦƛŜŘ ŦƻǳǊ Ƴŀƛƴ ŀǘǘǊƛōǳǘŜǎ ǘƘŀǘ ǳƴŘŜǊǇƛƴ ǘƘŜ ΨŎǊŜŀǘƛǾŜ ƳƛƭƛŜǳΩΣ ƛƴ 
a city, which he described as supporting locality; harnessing diversity; maximising interactions; and 
providing capacity. Iƴ Ψ/ǊŜŀǘƛǾƛǘȅ ŀƴŘ ǘƘŜ /ƛǘȅΥ ¢ƘƛƴƪƛƴƎ ǘƘǊƻǳƎƘ ǘƘŜ {ǘŜǇǎΩ21, Landry states άǘhe goal of 
cities which try to be creative is to create conditions which are open enough so urban decision makers can: 
Rethink potential such as turning waste into a commercial resource; revalue hidden assets such as 
discovering historic traditions that can be turned into a new product; re-conceive and re-measure assets 
such as understanding that developing social capital also generates wealth; reignite passion for the city 
by for example developing programmes so people can learn to love their city; rekindle the desire for 
learning and entrepreneurship by, for instance, creating learning modules much more in tune with young 
ǇŜƻǇƭŜǎΩ ŘŜǎƛǊŜǎΤ ǊŜƛƴǾŜǎǘ ƛƴ ȅƻǳǊ ǘŀƭŜƴǘ ōȅ ƴƻǘ ƻƴƭȅ ƛƳǇƻǊǘƛƴƎ ƻǳǘǎƛŘŜ ǘŀƭŜƴǘ ōǳǘ ŦƻǎǘŜǊƛƴƎ ƭƻŎŀƭ ǘŀƭŜƴǘΤ 
reassess what creativity for your city actually is by being honest about your obstacles and looking at your 
cultural resources afresh; realign rules and incentives to your new vision rather than seeing your vision as 
being determined by existing rules; reconfigure, reposition and represent where your city stands and by 
knitting the threads together to retell your urban story that galvanises citizens to act. To elaborate on 
learning it might mean: Rethinking the curricula to teach higher order skills, like learning to learn and to 
think, rather than more topics or alternatively to think across disciplines beyond the silos rather than 
learning facts. The resilience to survive requires new educational curricula. The Australian curriculum is an 
example of moving in this direction. Given that people now have more choice and mobility about where 
they want to be the physical setting, ambiance and atmosphere is key. This is the stage, the container or 
platform within which activity takes place and develops. It generates the milieu or environment. The milieu 
mixes hard and soft infrastructure. The hard consists of road, buildings and physical things, the soft the 
ƛƴǘŜǊŀŎǘƛƻƴǎ ōŜǘǿŜŜƴ ǇŜƻǇƭŜΣ ǘƘŜ ƛƴǘŀƴƎƛōƭŜ ŦŜŜƭƛƴƎǎ ǇŜƻǇƭŜ ƘŀǾŜ ŀōƻǳǘ ǘƘŜ ǇƭŀŎŜέ.  

4.3.24 What Landry does is move us from 
merely thinking about the soft 
elements of creative 
infrastructure, to start to also 
recognise the importance of 
spatial elements of urban design, 
to recognise the importance of the 
physical attributes of a city and it 
capability to support creative 
individuals. This work has been 
built on by numerous authors that 
have recognised the importance 
that density plays in creating 
vibrant city centres, and the 
importance of what others have 
descǊƛōŜŘ ŀǎ ΨǘƘƛǊŘ ǎǇŀŎŜǎΩ όplaces 
other than work and home) in 
ǿƘƛŎƘ ŎǊŜŀǘƛǾŜΩǎ Ŏŀƴ ƳŜŜǘ ŀƴŘ 
interact. Landry recognised that perfect locations for Generation-Y and Generation-Y entrepreneurs are 
city centres that offer numerous opportunities for networking, use of cultural and other services as well 
ŀǎ ǘƘŜ άŎƛǘȅ ōǳȊȊέ ŀƴŘ ŀǘƳƻǎǇƘŜǊŜ ǘƘŀǘ ƛǎ ƛƴǎǇƛǊŀǘƛƻƴŀƭ ŦƻǊ ƛƴƴƻǾŀǘƛƻƴ ŀƴŘ ŎǊŜŀǘƛƻƴΦ  

4.3.25 In addition to the Creative and Cultural Industries (CCI), a number of authors have also recognised the 
importance of the encouragement of small-scale independent retail outlets, next to pedestrian areas, to 
provide the routes to market cultural practitioners need to sell their wares. This kind of development not 
only helps promote a buzz, but can help strengthen the development ƻŦ ΨŎǊŜŀǘƛǾŜ ȊƻƴŜǎΩ ƛƴ ŀ ŎƛǘȅΦ  

4.3.26 Indeed, a number of different authors have categorised ΨǘƘƛǊŘ ǎǇŀŎŜǎΩ ǘƻ ŜƴŎƻƳǇŀǎǎΤ 

¶ Ψ/ǳƭǘǳǊŀƭΩ ƳŜŜǘƛƴƎ ǇƭŀŎŜǎΣ ǿƘƛŎƘ ǎǘŜƳ ŦǊƻƳ ǘƘŜ ǇǊŜǾŀƛƭƛƴƎ ŎǳƭǘǳǊŀƭ ƴƻǊƳǎ ƻŦ ŀ ŎƛǘȅΦ DƻƻŘ ŜȄŀƳǇƭŜǎ ŎƻǳƭŘ 
include pubs, coffee shops, parks etc.  

                                                           
20 The Creative City: A toolkit for Urban Innovators, Charles Landry. 2000 
21Creativity and the City: Thinking through the Steps By Charles Landry, COMEDIA (2007) 
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¶ ΨCreativeΩ ƳŜŜǘƛƴƎ ǇƭŀŎŜǎ ǿƘŜǊŜ creative people who share the same interest or lifestyle prefer to 
meet. Good examples could include art gallerƛŜǎΣ ƳǳǎƛŎ ǾŜƴǳŜǎ ƻǊ ŀǊǘƛǎŀƴ ŎŀŦŞΩǎ; 

¶ ΨtǊƻŦŜǎǎƛƻƴŀƭΩ Ƴeeting places where people meet to discuss work-related issues. Good examples could 
include science parks, incubation centres and cafés. 

4.3.27 Lƴ Ƙƛǎ ƛƴŦƭǳŜƴǘƛŀƭ ōƻƻƪ Ψ¢ƘŜ DǊŜŀǘ DƻƻŘ tƭŀŎŜΩΣ wŀȅ hƭŘŜƴōǳǊƎ22 argues that third places are important for 
civil society, democracy, civic engagement, and establishing feelings of a sense of place. Oldenburg 
suggests third places generally are: free or inexpensive; food and drink, while not essential, are important; 
highly accessible: within walking distance of home or work; involve regulars; welcoming and comfortable; 
attract both old and new friends. 

4.3.28 More recently,  a new study published in the Journal Regional Studies from the Martin Prosperity Institute 
(MPI) and University of Toronto, which takes a more detailed look at the kinds of neighbourhoods that 
are home to high-tech industries versus those that foster vibrant arts, cultural and music scenes. The 
ŀǳǘƘƻǊΣ DǊŜƎ {ǇŜƴŎŜǊ ōŀǎŜǎ Ƙƛǎ ŀƴŀƭȅǎƛǎ ƻƴ /ŀƴŀŘŀΩǎ ōƛƎ ǘƘǊŜŜ city-regions: Toronto, Vancouver and 
Montreal. Spencer defines high-ǘŜŎƘ ƻǊ άǎŎƛŜƴŎŜ-ōŀǎŜŘέ ƛƴŘǳǎǘǊƛŜǎ ŀǎ ƛƴŎƭǳŘƛƴƎ ŎƻƳǇǳǘŜǊΣ ǎƻŦǘǿŀǊŜΣ 
ǇƘŀǊƳŀŎŜǳǘƛŎŀƭǎ ŀƴŘ ƳŜŘƛŎƛƴŜΣ ŀǎ ǿŜƭƭ ŀǎ ǊŜǎŜŀǊŎƘ ŀƴŘ ŘŜǾŜƭƻǇƳŜƴǘΣ ǿƘƛƭŜ ΨŎǊŜŀǘƛǾŜΩ ƛƴŘǳǎǘǊƛŜǎ ƛƴŎƭǳŘŜ 
film and video, music, radio and television, and design, as well as independent artists, writers and 
performers23.The main finding of the study is that these two types of activitiesτscience-based versus 
creative industriesτare generally based in very different kinds of locations. The table to the left, from the 
study, summarizes these differences.  

4.3.29 Put simply, science-based firms and industries tend to gravitate to the suburbs, along highway 
interchanges, and in newer, lower density suburban campuses. Conversely, creative industries tend to 
locate in more urban, denser areas, closer to the city centre. Spencer notes that creative workers are 
more likely to live in or near the neighbourhoods in which they work, while science and engineering 
workers live farther away and are more likely to commute by car. Spencer identifies that both types of 
ƴŜƛƎƘōƻǳǊƘƻƻŘ ƘŀǾŜ ΨŀƴŎƘƻǊǎΦΩ ¢ƘŜ ŀƴŎƘƻǊǎ ŦƻǊ ƘƛƎƘ-tech districts are generally other large high-tech 
ŦƛǊƳǎ ŀƴŘ ǊŜǎŜŀǊŎƘ ǳƴƛǾŜǊǎƛǘƛŜǎ όǇŀǊǘƛŎǳƭŀǊƭȅ ǘƘƻǎŜ ǿƛǘƘ {¢9a ŎǳǊǊƛŎǳƭŀύ ǿƘƛƭǎǘ ǘƘŜ ΨŀƴŎƘƻǊǎΩ ŦƻǊ ŎǊŜŀǘƛǾŜ 
neighbourhoods can include universities, but also  specialized arts, music or design colleges, galleries, 
performance venues and theatres. He concludes by stating that the evidence seems to indicate that it is 
harder to create ΨŎǊŜŀǘƛǾŜ ƴŜƛƎƘōƻǳǊƘƻƻŘǎΩ ŦǊƻƳ ǎŎǊŀǘŎƘ ǘƘŀƴ ǘƘŜƛǊ ǎŎƛŜƴŎŜ-based counterparts. As Spencer 
ǿǊƛǘŜǎΣ Ψaƻǎǘ ƻŦ ǘƘŜ ŎǊŜŀǘƛǾŜ ƴŜƛƎƘōƻǳǊƘƻƻŘǎ ƘƛƎƘƭƛƎƘǘŜŘ ƛƴ ώǘƘŜϐ ǇŀǇŜǊ ǿŜǊŜ ƴƻǘ ǇǊƻŘǳŎŜŘ ƛƴǘŜƴǘƛƻƴŀƭƭȅ 
but rather evolved into what they are due to their highly flexible and adaptable characteristics. This in the 
ŜƴŘ Ƴŀȅ ƘƻƭŘ ǘƘŜ ǎŜŎǊŜǘ ǘƻ ŀƴȅ ǎǳŎŎŜǎǎŦǳƭ ƳŀǊǊƛŀƎŜ ōŜǘǿŜŜƴ ǳǊōŀƴ ŘŜǎƛƎƴ ŀƴŘ ŜŎƻƴƻƳƛŎ ŘŜǾŜƭƻǇƳŜƴǘΦΩ 

4.3.30 It is often pointed out that the role of face-to-face communication and interaction is essential in 
stimulating the creative-knowledge economy. Creating the right conditions in a city to grow and develop 
innovative and creative companies in revitalised city centres requires investment in community capacity 
building and infrastructure. In the Creative City, Landry24 identifies a range of potential typologies of 
culture-led regeneration which cities could use to underpin their strategies, including; 

¶ The building as regenerator: ŘŜǾŜƭƻǇƛƴƎ ŀƴ ΨƛŎƻƴƛŎΩ ŀǊǘǎ ōǳƛƭŘƛƴƎ ƻǊ ōǳƛƭŘƛƴƎǎ ǘƻ ǎǘǊŜƴƎǘƘŜƴ ǘƘŜ 
capability of arts organisations in the city;  

¶ !ǊǘƛǎǘǎΩ ŀŎǘƛǾƛǘȅ ŀǎ ǊŜƎŜƴŜǊŀǘƻǊǎΥ community initiated building projects, encouraging and supporting 
groups of artists to join forces to operate from a redundant building;  

¶ Events as regenerators: Possible futures are explored by a cultural event, which becomes the catalyst 
for regeneration; 

¶ Planning regulation as regenerator: For example, adopting zoning policies that favour large-scale 
development or encourage residential and small business development can have major impacts. 
Flexibility  as regenerator: For example, changing licensing hours and bye-laws at festival periods to 
change the perception of an area; 

¶ Social confidence as regenerator: Regeneration depends on people, and participation in the arts can 
transform individual and communities self-confidence; 

                                                           
22 The Great Good Place, Ray Oldenburg, New York: Parragon Books, 1989 
23 Knowledge Neighbourhoods: Urban Form and Evolutionary Economic Geography, Spencer GM, Regional Studies, Volume 49,  Issue 5, 2015 
24 Adapted from http://www.reading.ac.uk/PeBBu/state_of_art/urban_approaches/creative_city/creative_city.htm 

http://www.reading.ac.uk/PeBBu/state_of_art/urban_approaches/creative_city/creative_city.htm
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¶ Mechanisms as regenerators: Mechanisms and schemes, like the US Percent for Art scheme, which 
allocates a proportion of building costs (usually 1%) to art can improve the quality of the fabric; 

¶ The individual as regenerator: The critical role of individuals in regeneration has already been 
mentioned. Their vision, tenacity, even obsession is always a factor; 

¶ The artist as regenerator: CƻǊ ŜȄŀƳǇƭŜΣ ǳǎƛƴƎ ŀŎǘƛǾƛǘƛŜǎ ƭƛƪŜ ΨŀǊǘƛǎǘǎ ƛƴ ǊŜǎƛŘŜƴŎŜΩ to transform cities; 
¶ Marketing as regenerator: With, for example, the success of one event giving confidence to take on 

bolder projects, creating a virtuous cycle of initiatives. 
¶ The organisation as regenerator: the presence of an arts organisation can be invaluable to a city, 

popularising the use of art in public places as a means of creating better quality environments; 

4.4 Developing Young Creative-Tech talent in the city 
4.4.1 An earlier section of this Baseline Study ǎƻǳƎƘǘ ǘƻ ǊŜŎƻƎƴƛǎŜ Ƙƻǿ ƛƳǇƻǊǘŀƴǘ Ψcreative-ǘŜŎƘΩ ǎƪƛƭƭǎ ŀǊŜ ŦƻǊ 

the future of the European economy, how much skill shortages in Science, Technology, Engineering, Art 
and Maths (STEAM) disciplines are constraining many high growth firms and how Europe risks losing the 
best talent to other cities around the globe. 

4.4.2 For example, iǘΩǎ ŎƭŜŀǊ ǘƘŀǘ automation and technology is shaping the skills young people need to be 
successful and the skills employers are looking for in young people. Cities that are more successful at 
ensuring their young people possess these skills will be more effective at retaining and embedding these 
young people in the labour market. 

4.4.3 In addition, earlier sections of this Study have pointed ǘƻ ǎƻƳŜ ƻŦ ǘƘŜ ŎƘŀƭƭŜƴƎŜǎ ǘƘŀǘ ǘƘŜ ΨƳŀƛƴǎǘǊŜŀƳΩ 
education sector experiences in delivering relevant and up-to-date design and technology skills.  

 

4.4.4 Digital Technologies are also important to many Millenials and Generation-Y entrepreneurs. ICT enables 
people to work globally without changing location. In that sense, work now is much more weakly 
connected on geographic location and has in some cases led to flexible work models.  Freelancers, for 
example, work where and when they want are becoming more common, which helps widen the global 
talent pool. At the same time ς somewhat paradoxically ς economic growth is concentrating in urban 
regions and clusters of businesses where proximity and knowledge sharing lead to innovation. This, in 
turn, helps drive urbanisation. 

4.4.5 In addition to the above issue, many authors have started to recognise how automation and technology 
is likely to impact on labour markets going forward and further reinforced the importance of these skills 
to ensure young people possess the skills and capabilities to deliver the higher value tasks that are unlikely 
to be capable of being automated, going forward.  

4.4.6 In a 2013 white paper titled Dancing with Robots: Human Skills for Computerized Work, Richard Murnane 
and Frank Levy argue that in the computer age, the skills which are valuable in the new labour market are 
significantly different than what they were several decades ago.  

4.4.7 Put simply, they argue that in the past three decades, jobs requiring routine manual or routine cognitive 
skills have declined and jobs requiring solving unstructured problems, communication, and non-routine 
manual work have grown. They go on to assert that the best chance of preparing young people for decent 
paying jobs in the decades ahead is helping them develop the skills to solve these kinds of complex tasks.  

4.4.8 In March, the World Economic Forum released their New Vision for Education Report, which also 
identifieŘ ŀ ǎŜǘ ƻŦ άнмǎǘ ŎŜƴǘǳǊȅ skillsέ that new entrants into the future labour market would need to be 

ά!b5 ![{h ²9 I!±9 ¢h FOCUS ON SKILLS FOR THESE INNOVATIONS. THAT IS WHY WE NEED TO IMPROVE 
THE AVAILABLE SKILLS BASE INCREASING THE NUMBER OF STEM ς SCIENCE, TECHNOLOGY, ENGINEERING 
AND MATHEMATICS GRADUATES ς FOSTERING INTER-DISCIPLINARITY, TO PROMOTE ENTREPRENEURSHIP 

EDUCATION AND TRAINING, AND TO ENCOURAGE ²ha9b 9b¢w9tw9b9¦w{Χέ 
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effective in the future labour 
market. The report broke these 
into three categories: 
ΨCƻǳƴŘŀǘƛƻƴŀƭ [ƛǘŜǊŀŎƛŜǎΩΣ 
Ψ/ƻƳǇŜǘŜƴŎƛŜǎΩ ŀƴŘ Ψ/ƘŀǊŀŎǘŜǊ 
vǳŀƭƛǘƛŜǎΩΣ ŀǎ ƛƭƭǳǎǘǊŀǘŜŘ ōȅ ǘƘŜ 
diagram overleaf. 

4.4.9 The foundational literacies are 
reading, writing, sciences, along 
with more practical skills like 
financial literacy. Even in a world 
of rapid change, young people 
still need to learn how to read, 
write, do basic math, and 
understand how our society 
works.  

4.4.10 The competencies are often 
referred to as the 4Cs τ critical 
thinking, creativity, 
communication and collaboration τ the very things computers currently arŜƴΩǘ ƎƻƻŘ ŀǘΦ 5ŜǾŜƭƻǇƛƴƎ 
character qualities such as curiosity, persistence, adaptability and leadership help students become active 
creators of their own lives, finding and pursuing what is personally meaningful to them.  

4.4.11 Much of the educational reform work examined through this study suggests a significant number of cities 
find the whole process of educational reform to deliver better creative-tech talent a little challenging, 
largely because much of the governance of the education system and/or the curriculum structure is led 
by national, or in some cases, regional government actors rather than the city.  

4.4.12 In addition to this challenge, increasing numbers of Gen-Y are turning away from technician and STEM 
careers. The reasons for this are complex, but include a mix of issues, including the perception of many 
young people that technician careers are too formalised, regimented and insufficiently creative for them, 
peer pressure, media representation and parental influence.  

4.4.13 Ultimately, this is resulting in fewer young people choosing to pursue these careers, in favour of more 
humanistic subjects. That said, there is evidence of some interesting work being undertaken across Europe 
ǘƻ ǘǊȅ ŀƴŘ ƛƴŎǊŜŀǎŜ ȅƻǳƴƎ ǇŜƻǇƭŜΩǎ ƛƴǘŜǊŜǎǘ ƛƴ STEAM careers.  

4.4.14 This diminishing interesting in pursuing science, technology and engineering careers has the potential to 
ƘŀǾŜ ŀ ǎƛƎƴƛŦƛŎŀƴǘ ƛƳǇŀŎǘ ƻƴ 9ǳǊƻǇŜΩǎ ŜŎƻƴƻƳȅΦ In 2007, a Carnegie Foundation commission found that a 
ƴŀǘƛƻƴΩǎ ŎŀǇŀŎƛǘȅ ǘƻ ƛƴƴƻǾŀǘŜ ŀnd thrive in the modern workforce depends on a foundation of math and 
science learning. They concluded that a sustained, vibrant democracy is dependent upon this foundation 
in STEAM. 

4.4.15 Again, research undertaken through this study suggests that really effective systems for developing more 
technician workers ƎŜƴŜǊŀƭƭȅ ǊŜƭȅ ƻƴ ǘǊȅƛƴƎ ǘƻ ōǳƛƭŘ ΨǿƘƻƭŜ ǎȅǎǘŜƳǎΩ ǎƻƭǳǘƛƻƴǎΣ ǊŀǘƘŜǊ ǘƘŀƴ Ƨǳǎǘ ŘŜƭƛǾŜǊƛƴƎ 
one or two piecemeal initiatives.  

4.4.16 Generally speaking, good Ψ/ǊŜŀǘƛǾŜ-¢ŜŎƘΩ ¢ŀƭŜƴǘ systems include some or all of the following;     

In School Delivery of Ψ/ǊŜŀǘƛǾŜ-TechΩ Skills 

4.4.17 In the majority of cities examined, our research suggested the secondary educational system was either 
structured around a single tier (comprehensive) system or a two tier (vocational and grammar) system.   

4.4.18 Clearly, there is a massive amount of variety in the different training and educational systems around 
Europe, and this could be the subject of a whole standalone project.  In a limited number of cases, some 
cities who have managed to re-structure their primary and secondary education systems to try and 
improve their capability to generate more Tech talent. 

 

Fig 9: World Economic Forum, New Vision for Education and άнмǎǘ ŎŜƴǘǳǊȅ ǎƪƛƭƭǎέ 
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4.4.19 In order to improve the effectiveness of the educational system in delivering against the future needs of 
employers, various authors and policy makers have suggested utilising a range of tools and techniques, 
including25; 

¶ Innovative Governance Solutions: Making the Education system more accountable to business, by 
ensuring performance measures accurately target improvements in the relevance of the skills 
delivered to employers. In some cases, this has led to a wholesale redefinition of  the role of business 
in governing the education system; 

¶ Strategic Planning Approaches: Encouraging local areas to develop multi-year skills strategies and 
sector plans to articulate what the needs of employers are and shape the delivery of education 
outcomes;  

¶ Data Driven Solutions: Endeavouring to use longitudinal LMI studies to shape improved labour 
market outcomes. For example, in 2009 the US Department of Labour established ǘƘŜ ΨWorkforce 
Data vǳŀƭƛǘȅ LƴƛǘƛŀǘƛǾŜΩ ǘƘŀǘ ǇǊƻǾƛŘŜŘ grants for states to build or expand longitudinal databases of 
workforce data and link them to education data to help improve the overall performance of 
workforce development programs. This programme developed a 10 point plan for the effective use 
of LMI in shaping demand led skills systems 

¶ Qualification Framework solutions: Involving employers in establishing Employment Qualification 
Frameworks (EQFs) for key industries can help formalize the development, adoption and continual 
revision of skill standards for critical industries in a particular city or region; 

¶ Innovative Funding solutions: Ensuring that training providers secure their funding for training young 
people from employers, rather than the state can help to ensure skills systems remain responsive to 
the needs of employers  

4.4.20 That said, much of the evidence suggests trying to improve the alignment of the skills system to better 
deliver what employers need is not a new challenge. Indeed, some preτeminent economists identified 
that this was a particular problem as far back as the end of the last century.  

4.4.21 In reality, a range of these types of tools are needed to improve the effectiveness of the skills system at 
delivering what employers need. City officials will need to look carefully at how their skills systems are 
ƻǊƎŀƴƛǎŜŘΣ ƛŘŜƴǘƛŦȅ ǿƘŀǘ ΨƭƻŎǳǎ ƻŦ ŎƻƴǘǊƻƭΩ ǘƘŜȅ ƘŀǾŜ ƻǾŜǊ ŎƘŀƴƎƛƴƎ ŀƴŘ ǎƘŀǇƛƴƎ ǘƘŜ ǎȅǎǘŜƳΣ ŀƴŘ ŘŜǾŜƭƻǇ 
a suite of policy interventions which suit their particular circumstances.   

4.4.22 In addition to trying to design a skills system that provides the skilled people that a city needs to perform 
effectively, many cities have also started to turn their attention towards ensuring their young people are 
equipped with the skills needed to succeed in the world of work 

4.4.23 In simple terms, many authors descriōŜ ǘƘŜǎŜ ǎƪƛƭƭǎ ŀǎ Ψ9ƴǘŜǊǇǊƛǎŜ {ƪƛƭƭǎΩΦ Lǘ ƛǎ ƎŜƴŜǊŀƭƭȅ ǊŜŎƻƎƴƛǎŜŘ Ƙƻǿ 
important providing young people with good quality enterprise skills is, in developing an effective talent 
management system. 

4.4.24 ¢ƘŜ 9¦Ωǎ ŦǊŀƳŜǿƻǊƪ ŦƻǊ ƪŜȅ ŎƻƳǇŜǘŜƴŎŜǎ ƛŘŜƴǘƛŦƛŜǎ ŀƴŘ ŘŜŦƛƴes the key abilities and knowledge that a 
ǇŜǊǎƻƴ ƴŜŜŘǎ ǘƻ ŀŎƘƛŜǾŜ ŜƳǇƭƻȅƳŜƴǘΣ ǇŜǊǎƻƴŀƭ ŦǳƭŦƛƭƳŜƴǘΣ ǎƻŎƛŀƭ ƛƴŎƭǳǎƛƻƴ ŀƴŘ ŀŎǘƛǾŜ ŎƛǘƛȊŜƴǎƘƛǇ ƛƴ ǘƻŘŀȅΩǎ 
rapidly changing world26Φ Lƴ ǘƘƛǎ ŎƻƴǘŜȄǘΣ ŜƴǘŜǊǇǊƛǎŜ ŎƻƳǇŜǘŜƴŎŜǎ ŀǊŜ ŘŜŦƛƴŜŘ ŀǎ ŀƴ ƛƴŘƛǾƛŘǳŀƭΩǎ ŀōƛƭƛǘȅ ǘƻ 
turn ideas into action. This transversal set of skills refers to creativity, innovation and risk-taking as well 
as general management skills needed to achieve objectives. 

4.4.25 Enhancement of enterprise skills is endorsed as a key long-term priority in the ET 2020 framework. The 
Europe 2020 strategy also recognises it is crucial to the transition to a knowledge-based society. The 
importance of enhancing creativity, innovation and enterprise through education is highlighted in three 
ŦƭŀƎǎƘƛǇ ƛƴƛǘƛŀǘƛǾŜǎΥ Ψ¸ƻǳǘƘ ƻƴ ǘƘŜ ƳƻǾŜΩΣ Ψ!ƴ !ƎŜƴŘŀ ŦƻǊ ƴŜǿ ǎƪƛƭƭǎ ŀƴŘ ƧƻōǎΩ ŀƴŘ ΨLƴƴƻǾŀǘƛƻƴ ¦ƴƛƻƴΩΦ  

4.4.26 In addition to the EU definition of enterprise skills, many authors have recognised the importance of 
developing young people to be T-shaped learners.  

4.4.27 T- Shaped people have two kinds of abilities. The vertical bar of the T represents depth of expertise in a 
single field (being an engineer, biologist, computer scientist), whereas the horizontal stroke of the T is the 
ability to collaborate across the disciplines (being collaborative and empathetic). 

                                                           
25!ŦǘŜǊ ΨState Best Practices to Align Educatioƴŀƭ {ǳǇǇƭȅ ǿƛǘƘ hŎŎǳǇŀǘƛƻƴŀƭ 5ŜƳŀƴŘΩ ōȅ Barry E. Sternand William Sederburg, Mar 2014 
26See http://ec.europa.eu/education/tools/llp_en.htm 

http://ec.europa.eu/education/tools/llp_en.htm
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4.4.28 Perhaps the most 
interesting case 
studies to look at 
about how a city 
might reconfigure 
its own education 
system to better 
prepare people for 
the future world of 
work is provided by 
one of the partners 
in the GEN-Y City 
Project, Bologna, 
which has reformed 
its 14-19 education 
system, to prioritise 
a particular focus on strengthening the links between schools and the industries of the future.  

4.4.29 This in turn has led to the introduction of a new layer of technical schools (to augment the existing 
vocational and grammar schools) to create a stronger link between thinking and doing.  

4.4.30 Initially, nine technical institutes were established (covering mechanics, electronics, ICT, chemistry, 
graphics, logistics and fashion design). To date, they have focused on four priorities: lower secondary 
schools and educational guidance; partnerships with companies; curricula methodology and 
organisational innovation; and network activities.  By Sept 2014, this network was expanded to 22 
technical and vocational schools with Business Administration, Finance, ICT, Marketing, International 
Commerce, Tourism, Food, Agro industry, Building, Environment and Territory management being added. 
Activities have also expanded to include training the teachers, delivering projects in schools in partnership 
with enterprises, seminars and training. 

Ψ9ȄǘǊŀ-/ǳǊǊƛŎǳƭŀǊΩ 9ƴǊƛŎƘƳŜƴǘ Activities  

4.4.31 Faced with increasingly tight public sector finances and nationally controlled education systems, some 
cities are trying to stimulate more market based STEM inspiration activities, by closer working with private 
sector firms or community organisations.  

4.4.32 These market-based mechanisms can include Pre-school clubs, Coding Clubs, STEM Clubs, STEM 
Challenges, Specialist Kindergartens, Science Ambassador Programmes, Challenge ActivitiesΣ /ƘƛƭŘǊŜƴΩǎ 
Parties, and Museum Nights etc. One particular recent development which is sweeping Europe is the rise 
of Fab Labs (see https://www.fablabs.io/labs). 

4.4.33 A Fab Lab (or fabrication laboratory) is a small-scale workshop offering access to (personal) digital 
fabrication equipment and skills. A fab lab is generally equipped with an array of flexible computer 
controlled tools that cover several different length scales and various materials, with the aim to make 
"almost anything". This includes technology-enabled products generally perceived as limited to mass 
production. While fab labs have yet to compete with mass production and its associated economies of 
scale in fabricating widely distributed products, they have already shown the potential to empower 
individuals to create smart devices for themselves. These devices can be tailored to local or personal 
needs in ways that are not practical or economical using mass production. The fab lab program was 
initiated to broadly explore how the content of information relates to its physical representation and how 
an under-served community can be powered by technology at the grassroots level. The program began 
as collaboration between the Grassroots Invention Group and the Centre for Bits and Atoms at the Media 
Lab in the Massachusetts Institute of Technology with a grant from the National Science Foundation.  

4.4.34 Of late, there has also been some growing interest in specialised business support services have started 
to emerge to help cities to stimulate more market based delivery of STEM inspiration.  

 

 

 

Fig 10: Creating T shaped learners 

 

https://www.fablabs.io/labs
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Philanthropic and Not For Profit Delivery Mechanisms 

4.4.35 Across Europe, cities are also trying to encourage manufacturing, science and technology entrepreneurs 
who have made their fortune in a particular city to reinvest back in STEM inspiration activities in that city. 
More often than not, the entrepreneurs that can be persuaded to put something back into their city are 
likely to run family owned businesses, or recently sold a tech business, and have strong roots in a 
particular city. 

4.4.36 Science Discovery centres and museums are generally established to foster creativity and critical thinking 
and encourage citizens to engage with science. In some cases, they run seminars and workshops to ensure 
ƳŀƛƴǎǘǊŜŀƳ ǘŜŀŎƘŜǊǎ ŀǊŜ ŜǉǳƛǇǇŜŘ ǿƛǘƘ ǘƘŜ ǘŜŎƘƴƻƭƻƎȅ ǎƪƛƭƭǎ ǘƘŜȅ ƴŜŜŘ ǘƻ ǎǳǇǇƻǊǘ ȅƻǳƴƎ ǇŜƻǇƭŜΩǎ 
learning. Ecsite (http://www.ecsite.eu/) is the European network of Science Centres, which has over 350 
organisations in membership across Europe and the world; 

Science / Tech Inspired Campaigns 

4.4.37 A number of cities have also tried to make their brands synonymous with scientific endeavour and embed 
a culture of technology and manufacturing into their cities, by drawing together what STEM inspiration 
activity does exist in a particular place into a single portal, or festival and/or bid for International STEM 
events and exhibitions. Examples include; 

Science Oxford (UK) & the La Fondazione Golinelli (IT) : Philanthropic Science Centres 

Science Oxford (http://www.scienceoxford.com/) is the public face of The Oxford Trust, an educational charity. 
It was established in 1985 by Sir Martin and Lady Wood, who founded Oxford Instruments in 1959. In Magnetic 
Venture (OUP 2001) Audrey Wood wrote about starting the Trust: ΨΦ Φ Φ ǘƘŜǊŜ ǿŀǎ ŀ ǇŜǊǎƛǎǘŜƴǘ ƎǳƭŦ ōŜǘǿŜŜƴ 
academia and industry that formed a barrier to the cross-fertilisation of ideas and the exploitation of the results 
of research. Science education was also failing the future economy; companies like Oxford Instruments were 
finding the shortage of well-qualified scientists and technologists a brake on growth. As a secondary-school 
governor, I was disturbed by the diminishing choice when appointing science teachers, and by the falling numbers 
ƻŦ ŎƘƛƭŘǊŜƴ ǿŀƴǘƛƴƎ ǘƻ ǎǘǳŘȅ ǎŎƛŜƴŎŜ ŀƴŘ ǘŜŎƘƴƻƭƻƎȅ ŀǘ ǎŎƘƻƻƭ ŀƴŘ ǳƴƛǾŜǊǎƛǘȅΦΩ 

In 1985 the Trust opened the first innovation centre in the region. Over the past 25 years the Trust has created 
venture-angel networks and many more innovation centres. Oxford Innovation, a spin-out company from The 
Oxford Trust, manages these innovation ŎŜƴǘǊŜǎΦ Lǘ Ƙŀǎ ǎǳǇǇƻǊǘŜŘ ǘƘƻǳǎŀƴŘǎ ƻŦ ŎƻƳǇŀƴƛŜǎ ŀƴŘ ƛǎ ǘƘŜ ¦YΩǎ 
leading operator of business and innovation centres.  

In 1990 the Trust opened Curioxity, a science discovery centre for primary school children in Oxford. In 1992 the 
Trust launched the annual Oxfordshire Science Festival which now attracts 30,000 people with events being held 
all over the county.  

In October 2005 Science Oxford became the public brand for The Oxford Trust and the Trust opened a centre 
for science and enterprise located in East Oxford. The centre had an interactive hands-on discovery zone for 
schools and families, and also organised over 800 events for families, adults, and local businesspeople. Around 
флΣллл ǇŜƻǇƭŜ ŎŀƳŜ ǘƻ ƻƴŜ ƻŦ {ŎƛŜƴŎŜ hȄŦƻǊŘ [ƛǾŜΩǎ ŜǾŜƴǘǎ ŀƴŘ ŜȄƘƛōƛǘƛƻƴǎΦ  Science Oxford continued to run a 
vibrant schools programme during this period, which reached about 20,000 school pupils each year (aged from 
5 to 18 years old) and continues to do so. 

The Foundation Golinelli (http://www.fondazionegolinelli.it/) was born in Bologna in 1988 with the support of 
the entrepreneur and philanthropist Marino Golinelli.  Today it is a unique example in Italy of a fully operational 
private foundation, inspired by the model of American philanthropic foundations, which deals in an integrated 
way with education, training and culture to foster the intellectual and ethical growth of young people and 
society and with the objective to contribute to the sustainable development of Italy. 

One of the most important strategic goals of The Foundation Golinelli is to provide children (especially 
schoolchildren), the future citizens of tomorrow, with guidelines and tools that enable them to grow responsibly, 
civilly and socially, fostering the creation of ethical behaviour, for a more cohesive society.  

http://www.ecsite.eu/
http://www.scienceoxford.com/
http://www.fondazionegolinelli.it/
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¶ Made in Sheffield (http://www.madeinsheffield.org/) - is a unique brand and the brand mark that 
clearly identifies products manufactured within a distinct geographical location in the north of England, 
with a strong legacy of steel making. In addition to promoting products made in Sheffield the brand 
also delivers training and education activities to try and promote the take up of STEM careers; 

¶ STEMcityPHL (http://www.stemcityphl.org/) - is a civic campaign to build collective public will for 
excellent STEM education and opportunities, ensuring that all Philadelphians can participate in the 
ŜŎƻƴƻƳȅ ƻŦ ǘƻŘŀȅ ŀƴŘ ǘƻƳƻǊǊƻǿΦ   [ŀǳƴŎƘŜŘ ŀƴŘ ōȅ ǘƘŜ aŀȅƻǊΩǎ hŦŦƛŎŜ ƻŦ 9ŘǳŎŀǘƛƻƴ ƛƴ ǇŀǊǘƴŜǊǎƘƛǇ 
with the Philadelphia Education Fund, other local non-profits and local businesses including Saint 
Gobain, GlaxoSmithKline and IBM, over the next six years STEMcityPHL will act with urgency to: create 
a citywide brand for STEM efforts; provide a single-access point for STEM interest to foundations, 
expanding non-profits, businesses, and schools; create synergy and align resources among programs 
and efforts; ensure quality STEM programming is available across the K-12 continuum and throughout 
all neighbourhoods of Philadelphia; and catalyze a movement that will increase STEM fluency among 
tƘƛƭŀŘŜƭǇƘƛŀΩǎ ȅƻǳǘƘ 

¶ East London Tech City - (http://www.techcityuk.com/) also known as Tech City, formerly known as 
Silicon Roundabout, is a technology cluster located in Central and East London. It broadly occupies the 
part of London's East End between Old Street (the boundary of Central and East London) and the 
Queen Elizabeth Olympic Park in Stratford,[1] with its locus in the Shoreditch area. It is the third-largest 
technology start-up cluster in the world after San Francisco and New York City 

¶ Montreal - ǿŀǎ ŘŜǎƛƎƴŀǘŜŘ Ψ¦b9{/h /ƛǘȅ ƻŦ 5ŜǎƛƎƴΩ (http://mtlunescodesign.com/en/) alongside 
.ŜǊƭƛƴ ŀƴŘ .ǳŜƴƻǎ !ǊƛŜǎ ŀǎ ǇŀǊǘ ƻŦ ¦b9{/hΩǎ Ψ/ǊŜŀǘƛǾŜ /ƛǘƛŜǎ bŜǘǿƻǊƪΩΦ Lƴ ǘƘŜ ǎǳƳƳŜǊ ƻŦ нллтΣ {ŎƻǘƭŀƴŘ 
ǿŀǎ Ƙƻǎǘ ǘƻ ǘƘŜ Ψ{ƛȄ /ƛǘƛŜǎ 5ŜǎƛƎƴ CŜǎǘƛǾŀƭΩΣ ŀ ϻо Ƴƛƭƭƛƻƴ ƛƴƛǘƛŀǘƛǾŜ ŀƛƳŜŘ ŀǘ ŎŜƭŜōǊŀǘƛƴƎ ŀƴŘ ǊŀƛǎƛƴƎ 
awareness of the value of design and creŀǘƛǾƛǘȅ ƛƴ ŀƭƭ ǎƛȄ ƻŦ {ŎƻǘƭŀƴŘΩǎ ŎƛǘƛŜǎΦ ¢Ƙƛǎ ȅŜŀǊΣ ¢ǳǊƛƴ ƛǎ Ψ²ƻǊƭŘ 
5ŜǎƛƎƴ /ŀǇƛǘŀƭΩΣ ŀ ǘƛǘƭŜ ƎƛǾŜƴ ōȅ ǘƘŜ LƴǘŜǊƴŀǘƛƻƴŀƭ /ƻǳƴŎƛƭ ƻŦ {ƻŎƛŜǘƛŜǎ ƻŦ LƴŘǳǎǘǊƛŀƭ 5ŜǎƛƎƴ ŀƴŘ ǇǊƻƳƻǘŜŘ 
by the International Design Alliance.  

¶ Copenhagen ς was designated European City of Science in 2014 (http://esof2014.org/). EuroScience 
Open Forum ς is the biennial pan-European meeting dedicated to scientific research and innovation. 
At ESOF meetings leading scientists, researchers, young researchers, business people, entrepreneurs 
and innovators, policy makers, science and technology communicators and the general public from all 
over Europe discuss new discoveries and debate the direction that research is taking in the sciences, 
humanities and social sciences.  

4.4.38 Many cities also organise science and technology festivals, to co-ordinate the work of a range of partners 
in promoting STEM skills and careers. EUSEA (http://www.eusea.info/) is the European Science Events 
Association, which provides a detail list of a range of Science and Technology events from across the whole 
of Europe. 

4.5 Retaining young people in the city  

4.5.1 In addition to focusing on how to improve the development of Creative-Tech Talent in a city, cities that 
are doing well at this, but still suffering from significant out migration also need to think about what more 
they might do to retain more people in a city.  

4.5.2 Clearly, placemaking forms an important part of any potential retention strategy, but urban planners also 
need to look at what they can do to improve the scale and quality of employment opportunities in the 
city.  There are a range of things that cities might do to increase the quantity and quality of opportunity 
that exists in a city.  

Improving the alignment of the labour market 

4.5.3 Having understood the inherent strengths and weaknesses of a city and developed an investment plan to 
further develop the hard and soft elements of the city to improve its overall attractiveness to young 
people ŀƴŘ ŎǊŜŀǘƛǾŜκΩǘŜŎƘΩ ŜƴǘǊŜǇǊŜƴŜǳǊǎΣ ŀ Ŏƛǘȅ ǿƻǳƭŘ ƴŀǘǳǊŀƭƭȅ ǘǳǊƴ ƛǘǎ ŀǘǘŜƴǘƛƻƴ ǘƻ ƛƳǇƭŜƳŜƴǘƛƴƎ ŀ 
number of more sophisticated talent retention strategies. 

4.5.4 DŜƴŜǊŀƭƭȅ ǎǇŜŀƪƛƴƎΣ ǘŀƭŜƴǘ ǊŜǘŜƴǘƛƻƴ ǎǘǊŀǘŜƎƛŜǎ ǘŜƴŘ ǘƻ ŦƻŎǳǎ ƻƴ ǘǊȅƛƴƎ ǘƻ ΨƭƻŎƪΩ ǘƘŜ ƛƴŘƛƎŜƴƻǳǎ ǇƻǇǳƭŀtion 
into a city by utilising a range of proactive labour market interventions to strengthen pathways from 
education into employment and self-employment in a city.  

http://www.madeinsheffield.org/
http://www.stemcityphl.org/
http://www.techcityuk.com/
http://mtlunescodesign.com/en/
http://esof2014.org/
http://www.eusea.info/
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4.5.5 In the grand scheme of things, investment in human capital is vital in ensuring cities have access to the 
talent they need to function effectively and efficiently. In order for any city to stimulate growth, improve 
their productivity and enhance their overall prosperity, cities need to fully harness the skills available in 
the labour market and direct their people at delivering growth in those areas of the economy that offer 
the greatest return. 

4.5.6 Indeed, given the dynamic, heterogeneous nature of the labour market and the economy, the range of 
external influences young people have and the growing expectations that many Generation-Y people have 
ǘƘŀǘ ǘƘŜ ǿƻǊƭŘ ΨƻǿŜǎ ǘƘŜƳ ŀ ƭƛǾƛƴƎΩΣ ƛǘΩǎ ŎƭŜŀǊ ǘƘŀǘ ǇǊƻŀŎǘƛǾŜ ƛƴǘŜǊǾŜƴǘion is needed to ensure cities deliver 
well functioning labour markets.    

Understanding missed retention opportunities 

4.5.7 Solving out-migration issues potentially has a much wider impact on the economy than merely impacting 
on the effective performance of businesses. It can also impact on the retention of young people in 
localities and therefore help support the creation of vibrant cities and sustainable communities. Given the 
financial pressures on the public sector, public intervention to address these issues is becoming 
increasingly challenging. In response to these issues, funding of the skills market in many areas across 
Europe is becoming increasingly demand orientated. However, there are a number of structural issues 
that can make it somewhat difficult to align the aspirations of young people with the needs of business. 
These are issues that need to be addressed in coming up with a new model; 

¶ Weaknesses in Labour Market Information: Labour market information is imperfect. It often presents 
ŀ ǊŜŀǊ ǾƛŜǿ ǇƛŎǘǳǊŜ ŀƴŘκƻǊ ŀ ΨǇƻƭƛŎȅ ƻŦŦΩ ƳƻŘŜƭ ƻŦ ǘƘŜ ŦǳǘǳǊŜΦ CƻǊŜŎŀǎǘƛƴƎ ǊŜǇƭŀŎŜƳŜƴǘ ŀƴd expansion 
demand is difficult; 

¶ Weaknesses in Employer Knowledge &Understanding; 9ƳǇƭƻȅŜǊǎ ŘƻƴΩǘ ƻŦǘŜƴ ƘŀǾŜ a good 
ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ƎŀǇǎΣ ǎƪƛƭƭǎ ŀƴŘ ǾŀŎŀƴŎƛŜǎΦ aŀƴȅ ŘƻƴΩǘ ŜǾŀƭǳŀǘŜ ǘƘŜ whL ƻŦ ǘǊŀƛƴƛƴƎ ŀƴŘ ŘƻƴΩǘ ƪƴƻǿ 
where basic, core and key skills impact on their productivity; 

¶ Time Lags in Delivery: There are time lags in demand and being able to create supply sufficiently fast 
enough. Accrediting qualifications can take up to 3 years. Predicting the future and responding in real 
time is commercially challenging; 

¶ Inspiration Issues: Media exposure to certain careers influences young people; they are influenced by 
career stereo-ǘȅǇŜǎΤ ǘƘŜȅ ƘŀǾŜ ŀ ƭŀŎƪ ƻŦ ΨǘŜŎƘƴƛŎŀƭ ǊƻƭŜΩ ƳƻŘŜƭǎΤ ǘƘŜȅ ƘŀǾŜ ŀ ǇŜǊŎŜǇǘƛƻƴ ƻŦ ǘƘŜ ǿƻǊƭŘ ƻŦ 
work that is more fluid than many technical industries; Jobs gentrification is increasing etc. 

¶ Funding Model Issues: There is a lack of business commitment to invest; heavy government 
investment in skills creates can lead to a misalignment in the skills system (heavily supply led); a lack 
of capital investment by government in the education sector can make it difficult for skills providers to 
maintain pace with industry (some might argue the level of investment is impossible to maintain pace 
with industry);the unit costs generally paid by government (alone) makes it difficult to deliver 
ǉǳŀƭƛŦƛŎŀǘƛƻƴǎΤ wŜŎǊǳƛǘƛƴƎ ƘƛƎƘƭȅ ǎƪƛƭƭŜŘ ŀƴŘ ΨƭŜŀŘƛƴƎ ŜŘƎŜΩ ǘǊŀƛƴŜrs can also be a challenge;  

¶ Demand Side Issues: small businesses lack capacity; they often consider skills is something which is 
not their issue to solve;  

¶ Interface issues: Providing young people with up to date information on careers can be a challenge; in 
overly academic education systems, the pressure to achieve qualifications can impact on young 
ǇŜƻǇƭŜΩǎ ŜȄǇƻǎǳǊŜ ǘƻ ǘƘŜ ǿƻǊƭŘ ƻŦ ǿƻǊƪΤ ŜƴǎǳǊƛƴƎ ŜŘǳŎŀǘƛƻƴŀƭƛǎǘǎ ƘŀǾŜ ŀƴ ŀŎŎǳǊŀǘŜΣ ǳǇ-to-date 
understanding of the needs of industry can be a challenge.  

4.5.8 In order to deal with these issues, cities need to think of the skills system as an eco-system, and design 
effective interventions to address each of the above challenges. In response to these issues, many 
member states are trying to push more of the cost of training young people onto young people themselves 
and/or businesses (through a greater reliance on an Apprenticeship Model). However, these inherent 
market failures can make co-creation a challenge. 

4.5.9 That said, many cities are generally intervening in three or four key areas to improve the effective function 
of their labour markets, namely; 

¶ Improving the alignment between the needs of employers & the career aspirations of young people; 
¶ Improving the enterprise and work readiness skills of young people; 
¶ Stimulating higher levels of interest in design and technology skills; 
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¶ Improving entrepreneurship pathways for young people; 

4.5.10 [ŜǘΩǎ go on to look at each one of these in turn. 

Interventions to improve the alignment of supply and demand in the labour market 

4.5.11 As far as employing Generation-Y people is concerned, many employers across Europe continue to report 
ǘƘŜȅ ŀǊŜ ŘƛǎǎŀǘƛǎŦƛŜŘ ǿƛǘƘ ǘƘŜ ƳŀƧƻǊƛǘȅ ƻŦ Ƨƻō ŀǇǇƭƛŎŀƴǘǎΩ ǎƪƛƭƭǎΦ !ŎŎƻǊŘƛƴƎ ǘƻ ƻƴŜ aŎYƛƴǎŜȅ ǎǘǳŘȅ27 27% 
reported that they have left a vacancy open in the past year because they could not find anyone with the 
right skills. 33% said the lack of skills is causing major business problems, in the form of cost, quality, or 
time. Employers from countries where youth unemployment is highest reported the greatest problems. 
According to this same study, 74% of education providers were confident that their graduates were 
prepared for work, but only 38% of young people and 35% of employers agreed. 

4.5.12 Some of the reasons often cited for the current high levels of youth unemployment are the poor mismatch 
between the career aspirations of young people and the skills needs of employers; the poor work 
readiness skills of young people; and the fact that many employers, education providers, and young 
people simply fail to understand each another. Many students lack access to good quality information and 
guidance about what potential careers exist for them and many more do not pursue work experience, in 
spite of this being a good predictor of how quickly a young person will find a job after their studies are 
completed.  

4.5.13 To refine their understanding of the issue, McKinsey divided young people and employers into segments 
to examine different interventions needed to achieve better education-to-employment outcomes. 
Specifically, they looked at how much support young people received on their path from education to 
employment, and the extent of their desire to develop skills that would make them more employable. 
From this work, they concluded that those that achieved a good employment outcome (the so-ŎŀƭƭŜŘ ΨƘƛƎƘ 
ŀŎƘƛŜǾŜǊǎΩύ ǊŜǇǊŜǎŜƴǘŜŘ ƻƴƭȅ мл҈ ƻŦ ǘƘŜ ȅƻǳǘƘ ǎǳǊǾŜȅŜŘΦ  

4.5.14 They also identified that this group succeeded because the young people in it receive a strong education 
and good information; they also 
focus on finding opportunities to 
build job skills. Another two 
segments, representing 11 
percent of youths surveyed (what 
they cŀƭƭŜŘ ΨŎƻŀǎǘŜǊǎΩ ŀƴŘ 
ΨƳŜŀƴŘŜǊŜǊǎΩύ ǊŜŎŜƛǾŜ ǎǘǊƻƴƎ 
support but are less motivated 
and end up only moderately 
satisfied with their job outcomes.  

4.5.15 The remaining four segments 
(79%) are frustrated by a lack of 
support and unhappy at their 
prospects. They exhibit different 
responses to these 
circumstances, from fighting for 
every opportunity they can get 
(but rarely succeeding) to losing 
heart and leaving education at the 
first opportunity. 

4.5.16 This research offers a salutary 
lesson to any urban planner 
potentially further reinforcing the 
point that it would potentially be 
highly risky for a city to adopt a 

                                                           
27McKinsey & Co (2014), Education to emplƻȅƳŜƴǘΥ DŜǘǘƛƴƎ 9ǳǊƻǇŜΩǎ ȅƻǳǘƘ ƛƴǘƻ ǿƻǊƪ 

 

Fig 11: Youth segmentation based on practices, beliefs and educational achievement 

http://www.mckinsey.com/insights/social_sector/converting_education_to_employment_in_europe
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sole focus on trying to stimulate more Generation-Y entrepreneurs.  

4.5.17 The reasons for adopting a more differentiated approach are numerous, but include the fact that adopting 
such an approach is more likely to produce a better functioning labour market and also result in a happier, 
better balanced population. 

4.5.18 This last point is particularly important when one considers how young people are responding to the 
current demands that society places on them. According to the World Health Organisation (WHO) report 
ƻƴ ǘƘŜ ΨIŜŀƭǘƘ ƻŦ ¸ƻǳƴƎ tŜƻǇƭŜ ƛƴ 9ǳǊƻǇŜΩΣ ƳŜƴǘŀƭ ŘƛǎƻǊŘŜǊǎ ƛƴ ȅƻǳƴƎ ǇŜƻǇƭŜ ŀǊŜ ƻƴ ǘƘŜ ǊƛǎŜ ǿƛǘƘ ŀƴ 
estimated 10- 20% of young Europeans suffering from mental or behavioural disorders. On average, one 
out of five children and adolescents suffers from developmental, emotional or behavioural problems and 
approximately one-eighth has a clinically diagnosed mental disorder.  

Interventions to encourage entrepreneurship amongst the Y-Generation 

4.5.19 Lƴ ŀŘŘƛǘƛƻƴ ǘƻ ƛƳǇǊƻǾƛƴƎ ǘƘŜ ŀƭƛƎƴƳŜƴǘ ōŜǘǿŜŜƴ ǘƘŜ ǎƪƛƭƭǎ ǘƘŀǘ ŜƳǇƭƻȅŜǊΩǎ ƴŜŜŘ ŀƴŘ ǘƘŜ ŎŀǊŜŜǊ ŀǎǇƛǊŀǘƛƻƴǎ 
of young people, some cities have also sought to retain their more venturesome individuals by promoting 
a range of youth entrepreneurship programmes during the latter stages of particular educational 
pathways. 

4.5.20 According to the Global Entrepreneurship Monitor (GEM)28 and a Cornell University study into Youth 
Entrepreneurship in Europe29 whilst 48 % of young people in Europe indicated that self-employment 
ǿƻǳƭŘ ŜƛǘƘŜǊ ōŜ ΨǾŜǊȅ ŦŜŀǎƛōƭŜΩ ƻǊ ΨǉǳƛǘŜ ŦŜŀǎƛōƭŜΩ ǿƛǘƘƛƴ ǘƘŜ ƴŜȄǘ ŦƛǾŜ ȅŜŀǊǎΣ ƻƴƭȅ сΦр҈ ƻŦ ǇŜƻǇƭŜ όнΦст 

million) between 15 and 29 were self- employed. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                           
28http://www.gemconsortium.org/ 
29Youth Entrepreneurship in Europe: Values, Attitudes, Policies (2015) Cornell University 

Retaining GEN-Y talent by improving the alignment between the skills system & the labour market 

A range of policy interventions across Europe are having a positive impact on improving the alignment between 
the career aspirations of young people and the needs of employers. Many of these operate at different levels of 
the education system (i.e. primary, secondary, tertiary etc) and some even outside the formal education system.  
For example, as far as improving the provision of information, advice and guidance and business-education links 
is concerned; 

¶ In the United Kingdom, the government has established the Careers and Enterprise Company (CEC - 
https://www.careersandenterprise.co.uk/) to ŦǳƴŘ ŀ ǊŀƴƎŜ ƻŦ ΨƭƻŎŀƭΩ ǇǊƻƧŜŎǘǎ ǘƻ inspire young people and help 
them to prepare for and take control of their futures during their secondary education. The projects the CEC 
supports are generally run by Local Enterprise Partnerships and try to help young people make the link 
between their education and their futures and build the attitudes and attributes young people will need 
ǘƘǊƻǳƎƘƻǳǘ ǘƘŜƛǊ ŎŀǊŜŜǊǎΦ /9/ Ƙŀǎ ŀƭǎƻ ŎǊŜŀǘŜŘ ŀ ƴŀǘƛƻƴŀƭ ƴŜǘǿƻǊƪ ƻŦ ƭƻŎŀƭ 9ƴǘŜǊǇǊƛǎŜ !ŘǾƛǎŜǊΩǎ ǘƻ ŎǊŜŀǘŜ  
lasting connections between local businesses and the schools and colleges in a particular area. These 
volunteers, drawn from business and other employers, large and small, help to develop effective employer 
engagement plans. Clusters of schools and colleges and Enterprise Advisers are supported by a full time 
Enterprise Coordinator who brings together the schools and employers in the cluster effectively.  

¶ In Belgium, a network of education and business representatives (Studienkreis Schule & Wirtschaft) focuses 
on cooperation and the transition between school and work. It runs several projects and activities to 
facilitate meetings between students and businesses and fosters the development of an entrepreneurial 
spirit.  It also organises one-day extracurricular activities, (Technikids for 5th and 6th year of primary school 
and Dream Day for 5th, 6th or 7th year of upper secondary school) allow students to become familiar with the 
work of different professions. 

¶ In Cyprus, students in the 2nd year of lower secondary education can gain experience in a profession of their 
choice over one week. Two or three times a year, the Enterprise Day programme also gives students the 
opportunity to become familiar with the workplace and the daily activities of a person in business. 

http://www.gemconsortium.org/
http://digitalcommons.ilr.cornell.edu/cgi/viewcontent.cgi?article=1450&context=intl
https://www.careersandenterprise.co.uk/
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¶ In the Tampere city region, the Unipoli Tampere Mentoring Programme is tailored to international degree 
students at the three main universities in the region. The overall purpose of the programme is to offer 
international students better access to working life by bringing employers and students together. The 
programme was first piloted in 2010-2011 through European Union funding, but is now run as a permanent 
service of the Unipoli Tampere network, comprising the three main universities in the region. It is conducted 
every year from September to April and the working language is English. The programme has gained 
nationwide popularity and has been used as a benchmark by other universities around Finland. 

¶ In Oulu, in Finland, the university uses culture coaching to retain international graduates in a city 
(http://www.oulu.fi/english/cooperation/employer-liaison/culture-coaching) by matching international 
students to SMEs who wish to get help with their exporting and internationalising activities, with the student 
providing cost effective coaching support. International students use ǘƘŜƛǊ ƪƴƻǿƭŜŘƎŜ ƻŦ ǘƘŜƛǊ ƘƻƳŜ ŎƻǳƴǘǊȅΩǎ 
business culture, regulations and language, and their overseas networks, to support businesses to enter new 
markets.  

¶ In Riga, the Riga International School of Economics and Business Administration in Latvia (www.riseba.lv) 
offers project management internships to students to try and retain them in the city. This internship in project 
management gives an opportunity for students to apply their knowledge of project management in practice, 
by preparing a real project application in one of national or European project programmes.  

¶ Sparnai (http://www.verslilietuva.lt/lt/sparnai/) is a Lithuanian programme for aspiring young export 
managers that seeks to match new graduates with small and medium enterprises in the region and to develop 
future export leadersΦ ¢Ƙƛǎ ŜȄǇƻǊǘ ƭŜŀŘŜǊ ǇǊƻƎǊŀƳƳŜ ƛǎ ŀ ǇŀǊǘ ƻŦ άhǇǇƻǊǘǳƴƛǘƛŜǎ ŦƻǊ ōǳǎƛƴŜǎǎ ǘƻ ŘŜǾŜƭƻǇ ŀƴŘ 
ŜȄǇŀƴŘέ ǇǊƻƧŜŎǘ ŦƛƴŀƴŎŜŘ ōȅ ǘƘŜ 9¦{LC ά9ŎƻƴƻƳƛŎ ƎǊƻǿǘƘέ ǎŎƘŜƳŜΦ 

As far as Social Innovation is concerned; 

¶ City Studio (http://citystudiovancouver.com/) is a project of the Campus-City Collaborative, conceptualized 
to directly involve undergraduate students in the process of solving social challenges linked tƻ ±ŀƴŎƻǳǾŜǊΩǎ 
ǇǳǊǎǳƛǘ ƻŦ ƛǘǎ άDǊŜŜƴŜǎǘ /ƛǘȅέ ƎƻŀƭǎΦ ¢Ƙƛǎ ƛƴƴƻǾŀǘƛǾŜ ǎǘǳŘƛƻ ǇǊƻƎǊŀƳ ŜƴǊƻƭǎ ǳǇ ǘƻ нл ǎǘǳŘŜƴǘǎ ŦǊƻƳ ǎƛȄ ŘƛŦŦŜǊŜƴǘ 
post-secondary institutions each semester in a program that emphasizes design thinking, dialogue and 
leadership development.  

As far as the governance of the education system is concerned; 

¶ In Germany, social partners are closely involved in the development and updating of training plans for each 
qualification that can be obtained through apprenticeships and/or vocational training. Such training plans, 
formally issued by the Ministry of Economic Affairs and Technology, regulate the duration of the 
apprenticeship, describe the profile of the profession and set out final exam requirements. The chambers of 
commerce are responsible for providing advisory services to participating companies and supervising 
company-based training. They also register apprenticeship contracts; assess the suitability of training firms 
and monitor their training; assess the aptitude of VET trainers; provide advice to training firms and 
apprentices; and organize and carry out final exams.  

¶ Lƴ tƻƭŀƴŘΣ ǘƻ ƳŜŜǘ ǘƘŜ .ǳǎƛƴŜǎǎ tǊƻŎŜǎǎƛƴƎ ό.thύ LƴŘǳǎǘǊȅΩǎ ƴŜŜŘ ŦƻǊ ǎƪƛƭƭŜŘ ƭŀōƻǳǊ ƛƴ ǘƘŜ tƻƭƛǎƘ ǊŜƎƛƻƴ ƻŦ 
Pomerania, the Invest in Pomerania agency, higher education institutions, the regional employment agency 
and several of the main .th ŦƛǊƳǎ ƭŀǳƴŎƘŜŘ ŀ ΨBPO CollegeΩΣ ǿƘƛŎƘ ŘŜƭƛǾŜǊǎ ŀ ǎƛȄ-month training course 
targeting unemployed university graduates, tailored to meet the needs of the rapidly expanding BPO industry. 

As far as funding education and training is concerned; 

¶ In Germany, responsibility for funding vocational schools lies with the Länder (states), while companies bear 
the costs of workplace training. In some sectors, companies pay a levy (or contribution towards a general 
fund) that covers the apprenticeship costs of the institutions, while in other sectors each company bears its 
own costs. 

¶ In the United Kingdom, the government is increasingly passing the responsibility for funding vocational 
education to employers (via the introduction of an apprenticeship levy for large companies and the expansion 
of Employer Opportunity Pilots, which provide match funding for employer led skills initiatives) and/or 
individuals (by expanding the introduction of personal loans for individuals looking to pursue their education 
beyond the age of 18) 

http://www.oulu.fi/english/cooperation/employer-liaison/culture-coaching
http://www.riseba.lv/
http://www.verslilietuva.lt/lt/sparnai/
http://citystudiovancouver.com/
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4.5.21 Taken together with the evidence in the increasing riǎŜ ƻŦ ǘƘŜ ΨƳƛŎǊƻ-ƳǳƭǘƛƴŀǘƛƻƴŀƭΩ ŀƴŘ these figures 
suggest there is an increasing mismatch between the entrepreneurship aspirations of young people and 
the ability of many member states to help young people realise these dreams.  

4.5.22 As far as aspirations are concerned, Poland takes the lead with more than half its working-age population 
expressing good self-perceived entrepreneurial capabilities. However, in most Nordic countries, as well 
as in Italy and France, fewer adults display confidence in their entrepreneurial competences.  

4.5.23 Rates of actual youth self-employment differ between Member States, being highest in Italy and Greece 
(about 15% of those who work) and lowest in Germany and Denmark (3% or less).  

4.5.24 In addition, labour markets with high levels of young people not in employment, education or training 
(NEETs) ς like Italy, Greece, Romania and Spain - are also more likely to have high levels of young self-
employed. This Cornell University study also found that;  

¶ Young European entrepreneurs are more likely to run small-scale businesses and less likely to hire 
employees than older self-employed people.  

¶ One in three of them work on a part-time basis and sectors where they are most active are 
construction, wholesale and retail, the primary sector and other service activities.  

¶ Only one in three young self-employed in the EU is women. Therefore, the report suggests that 
attention should be paid to promoting entrepreneurship from a gender-equality perspective. 

¶ Young self-employed people have different values and personality traits to non-entrepreneurs. 
Showing innovation, strong creativity, a willingness to take risks, independence and autonomy are 
characteristic of an entrepreneurial personality. Yet, these young people value the experience and 
know-how of other, more senior entrepreneurs, who can provide advice and mentoring. 

4.5.25 In light of this evidence, there are a range of potential interventions that policy makers could chose to 
utilise to support young people into entrepreneurship and retain them in the locality, including; 

¶ School Entrepreneurship Programmes: including whole school projects; community 
entrepreneurship programmes; after school clubs etc. 

¶ Graduate Entrepreneurship Programmes: including whole university programmes, international 
student programmes etc; 

¶ Social Entrepreneurship Programmes; to encourage young people to  come up with solutions to 
community problems, often by working closely with the public sector;  

¶ Creative Entrepreneurship Programmes: particularly to support creative individuals to manage their 
pathways from education into employment; 

4.5.26 Whilst these categories of programme largely describe the life-stage or the type of enterprise that the 
individual is looking to establish, a similar number of categories have emerged around the type of support 
the entrepreneur might be looking for (incubation, access to finance, mentoring etc).    

4.5.27 In many countries, closer cooperation between stakeholders in education and business is one of the 
means used to promote and implement entrepreneurship education. Again, the particular mix adopted 
in any particular city will depend on the starting point of the city, the goals of city administrators etc.  

4.5.28 In response to these various issues, its vital for cities to develop positive strategies for equipping their 
young people with the design and technology skills industry needs to remain competitive and to explore 
how they can support these individuals progress into self employment 

Encouraging Digital Entrepreneurship 

4.5.29 The European Digital City Index (EDCi)30 describes how well different European cities support digital 
entrepreneurship. Produced as part of the European Digital Forum, its ultimate aim is to support digital 
entrepreneurship across Europe.  

4.5.30 According to NESTA, the index provides information about the strengths and weaknesses of local 
ecosystems Index for start-ups and scale-ups, allowing them to plan accordingly. For policy makers, the 
index provides a tool to benchmark cities and decide where they may need to devote more resources. 

4.5.31 It was produced as part of the European Digital Forum, which exists to support digital entrepreneurship 
and digital start-ups across Europe. The underpinning data set consists of 38 indicators grouped into 10 

                                                           
30European Digital City Index (2015), Nesta 

https://digitalcityindex.eu/about-edci
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Themes: covering Access to Capital, Entrepreneurial Culture, Mentoring & Managerial Assistance, Skills, 
Business Environment, Digital Infrastructure, Knowledge Spillovers, Market, Lifestyle, Non-digital 
Infrastructure. The themes are similar to the OECD's six categories of entrepreneurial determinants31, 
with some additions. 

4.5.32 The current ranking of Digital Cities in the EDCi places London 1st; Amsterdam 2nd; Stockholm 3rd; Helsinki 
4th; Copenhagen 5th; Paris 6th; Berlin 7th; Dublin 8th; Brussels 9th; and Munich 10th. None of the GEN-Y CITY 
partners appear in the top 35 cities.  

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                           
31OECD, Indicators of entrepreneurial determinants 

Retaining GEN-Y talent by embedding entrepreneurship into educational pathways 

As far as encouraging entrepreneurship in school is concerned;  

¶ In Latvia, in September-October 2011, the Investment and Development Agency of Latvia (LIAA) organised 
meetings of upper secondary students (taking Economics and Basics of business economics) and 
representatives of 20 successful and innovative enterprises working in sectors such as pharmacy and food 
production. Students and their teachers met with business managers and had the opportunity to discuss 
topics on innovative business solutions and support measures for new entrepreneurship initiatives (for 
ƛƴǎǘŀƴŎŜΣ ǘƘǊƻǳƎƘ ŀ ōǳǎƛƴŜǎǎ ΨƛƴŎǳōŀǘƻǊΩ ƻǊƎŀƴƛǎŀǘƛƻƴ ƛƴ ǘƘŜ regions). 

¶ In Romania, the Business Plan Competition, aimed at all registered training firms, was introduced in 2008/09 
as a joint initiative of the Ministry of Education, Research, Youth and Sports, the National Centre for the 
Development of Vocational and Technical Education, KulturKontakt Austria and other social partners. 

¶ In the Flemish Community of Belgium and within the framework of the European Regional Development Fund, 
the project Proleron aims to raise the standard of entrepreneurial education by training secondary school 
teachers in entrepreneurship and developing their entrepreneurial attitudes through adopting non-traditional 
approaches and teaching methods and by using non-traditional pedagogical tools. 

¶ In the UK, the National Enterprise Academy, offers programs at a number of UK colleges to "bring the 
boardroom into the classroom", making learning about business a more practical experience. During the 
courses students are taught about business by real business people.  

¶ In Malta, the Government launched the Entrepreneurship through Education Scheme in February 2011. Its 
aim is to provide support to all schools in primary and lower secondary education for the implementation of 
projects promoting entrepreneurship, including entrepreneurship teaching material, networking initiatives, 
provision of lectures and relevant teacher training, visits to local businesses and entrepreneurial activity 

¶ In Cyprus, the University of Cyprus in collaboration with the Ministry of Education and Culture conducts an 
annual entrepreneurship competition for students in the second and third year of upper secondary education. 
In additionΣ ŀ ƴŜǿ ǇǊƻƎǊŀƳƳŜ Ƙŀǎ ōŜŜƴ ƛƴǘǊƻŘǳŎŜŘ ƛƴ ǎƻƳŜ ǎŎƘƻƻƭǎΣ ŎŀƭƭŜŘ ΨǎƛƳǳƭŀǘƛƻƴ ǎŀƳǇƭŜ ŜƴǘŜǊǇǊƛǎŜǎΩΦ 
During a whole year, students divide into groups to work on a specific area of entrepreneurship, building their 
own understanding of what an enterprise is. 

¶ In Austria, the Entrepreneur's Skills Certificate is a course of four modules covering essential and practical 
questions on entrepreneurship. It can be delivered alongside the core curriculum in school settings from lower 
secondary education. Starting as a small initiative in 2004/05, 167 schools were offering the course in 2008/09 
and 21 100 students had already gained the certificate by August 2010 

¶ In the Netherlands, the Education and Entrepreneurship Action Programme 2007 and 2009 also included a 
training programme for teachers to ensure they act in an entrepreneurial manner themselves and to help 
them encourage entrepreneurial behaviour in their students. Forty teachers were trained who, in turn, acted 
as trainers to help train a thousand teachers in primary, secondary and middle vocational education. 

¶ In Latvia, the non-profit organisation Junior Achievement ς Young Enterprise Latvia plays an active role in 
organising seminars and workshops for students on establishing and running Student Learning Enterprises. 
Seminars for students and their teachers take place in various cities of Latvia. The main aim of the programme 
ƛǎ ǘƻ ŜƴƘŀƴŎŜ ǎǘǳŘŜƴǘǎΩ ŜƴǘǊŜǇǊŜƴŜǳǊǎƘƛǇ ǎƪƛƭƭǎ ŀƴŘ ǘƻ ŘŜǾŜƭƻǇ ǘƘŜƛǊ ŘŜŎƛǎƛƻƴ ƳŀƪƛƴƎ ǎƪƛƭƭǎΦ Lƴ ǘƘŜ ǎŎƘƻƻƭ ȅŜŀǊ 
2010/11 more than 560 Student Learning Enterprises were established. 

http://www.oecd.org/std/business-stats/indicatorsofentrepreneurialdeterminants.htm
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4.6 Attracting and embedding creative-tech talent in the city 
4.6.1 Assuming a particular city has been reasonably successful in regenerating its urban environment and 

arresting any potential brain drain away from the city, it may choose to invest time and money in trying 
to develop additional talent retention policies, by appealing to global talents by starting to encourage 
them to locate in their city.  

4.6.2 In reality, talent attraction is a far more complex issue than urban development and talent retention, as 
location decisions can also generally be linked to raft of additional issues, such as language, culture, salary 
levels, perception of place, affordability quality of life etc. 

4.6.3 In support of much of the work covered to date, which indicates the design and layout of the city, the 
quality of life on offer and its reputation are key factors that underpin a ŎƛǘȅΩǎ ability to attract top talent, 
ƛƴ Ψ¢ƻƻƭǎ ϧ {ǘǊŀǘŜƎƛŜǎ ŦƻǊ LƴƴƻǾŀǘƛǾŜ ¢ŀƭŜƴǘ !ǘǘǊŀŎǘƛƻƴ ŀƴŘ wŜǘŜƴǘƛƻƴΩ32, Tendensor identify ten attraction 
factors for cities and regions aiming to attract global talent; 

¶ A place with a strong reputation; 
¶ A critical mass of attractive employers and job offerings; 
¶ A liveable city with scenes for a talented lifestyle; 

                                                           
32 Tools and Strategies for Innovative Talent Attraction and Retention - a Handbook for Cities and Regions, Copyright: Tendensor, 2014 

¶ In Lithuania, Junior Achievement is one of the leaders in the promotion of entrepreneurship education and 
their programs are taught in 40 % of Lithuanian secondary schools. In Romania, their programmes are 
implemented in over1000 schools, due to a partnership with the Ministry of Education and the financial 
support provided by the business community. 

As far as Graduate Entrepreneurship is concerned; 

¶ In the Tampere city region, The Unipoli Tampere Entrepreneurship Programme is a newer pilot project 
introduced in 2013 that also targets international degree students. The program consists of three mentoring 
days between September and January. During the mentoring days the students get help understanding their 
personal readiness to become an entrepreneur. They will also get familiar with the process of setting up a 
company and what is needed to start operating and creating value in a business. Mentors will be local 
entrepreneurs whose role is more like a sparring partner and someone to share experiences with than a 
trainer or adviser.  

¶ In the Aalto University Small Business Centre in Finland (www.start-upcenter.fi) potential graduate 
entrepreneurs can take space in the Aalto-Up Centre, a successful and fast developing business accelerator 
and incubator which helps early stage graduate entrepreneurs accelerate their growth,  

As far as Social Entrepreneurship is concerned; 

¶ Many cities have designed Internship programmes, to enable young people to acquire work experience in 
social enterprises and provide them with meaningful employment in a locality. Whilst the pay in these 
situations is rarely competitive, these kind of experiences can help GEN-Y feel they are having a much wider 
impact on society ς something they are particularly motivated by 

¶ More innovative models can include a closer collaboration between public sector organisations and young 
people on Social Innovation projects, which provide young people with the ability to bring forward business 
ideas that solve particular social problems a city might have.  For example, The Young Foundation is working 
with communities across Northern Ireland to develop 24 innovative projects and ideas that enable young 
people to get involved in delivering the social change (www.amplifyni.org)  

As far as Creative Entrepreneurship is concerned; 

¶ {ƻƳŜ ŎƛǘƛŜǎ ƘŀǾŜ ŘŜǾŜƭƻǇƛƴƎ ƴŜǘǿƻǊƪǎ ƻŦ ŦǊŜŜƭŀƴŎŜǊǎΤ ǘƻ ƳŀƪŜ ƛǘ ŜŀǎƛŜǊ ŦƻǊ ŎǊŜŀǘƛǾŜΩǎ to find contracts and 
career opportunities.  

¶ Others are bringing cities, large firms and young people together in Hackathons, Meetups, Sandpits and 
²ƻǊƭŘ /ŀŦŞΩǎ ǘƻ ŎƻƳŜ ǳǇ ǿƛǘƘ ƴŜǿ ŘƛƎƛǘŀƭ ǎƻƭǳǘƛƻƴǎ ǘƻ ŘŜƭƛǾŜǊƛƴƎ ƻƭŘ ǎƻƭǳǘƛƻƴǎΣ ǿƛǘƘ ȅƻǳƴƎ ǇŜƻǇƭŜ ǇƻǘŜƴǘƛŀƭƭȅ 
being offered the opportunity to work on projects or ideas emerging from these activities.  

 

 

http://www.start-upcenter.fi/
http://www.amplifyni.org/
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¶ A range of suitable and affordable housing;  
¶ Transport Connectivity which provides easy access to the world; 
¶ A safe, healthy and clean local environment; 
¶ World class public services; 
¶ An open social climate; 
¶ A strong commitment to co-creating the future of the place; and 
¶ A personal connection with the individual; 

4.6.4 In addition to  these issues, Tendensor also suggest talent attraction can be simplified by; 

¶ Simple processes to help visitors to obtain work permits; 
¶ High-quality pre-arrival information on working and living in a country; and 
¶ A culture which welcomes foreigners; 

4.6.5 However, in many member states, these issues are largely controlled by the national governments, rather 
than city administrations, so many not be capable of being altered. 

4.6.6 That said, in Ψ¢ŀƭŜƴǘ ǊŜǘŜƴǘƛƻƴ ǇƻƭƛŎȅ ŀƴŘ ƛƴƛǘƛŀǘƛǾŜǎ ƛƴ ǘƘŜ .ŀƭǘƛŎ {Ŝŀ wŜƎƛƻƴΩ33Tendensor identify 11 
recommended activities and practices cities should use when trying to retain and attract talent; 
¶ Create sound pre-arrival expectations through honest marketing and expectations management; 
¶ Create one-stop-shop solutions for welcoming and soft landing of talent; 
¶ Involve talents and social entrepreneurs in expat servicesς going from triple helix to quadruple helix 

partnerships; 
¶ Help create professional and social networks for talents; 
¶ Use cluster networks and open innovation platforms to facilitate soft landing and integration. 
¶ Take steǇǎ ǘƻ ǳƴŘŜǊǎǘŀƴŘ ǘŀƭŜƴǘǎΩ ƴŜŜŘǎΤ 
¶ Take steps to understand and satisfy business needs; 
¶ Use internal branding and profiling to improve local pride; 
¶ 9ƳǇƭƻȅ ΨǎŜŀ ǘǳǊǘƭŜ ǊŜŎǊǳƛǘƳŜƴǘΩ ǘƻ ǊŜ-attract the Diaspora; 
¶ Professionalise the talent management role; and 
¶ Create awareness and mutual cultural intelligence between international talents and host 

communities. 

4.6.7 {ƛƳƛƭŀǊƭȅΣ ƛƴ Ψ¢ŀƭŜƴǘ aŀƎƴŜǘǎΥ /ƛǘƛŜǎ ŀƴŘ ¦ƴƛǾŜǊǎƛǘƛŜǎ .ǳƛƭŘƛƴƎ ǘƘŜ ²ƻǊƪŦƻǊŎŜ ŦƻǊ ŀ YƴƻǿƭŜŘƎŜ 9ŎƻƴƻƳȅΩ34, 
the World Class Cities Partnership suggest that άǎǳŎŎŜǎǎŦǳƭ ŎƛǘƛŜǎ ǳǘƛƭƛȊŜ ǊŜƭŀǘƛƻƴǎƘƛǇǎ ŦƻǊ ǘŀƭŜƴǘ ŀǘǘǊŀŎǘƛƻƴ 
and retention. Whether connecting with the Diaspora, creating job opportunities for college students 
ǘƘǊƻǳƎƘ ƛƴǘŜǊƴǎƘƛǇǎΣ ƻǊ ōǳƛƭŘƛƴƎ Ǌƻƻǘǎ ǘƻ ǘƘŜ Ŏƛǘȅ ǘƘǊƻǳƎƘ ƘƻǳǎƛƴƎ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ΧΦ Cities benefit from 
building strong relationships between knowledge-economy workers and their city surroundings. Cities with 
ǎǘǊŀǘŜƎƛŜǎ ǘƘŀǘ ǊŜŎƻƎƴƛȊŜ ǘŀƭŜƴǘ ŀǎ ŀ ΨŦƭƻǿΩ ς both inward and outward ς appear to stay ahead of the game 
despite the effects of economic conditions, as they are able to establish connectedness with current 
resiŘŜƴǘǎ ŀƴŘ ǘǳǊƴ ŜƳƛƎǊŀƴǘǎ ƛƴǘƻ ŀƳōŀǎǎŀŘƻǊǎέ. 

4.6.8 They identify five key elements of successful talent attraction and retention strategies, namely; 

¶ Early Student Integration upon graduation; 
¶ Strong university/city partnerships (or quadruple helix partnerships); 
¶ Strong brand promotion; 
¶ Embracing Immigration; and 
¶ Striving for a high quality of life and cost of living; 

The need for collaborative working at the heart of the talent attraction process 

4.6.9 Numerous authors have identified how important collaborative working is to promoting talent attraction. 
As far as operational delivery is concerned, Tendensor identify seven potential delivery models for 
structuring Talent Attraction Management (TAM) which they characterise as ranging from a public sector-
driven model; through to the single forerunner approach, suggesting there is a natural path from the 

                                                           
33 Talent retention policy and initiatives in the Baltic Sea Region: a situation analysis, Marcus Andersson and Adrian Solitander, Tendensor, 2014 
34 Ψ¢ŀƭŜƴǘ aŀƎƴŜǘǎΥ /ƛǘƛŜǎ ŀƴŘ ¦ƴƛǾŜǊǎƛǘƛŜǎ .ǳƛƭŘƛƴƎ ǘƘŜ ²ƻǊƪŦƻǊŎŜ ŦƻǊ ŀ YƴƻǿƭŜŘƎŜ 9ŎƻƴƻƳȅ Υ.Ŝǎǘ tǊŀŎǘƛŎŜǎ ŦƻǊ ¢ŀƭŜƴǘ !ǘǘǊŀŎǘƛƻƴ ϧ wŜǘŜƴǘƛƻƴΩΣ ǘƘŜ ²ƻǊƭŘ 
Class Cities Partnership, 2013 
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former (which they describe as being the least mature) to the single forerunner approach (which they 
describe as the more sophisticated). 

4.6.10 Whilst the subtle differences between some of the models is a little difficult to differentiate between, 
what is clear is that many of the models are built on Quadruple helix governance models that seek to pull 
a range of partners together to develop a joint strategy for talent attraction in a particular area.  

4.6.11 Tendensor also suggest that the team who co-ordinates the place branding strategy should possess a wide 
range of competencies and skills, including: 

¶ A deep understanding of how private businesses are operated and what conditions are needed for 
prosperity and growth; 

¶ Understanding of inter-sectoral relations and an ability to build trust and common agreements; 
¶ Insight in decision-making patterns, behaviour and values of talents and other target groups; 
¶ Excellent marketing and communications skills; 
¶ Sharing of common values, such as openness and social responsibility; and 
¶ Consistency over time and an ability to demonstrate good results. 

4.6.12 This material further supports the idea that place based marketing specialists need to be catalysts of 
collaborative communication campaigns, rather thaƴ ǘǊŀŘƛǘƛƻƴŀƭ ΨŎƻǊǇƻǊŀǘŜΩ marketing experts. 

4.6.13 Indeed, Tendensor also go on to suggest a number of types of business that they believe are particularly 
useful to involve (and likely to be favourably disposed towards collaborating) on talent attraction 
campaigns. These  include; 

¶ [ŀǊƎŜΣ ΨƎƻǊƛƭƭŀΩ companies that have a large number of employees 
¶ Companies searching for experts and highly niche skills; 
¶ Fast growing companies; 
¶ Providers of transportation services (including bus, train, harbour or airport operators);and 
¶ Providers of business (including real estate companies, local banks, and auditing/consulting firms);  

Talent Segmentation 

4.6.14 In common with most marketing programmes these days, itΩs important to be clear about who the city is 
targeting when its seeking to attract talent to the area. Clearly, there is no point attracting people to come 
to a particular city if there are no opportunities for those people.  Doing so could merely create too much 
negative press coverage.   

4.6.15 In reality the target markets are likely to be based on the particular goals of the city and break down into 
a few key segments; 

¶ Overseas Visitors: Tourism and leisure visitors, as traditionally targeted by traditional Destination 
Management Organisations;    

¶ Business Visitors: as traditionally targeted through Foreign Direct Investment Agencies; 
¶ Potential Workers: as traditionally targeted by the firms described earlier; 
¶ International Students: likely particularly to be sought after by University partners; and 
¶ Expat returners: encouraging those that have left their homeland to return home; 

4.6.16 In many cities, the overseas visitor segment is the one that traditionally receives the greatest attention. 
That said, business visitors, workers, 
students and expat returners are 
generally more  embedded than tourism 
visitors. In reality, many cities target 
these types of visitors through 
campaigns they run at main 
transportation hubs. If a location has an 
ambition to target international talent 
airports and train stations are ideal 
places to reach them. 

4.6.17 LŦ ƛǘǎ ǊŜǘǳǊƴƛƴƎ ŜȄǇŀǘΩǎ ǘƘŀǘ ŀ Ŏƛǘȅ ƛǎ 
looking to target then special holiday 
periods (such as Christmas) are a 

 

Fig 12: Campaign used by Dublin to target returning talents 
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particularly useful time to target potential returners. Dublin, for example, ran a high profile campaign at 
the back end of 2015 targeting people returning home for the Christmas vacation. 

4.6.18 As far as Foreign Direct investment is concerned, whilst the traditional model has largely been about trying 
to target mobile business investment, the market is increasingly shifting to focus on individual 
entrepreneurs ŀƴŘ ΨƳƛŎǊƻ-ƳǳƭǘƛƴŀǘƛƻƴŀƭǎΩΦ 

4.6.19 Also, recognising that these segments are not wholly mutually exclusive (in that many students also need 
to take up part-time work whilst studying; students can also be entrepreneurs etc.) and the definition 
between some of these segments amongst the Y-Generation are blurring, there is an argument to suggest 
that a ŎƛǘȅΩǎ ability to offer the visitor a portfolio of opportunities (work, self-employment, study, cultural 
experience etc.) is an important aspect going forward.  

4.6.20 This issue further reinforces the principle of greater collaboration across a range of partners and the idea 
that talent attraction works best when cities can define clear segments of the market that they are trying 
to target (for example, if Universities, Large Employers and business clusters are all targeting the same 
type of worker ς like software developers or laboratory technicians/bioscience specialists) this helps with 
common messaging. 

4.6.21 In this way, talent attraction principles and messages should potentially be seen as building from the 
Smart Specialisation Plan of a particular locality ς attracting the employees, students and entrepreneurs 
to a city that can add value to the future research and innovation potential of place.  

Defining the cities Unique Selling Proposition (USP) 

4.6.22 Having understood who the city is trying to attract ς or perhaps more importantly ς what talent deficits 
ǘƘŜ Ŏƛǘȅ ƛǎ ƭƻƻƪƛƴƎ ǘƻ ǇƭǳƎΣ ƛǘΩǎ ƛƳǇƻǊǘŀƴǘ ŦƻǊ ŀƴȅ Ŏƛǘȅ ǘƻ ŘŜŦƛƴŜ what unique selling proposition (USP) the 
city has that can be used to create and build a point of difference for the city. If any analysis indicates that 
the city has a potentially weak offer for certain segments, then it may be that the city needs to invest 
further in its product, or programme, to create more hard and soft infrastructure.  

4.6.23 Whatever USP is developed, these need to be based on the selected target segments and the brand 
positioning of the city. Recognising it is no longer enough to speak in general terms ŀōƻǳǘ ŀ ŎƛǘȅΩǎ ǎǇŜŎƛŦƛŎ 
sector strengths (e.g. life science, design, ICT or new materials) - because the competition to be truly 
globally significant in these sectors is fierce) further differentiation may be needed to identify niche, or a 
super-niche, segments within these industries.  

4.6.24 {ǳǇŜǊŦƛŎƛŀƭ ǎƭƻƎŀƴǎ ǿƘƛŎƘ ŘƻƴΩǘ ƘŀǾŜ ŀ ŎƭŜar relevance to the actual reality of what a particular place has 
to offer can be counterproductive. These can be widely and easily undermined by third parties and create 
negative consumers whose experience doesnΩǘ ƳŀǘŎƘ ǘƘŜƛǊ ŜȄǇŜŎǘŀǘƛƻƴǎΦ  

4.6.25 Different features of the place should be packaged into themed attraction propositions. These need to 
include combinations ƻŦ ǘŀƴƎƛōƭŜ ΨǇƻƛƴǘǎ ƻŦ ŘƛŦŦŜǊŜƴŎŜΩ and ΨǎƻŦterΩ factors to inspire. Cities can no longer 
define or differentiate themselves on the old paradigms of the software city, or the life-science city, as 
these are too generic. Qualitative factors, such as values, identity, personalities, culture or habits need to 
be used to good effect to differentiate. 

¢ƘŜ ōƭǳǊǊƛƴƎ ƻŦ ΨǘǊŀŘƛǘƛƻƴŀƭΩ ƭƛƴŜǎ ōŜǘǿŜŜƴ ƛƴŘƛǾƛŘǳŀƭ and business facing services 

4.6.26 In addition, recognising how important positive word of mouth is in generating favourable marketing for 
a city amongst an increasingly globally networked Y-DŜƴŜǊŀǘƛƻƴΣ ƛǘΩǎ ŀƭǎƻ Ǿƛǘŀƭ ŦƻǊ ŎƛǘƛŜǎ ǘƻ ǳƴŘŜǊǎǘŀƴŘ ǿƘŀǘ 
ΨǘƻǳŎƘ-ǇƻƛƴǘǎΩ ŀƴ ƛƴŘƛǾƛŘǳŀƭ Ƙŀǎ ƛƴ ŀ Ŏƛǘȅ, and how their contact with a range of agencies and environments 
can influence their opinion of a city.   

4.6.27 Recognising that the rise of ΨƳƛŎǊƻ-ƳǳƭǘƛƴŀǘƛƻƴŀƭǎΩ means ΨƻƭŘ ǇŀǊŀŘƛƎƳǎΩ ōŜǘǿŜŜƴ ŀ ǊŀƴƎŜ ƻŦ different 
departments and services ƛƴ ǘƘŜ Ŏƛǘȅ ŘƻƴΩǘ ǊŜŀƭƭȅ ƘŀǾŜ ŀ ǇƭŀŎŜ ƎƻƛƴƎ ŦƻǊǿŀǊŘ Σ ƛǘΩs important for the city to 
consider how best to integrate traditional consumer focussed services (like enterprise and 
entrepreneurship skills; destination management; and professional and social soft landing networks) and 
business focussed services (like business support; Inward Investment; and soft landing services). 

4.6.28 Moving forward, in response to these issues, many municipalities are rethinking the way these services 
ŀǊŜ ƻǊƎŀƴƛǎŜŘ ŀƴŘ ŜƴŘŜŀǾƻǳǊƛƴƎ ǘƻ ŜƴǎǳǊŜ ǘƘŜ ΨŎǳǎǘƻƳŜǊ ƧƻǳǊƴŜȅΩ ǿƛǘƘƛƴ ǘƘŜ Ŏƛǘȅ ƛǎ ƳƻǊŜ ƧƻƛƴŜŘ ǳǇ ŀƴŘ 
effective.  In seeking to review the potential needs of customers and how they interact with a city, 
planners should explore the key messages customers get and also ensure different agencies are aware of 
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the services that others provide. The diagram overleaf illustrates how these various services need to be 
far more integrated in the current market environment.   

The Visitor Destination Offer as part of the Talent Attraction Offer 

4.6.29 In thinking about talent atǘǊŀŎǘƛƻƴ ƛƴ ǘƘƛǎ ǿŀȅΣ ƛǘΩǎ ŎƭŜŀǊ ǘƘŀǘ ǘƘŜ ŘƛǎŎƛǇƭƛƴŜ Ƙŀǎ ōƻǊǊƻǿŜŘ ƎǊŜŀǘƭȅ ŦǊƻƳ ǘƘŜ 
principles of visitor destination marketing. Indeed, there is an argument for suggesting that visitor 
destination marketing forms an essential component of the talent attraction toolkit, as it supports a city 
to reinforce its brand values and draw in visitors to experience all that it has to offer.   

4.6.30 Indeed, many cities seek to develop their leisure and tourism offer as an essential component of their 
talent attraction programme, and this is why for many cities itΩs important to have a strong focus on 
building and developing the independent retail and creative and cultural sectors as part of the overall 
strategy of place development.  Cities that have a strong international leisure and tourism offer and that 
offer a wide variety of cultural amenities and events are more likely to attract talents. More and more of 
the Y-Generation are building their lifestyles around creative and cultural experiences, although some 
may not recognise this is what is drawing them to a city, favouring instead to simply describe the draw of 
ΨǘƘŜ ōǳȊȊ ƻŦ ǘƘŜ ŎƛǘȅΩΦ 

4.6.31 In addition, the creative and cultural industries can help promote tolerance and a wider openness in 
society ς both of which are attributes many of the Y-Generation look for in a city of choice.   

4.6.32 Encouraging a themed programme of creative and cultural events ς comprising a mix of internationally 
renowned festivals and home grown events ς will have a direct economic impact, help a city strengthen 
its reputation and international brand image and mobilise citizens to beŎƻƳŜ ƳƻǊŜ ŜƴƎŀƎŜŘ ƛƴ ǘƘŜƛǊ ŎƛǘȅΩs 
development (which is also likely to have a positive impact on talent retention).  

Targeting International employee talent 

4.6.33 Providing the product, the USP and the segments are sufficiently developed, the next challenge is how to 
target international talent. As noted, consistent messaging from a variety of different sources and 
constant repetition creates clear brand identity for a city and helps the distinctiveness of a brand to 
become fixed in the sub-conscious. Because of this, some cities have built brand guidance and toolkits for 
a range of partners to use when promoting the city. For example, to support Danish employers in 
attracting international talents, Copenhagen Capacity and their partners launched 
www.talentattractiondenmark.dk, through which recruiting companies can access videos, texts, 
brochures, case studies and photos which try and communicate a co0nsistent message about life in 
Denmark. 

4.6.34 Much of the talent-oriented marketing activities currently in use by cities worldwide tends to try and 
leverage the value of networks to secure face-to-face contact between individuals, businesses, providers 
and or suppliers of particular services, build the brand values of the city and persuade talents to locate to 
a city. The precise nature, reach (local, national  or international)  and structure of the networks in a city 
will need to depend on the particular ǎǇŜŎƛŀƭƛǎƳΩǎ of the city, the scale and size of particular sectors and 
the nature of the local market. Examples of professional, social or place based networks identified in 
ŎǳǊǊŜƴǘ ΨōŜǎǘ ǇǊŀŎǘƛŎŜΩ include; 

¶ Resident ambassador networks: Many cities have created global city ambassador networks whose main 
purpose is to try and support the promotion of a particular city on a global stage. These networks tend to 
be open to anyone who wants to join, regardless of whether they are a resident or business person. Many 
organise events and activities which showcase the city on a global stage. For example, the Leeds city 
ambassador scheme (http://www.independentleeds.co.uk/ambassador/) has been developed in 
partnership with Leeds City Council and Leeds City College to build on the successful volunteer 
ambassador programme started as part of European Year of the Volunteer in 2011. In addition, the Biscay 
region, which includes Bilbao, has a specific talent attraction programme geared towards bringing in high-
level professionals to the region. The Be Basque Talent Network (http://www.bizkaiatalent.org) is the 
largest talent network in the world, made up of professionals who have or want to have a link with the 
Basque Country. It secured over 6,500 users during the first six months in operation. Another example is 
the Jönköping Ambassadors Network (www.jonkopingsambassaden.se) in Sweden, which lists its 
membership as over 1,000 people all of whom are committed to promoting and enriching the city. 

http://www.talentattractiondenmark.dk/
http://www.independentleeds.co.uk/ambassador/
http://www.bizkaiatalent.org/
http://www.jonkopingsambassaden.se/
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¶ Business ambassador networks: Many regions, countries and cities have also created specialist 
business networks involving managers from companies tƘŀǘ ŀǊŜ ōŀǎŜŘ ƛƴ ǘƘŜ ΨƘƻǎǘΩ ŎƻǳƴǘǊȅ/city and 
overseas. These business networks exist mainly to promote a location, attract investment and create 
new business opportunities, via inter-trading. A typical example is GlobalScot 
(www.sdi.co.uk/globalscot.aspx), a network of more than 600 successful Scottish executives located 
throughout the world, active in a wide range of industries. GlobalScot provides Scottish businesses 
people with support and practical advice to help them seize domestic and international business 
opportunities. aŀƴȅ ƻŦ ǘƘŜǎŜ ƪƛƴŘ ƻŦ  ΨƘŀǊŘΩ ƴŜǘǿƻǊƪǎ ŀǊŜ ŀƭǎƻ ǊŜǇƭƛŎŀǘŜŘ ƛƴ ǾƛǊǘǳŀƭ ŜƴǾƛǊƻƴƳŜƴǘǎΣ ǿƛǘƘ 
Linked-in being used to host many business ambassador networks;  

¶ Sector-focussed and/or occupation focussed ambassador networks: Similar to business networks, but 
where there is sufficient critical mass in a particular industry, they help promote the association 
between that industry and the city and/or recruit certain types of skills. Again, many organise global 
networking events, some of which are talent focussed. For example, IT Specialists for the Øresund 
Region (www.linkedin.com/groups/IT-Specialists-Oresund-Region-4408698) is a cross border 
cooperation project, which has established a virtual network of 800 recruiters and companies. 
According to Tendensor, in 2014, their website contained over 5000 employee profiles and 1250 ICT 
jobs in Denmark. The aim of the network is to attract highly specialised ICT professionals to the region,  
with a particular emphasis in programming skills. In addition, the Copenhagen Goodwill Ambassador 
Corps (www.ambassadornet.dk) is a network of global talent motivated to connect and build strong 
relations between company managers, investors, academic institutions and public figures around the 
world. Their goal is to attract international investments, conferences, and tourism to Copenhagen. 
Since its foundation, the Copenhagen Goodwill Ambassador Corps has supported more than 200 
projects. In 2010 they also established a youth branch of the network;    

¶ Alumni ambassador networks: Some cities with strong higher education systems often organise 
Alumni Summits and events to connect international talent with former colleagues and current 
employers in the home country/city. Sometimes a talent scout abroad acts as a recruiter for these 
kinds of events by networking in expat networks, and using intermediaries who are can help recruit 
expats for a particular vacancy back home. For example, the Manchester Business School Alumni 
(www.alumni.mbs.ac.uk) claims to have over 50,000 alumni members spread across the globe and the 
Oxford Academic Health-Science Network and British Expats in Life-sciences recently organised a 
highly successful Alumni Summit which sought to attract the Alumni from Oxford University back to 
the city (http://www.alumnisummit.com); 

¶ Tourism ambassador networks: aim to attract international events to a particular city, business 
ŎƻƴŦŜǊŜƴŎŜǎ ŀƴŘ ŜǾŜƴǘǎΣ ǘǊŀƛƴ ΨǊŜŎŜǇǘƛƻƴΩ ǎǘŀŦŦ ŀƴŘκƻǊ ǊŜŎǊǳƛǘ ǇŜƻǇƭŜ ǿƘƻ ŀǊŜ ǿƛƭƭƛƴƎ ǘƻ ƎƛǾŜ ǎŜǊǾƛŎŜ 
and guidance to visitors. Some cities have sought to try and use large scale events, like the Olympics, 
to present a positive image of a particular city and convert overseas tourism visitors to consider 
working in a city.  For example, a number of cities have trained their restaurant workers, hotel staff, 
taxi drivers etc to be first points of contact with overseas visitors, ensuring they give out a consistent 
message about the city. Ahead of the London 2012 Olympics for example, front line reception staff 
ǿŜǊŜ ǇǊƻǾƛŘŜŘ ǿƛǘƘ Ψ²ŜƭŎƻƳŜ IƻǎǘΩ ǘǊŀƛƴƛƴƎ ǘƻ ŜƴǎǳǊŜ ǾƛǎƛǘƻǊǎ ǊŜŎŜƛǾŜŘ ŀ ǇƻǎƛǘƛǾŜ ŜȄǇŜǊƛŜƴŎŜ ŀƴŘ 
consistent messaging when they visited and volunteers were recruited and trained to act as London 
Ambassadors (http://volunteerteam.london.gov.uk/). The City of Edinburgh 
(www.conventionedinburgh.com) has created an ambassador network to attract large conventions, 
conferences and meetings to the city. Another example is The Visit Derry Ambassador Network 
(www.visitderry.com), an exclusive collaboration of dynamic local professionals from the medical, 
ŀŎŀŘŜƳƛŎΣ ŎǳƭǘǳǊŀƭ ŀƴŘ ŎƻǊǇƻǊŀǘŜ ƛƴŘǳǎǘǊƛŜǎ ǿƘƻ ŀŎǘ ŀǎ Ψ!ƳōŀǎǎŀŘƻǊǎΩ for Derry/Londonderry, in 
bƻǊǘƘŜǊƴ LǊŜƭŀƴŘΦ ¢ƘŜ Ψ!ƳōŀǎǎŀŘƻǊǎΩ ǇǊƻƳƻǘŜ ǘƘŜ Ŏƛǘȅ ŀǎ ŀ ŎƻƴŦŜǊŜƴŎŜ ŘŜǎǘƛƴŀǘƛƻƴ ǘƘǊƻǳƎƘƻǳǘ ǘƘŜƛǊ 
extensive network of industry connections, colleagues, clients and suppliers and also through their 
membership of professional Associations, Societies and Institutes. In 2013 Derry/Londonderry was the 
ƛƴŀǳƎǳǊŀƭ ¦Y /ƛǘȅ ƻŦ /ǳƭǘǳǊŜ ŀƴŘ ǘƘŜ /ƻƴŦŜǊŜƴŎŜ ŀƴŘ aŜŜǘƛƴƎǎ ǎŜŎǘƻǊ ǿŀǎ ƻƴŜ ƻŦ ǘƘŜ ȅŜŀǊΩǎ ƳŀƧƻǊ 
success stories, enjoying an increase of approx 30% in bookings, attracting over 8,000 delegates and 
generating over £5m to the local economy. Many of these events were secured through the Visit Derry 
ƴŜǘǿƻǊƪ ƻŦ Ψ!ƳōŀǎǎŀŘƻǊǎΩ;   

http://www.sdi.co.uk/globalscot.aspx
http://www.linkedin.com/groups/IT-Specialists-Oresund-Region-4408698
http://www.ambassadornet.dk/
http://www.alumni.mbs.ac.uk/
http://www.alumnisummit.com/
http://volunteerteam.london.gov.uk/
http://www.conventionedinburgh.com/
http://www.visitderry.com/
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Science ambassador networks: Bring together scientists and researchers in a city, again to build the 
reputation of the city as a centre of discovery and research, and promote cross disciplinary working 
between researchers. For example, the Medicon Valley Alliance (http://mva.org/), a flagship bio-tech 
cluster in the Øresund Region organise a range of traditional networking and partnership building 
events, with MVA ambassadors being posted in major biotech hubs to act as door-openers for the MVA 
partners to find partners in those regions and the exchange of talent in those regions. In addition, 
Newcastle Science City (www.newcastlesciencecity.com)has built a network of more than 500 
ambassadors committed to promoting bŜǿŎŀǎǘƭŜΩǎ ǎŎƛŜƴǘƛŦƛŎ ŜȄŎŜƭƭŜƴŎŜ ƛƴ e3nvironmental industries, 
biomedicine, and health and aging; 

4.6.35 Many of the networks described above maintain their membership by giving members, companies and 
intermediary organisations access to knowledge, business opportunities and pools of talented people that 
might ordinarily be too costly for them to access on their own.  

4.6.36 As far as other elements of the promotional mix are concerned, different cities around the world have 
used a variety of different marketing tactics and tools to attract talent to a particular city. These include; 

¶ Overseas recruitment fairs, events and missions: Some ŎƛǘƛŜǎ ŀǘǘŜƴŘ ΨǿƻǊƪƛƴƎ ƻǾŜǊǎŜŀǎΩ ŦŀƛǊǎΣ ƻǊƎŀƴƛǎŜ 
recruitment missions and/or matchmaking events to target mobile talents, to persuade them to locate 
in a city. Many of these types of events are organised jointly with private sector firms. For example, 
according to Tendensor, in 2010, the Greater Montreal investment promotion agency began going on 
international recruiting missions helping indigenous companies recruit highly skilled workers from 
overseas. The recruiting mission programme began with a thorough analysis of what skills were lacking 
in the region and where in the world the skills could be found. Two recruitment missions a year have 
been organised, targeting French cities, such as Paris, Lyon and Toulouse, as well as Brussels and 
Barcelona. The missions organise matchmaking meetings with carefully selected candidates that meet 
the skill needs of the 35 or so participating firms, with circa 12,000 candidates registering, 2,000 being 
shortlisted and firms choosing between 50 and 250 they want to interview. Each firm pays a fixed 
amount of ŎƛǊŎŀ ϵ8,500 to participate, with government subsidising each companies participation to 
ǘƘŜ ǘǳƴŜ ƻŦ ŀōƻǳǘ ϵнΣлллΤ 

¶ Social Media Campaigns: Others have run ongoing social media campaigns to stimulate positive 
interest in locating in a city. CƻǊ ŜȄŀƳǇƭŜΣ ǘƘŜ LǊƛǎƘ ƎƻǾŜǊƴƳŜƴǘǎΩ ІƘƻƳŜǘƻǿƻǊƪ ŎŀƳǇŀƛƎƴ 
(www.hometowork.ie) included posters at the airports and social media outreach in the run up to 
Christmas 2015 and over the New Year to encourage Irish people abroad to come back home to Ireland 
to work.  These types of campaigns, which seek to attract the Diaspora of a city, region or country who 
ƘŀǾŜ ƭŜŦǘ ǘƻ ǊŜǘǳǊƴ ǘƻ ǘƘŜƛǊ ƘƻƳŜƭŀƴŘΣ ŀǊŜ ƻŦǘŜƴ ǊŜŦŜǊǊŜŘ ǘƻ ŀǎ Ψ{Ŝŀ ¢ǳǊǘƭŜ wŜŎǊǳƛǘƛƴƎΦ {ƻƳŜ ŜǎǘƛƳŀǘŜǎ 
suggest that there are about 200 million expats globally, of which 70 million want to return to their 
home country one day35; 

¶ Celebrity endorsement: In an attempt to create clear brand associations with credible celebrities and 
the whole concept of the city as a breeding ground for success, some cities try and encourage famous 
personalities that have strong links to a particular city to associate with them. A number of cities have 
also sought to try and develop an association with emerging personalities, in the hope that the 
personalities will support the city in a volunteer capacity.  This approach is particularly common 
amongst emerging sporting talent, particularly young Olympians, many of whom need the support of 
the city administrations and local businesspeople to compete. 

¶ Supportive PR: Providing supportive public relations activity in the in the generalist and specialist trade 
press. 

Programmes to support talent retention and attraction  

4.6.37 In addition to the above, cities are developing increasingly sophisticated programmes to attract and 
embed talent to a city. Typical programmes to help attract or retain talent to a various cities across Europe 
include; 

¶ International Talent Matching & Skills Training Programmes ς the Trainee Sør programme 
(http://www.traineesor.no/) in southern Norway was established in 2004 as a partnership between an 
energy company, a regional skills fund, the City of Kristiansand and the regional university, all of whom 

                                                           
35 IG Intelligence Group et al., 2013 

http://mva.org/
http://www.newcastlesciencecity.com/
http://www.hometowork.ie/
http://www.traineesor.no/
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are located in Kristiansand in Southern Norway. The overall purpose of the programme was to recruit 
a cohort of highly skilled people to work in the 30 member companies and put them through an 18 
month training course. Since 2009, the programme has been entirely funded by its 30 member 
companies, each of which pay an annual fee of ŎƛǊŎŀ ϵмлу0 per trainee.  

¶ International Research Exchanges ς The South Moravian Programme for Distinguished Researchers 
(http://www.jcmm.cz/en/somopro.html) is a regional grant programme, which aims to attract 
researchers from abroad to work and undertake research training in a research institution in the South 
Moravian Region for the period of 1 to 3 years. Between 2009 and 2013 six Czech and twenty one 
foreign scientists have benefitted from the programme. Similarly, the Regional Basque Government 
has established the Ikerbasque Foundation (www.ikerbasque.net) to strengthen the production and 
dissemination of knowledge in the Basque Country by bringing in researchers from outside the area 
and promoting the image of Euskadiin the international research scene; 

¶ Housing accommodation for international researchers: In Spain, the Talent House of San Sebastian 
(www.fomentosansebastian.org) is a project which aims to boost research and innovation in the region 
by attracting international research talents to the city of San Sebastian, by providing accommodation, 
information, training etc. The Talent House Building has 80 apartments of different sizes and type, to 
suit a range of researchers; 

¶ Language/culture training and education for new immigrants: ¢ƘŜ /ŀǘŀƭŀƴ ά[ƛƴƎǳƛǎǘƛŎ /ƻǳǇƭŜǎέ 
program, matches volunteer Catalan speakers willing to dedicate a minimum of ten hours of 
conversation to new immigrants who want to learn the language. The program currently has 22 centres 
throughout Catalonia and in2011 matched over 10,000 couples.  

¶ Global open innovation activities to attract talent: In addition to the above activities, many large 
international firms are changing and adapting to embrace open innovation. Open innovation is based 
on firms opening themselves up to make use of external ideas and routes to market, as they look to 
develop new products, services or technologies. Open innovation is, by its very nature, a global search 
ŦƻǊ ǘƘŜ ΨōŜǎǘ ƛƴ ŎƭŀǎǎΩ ŀƴŘ ƛƴ ƻǊŘŜǊ ǘƻ ǊŜǎǇƻƴŘ ǘƻ ǘƘŜ Ǝƭƻōŀƭ ƴŀǘǳǊŜ ƻŦ ƴŜǿ ƛŘŜŀǎΣ Ƴŀƴȅ ƭŀǊƎŜ ŦƛǊƳǎ ƘŀǾŜ 
developed global research partnerships with key Universities in their sector, to develop links with 
international students. By offering placements, internships and joint projects, the business benefits 
from studentΩǎ creativity and get to identify potential talent, whilst the students get work experience 
and to build their professional network; 

¶ Family friendship programmes: Finnish universities have been particular pioneers in developing these 
types of programmes which give international students a chance to have first-hand experience of an 
overseas culture through contacts with a local family, and integration into an overseas education. For 
example, the Copenhagen Talent Bridge project, aims to develop HR tools for international talent 
management in companies and at universities. It also sets out to prepare and guide small and medium-
sized enterprises for international recruitment. The VALOA project is another example of a project that 
has tried to tackle this challenge by upgrading the skills of career guidance and international student 
co-ordinators 

Targeting International entrepreneurial talent   

4.6.38 As ǎŜǘ ƻǳǘ ǉǳƛǘŜ ŜŀǊƭȅ ƻƴ ƛƴ ǘƘƛǎ ǎǘǳŘȅΣ ǘƘŜ ǊƛǎŜ ƻŦ ǘƘŜ ΨƳƛŎǊƻ-ƳǳƭǘƛƴŀǘƛƻƴŀƭΩ ƛǎ ŎƘŀƴƎƛƴƎ ǘƘŜ ƴŀǘǳǊŜ ƻŦ ǘŀƭŜƴǘ 
attraction and management. Countless recent studies show that talented people want to develop their 
careers in a more flexible manner, outside traditional bureaucracies, the number of young people that 
believe they have the skills to start their own business is increasing and the way many employers are 
ŎƘƻƻǎƛƴƎ ǘƻ ΨŎƻƴǘǊŀŎǘΩ ǿƛǘƘ ǘƘŜ ǎƪƛƭƭǎ ǘƘŜȅ ƴŜŜŘ ƛǎ ŎƘŀƴƎƛƴƎ. 

4.6.39 One implication of this shift in emphasis that many authors are starting to recognise is that cities and firms 
with global talent search functions should shift their focus on trying to attract potential employees to fill 
vacancies in particular companies, to focus on attracting individuals who can contribute to the growth 
and development of the location/firm , irrespective of if they are employees, freelancers or SME suppliers. 

4.6.40 Another implication is that young talents may look to base themselves in locations that are best at 
promoting flexible working arrangements or supporting individuals build portfolio careers, working for 
several employers at the time, or employed on temporary project contracts. Again, this further reinforces 
the idea that cities that will do well in attracting talent in the future are those that, for example, can help 

http://www.jcmm.cz/en/somopro.html
http://www.ikerbasque.net/
http://www.fomentosansebastian.org/
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a young researcher find a postdoctoral contract and ŀƴȅ ƴǳƳōŜǊ ƻŦ ǎǳƛǘŀōƭŜ ΨŜƳǇƭƻȅƳŜƴǘΩ assignments 
which help them pay their way in their receiving city.  

4.6.41 For many cities, this approach also has an advantage of helping them to target small scale foreign 
investments and/or corporate venturing projects ς which is where an ever increasing number of the 
overseas investment opportunities are coming from.  

4.6.42 This shift in emphasis is potentially starting to blur the lines between the visitor promotion, the 
investment promotion and the talent attraction disciplines in a city. Incubators in the Nordic countries are 
already recognising this by trying to recruit small, talented start-ups to their incubators by offering 
incentives and an attractive environment in which immigrant entrepreneurs can start or base their 
business. Locations that want to attract these smaller firms run by talented entrepreneurs need to be 
globally connected and be able to offer flexible and creative working environments and meeting places, 
combined with interesting career and lifestyle opportunities. Locations that manage to do this well will 
generally be more successful at attracting and retaining ΨƳƛŎǊƻ-multinational talent.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ENTREPRENEURIAL TALENT ATTRACTION PROGRAMMES: Some Ψstate of the artΩ solutions 

In the UK, the organisation responsible for encouraging inward investment (UK Trade and Investment)has 
established two programmes which seek to target ΨƳƻōƛƭŜ ŜƴǘǊŜǇǊŜƴŜǳǊǎΤ 

¶ The Sirius Programme was set up two years ago to attract talented, innovative young entrepreneurs with 
ground breaking ideas from overseas ς giving them a visa and the opportunity to start a business in the UK. 
Once here it supports them to grow their company into a success with sales and investor readiness training, 
placement in UK start-up accelerators and access to a network of experts, mentors and corporates.Since its 
inception, Sirius has delivered over 2000 applications from entrepreneurs across the world; £14.5m of private 
equity investment raised by Sirius companies giving them a combined valuation of just over £42m; £2m worth 
of prestigious prizes and awards; and significant brand awareness with extensive national and international 
news/media coverage (166 pieces of news coverage & 25 national news articles); 

¶ The Global Entrepreneur Programme (https://www.gov.uk/government/publications/entrepreneurs-setting-
up-in-the-uk/entrepreneurs-setting-up-in-the-uk), sometimes referred to as GEP, is a venture capital 
programme, which aims to create global companies from start-ups, using the United Kingdom as a strategic 
headquarters and base for international expansion. The GEP was set up in 2003 by UK Trade & Investment. 

Riga City Council City Development department in partnership with AS Swedbank have developed a grant 
programme entitled TAKEOFF (http://www.investeriga.lv/eng/) which exists to advance the development of small 
and medium-size enterprises, and motivate Latvian expats to return to Riga and promote faster achievement of EU 
living standards. Support made available under the programme help entrepreneurs to set up their business in Riga. 
The maximum size of co-financing available under the grant programme is 80% ƻǊ ǳǇ ǘƻ ϵмн000 to cover various 
expenditures of new businesses, namely ς purchase of particular hardware and licences, payment of accounting 
and legal services, development of corporate website,etc. By the end of 2012 eight competitions had been 
announced, with more than 800 business ideas being received and support granted to 84 companies. 

The Norwegian Center for Multicultural Value Creation (www.nsfv.no) is a business development and knowledge 
centre in Drammen which aims specifically to help immigrants with high qualifications to become entrepreneurs 
The ceƴǘǊŜΩǎ Ƴƛǎǎƛƻƴ ƛǎ ǘƻ άaƻōƛƭƛȊŜΣ ŘŜǾŜƭƻǇ ǎƪƛƭƭǎΣ ŀƴŘ ŀǎǎƛǎǘ ƛƳƳƛƎǊŀƴǘǎ ǘƻ ǎǘŀǊǘ ƴŜǿ ōǳǎƛƴŜǎǎŜǎ ƭƻŎŀƭƭȅΣ ŀǘ ǘƘŜ 
ƴŀǘƛƻƴŀƭ ƭŜǾŜƭΣ ŀƴŘ ƛƴǘŜǊƴŀǘƛƻƴŀƭƭȅ ŀƴŘ ōǳƛƭŘ ŀ ǊŜǇǳǘŀǘƛƻƴ ƻŦ ƛƳƳƛƎǊŀƴǘǎ ŀǎ ǇƻǎƛǘƛǾŜ ŎƻƴǘǊƛōǳǘƻǊǎ ǘƻ ǘƘŜ ǎƻŎƛŜǘȅέ.  The 
centre has built a large network of regional stakeholder organizations from both public and private sectors, working 
together on making immigrants succeed in business life. The NSFV brings together 34 partners, representing the 
national government, counties, municipalities, local businesses, financial institutions, immigrants and educational 
and research institutions. It is owned by the Bunkered /ƻǳƴǘȅΦ ¢ƘŜ ŎŜƴǘǊŜΩǎ ŀŎǘƛǾƛǘƛŜǎ ŦƻŎǳǎ ƻƴ ǘƘǊŜŜ Ƴŀƛƴ ŀǊŜŀǎΥ 
Business Development Centre, Knowledge Centre for Multicultural Value Creation, Network Arena for Business and 
Minorities. 

 

 

 

https://www.gov.uk/government/publications/entrepreneurs-setting-up-in-the-uk/entrepreneurs-setting-up-in-the-uk
https://www.gov.uk/government/publications/entrepreneurs-setting-up-in-the-uk/entrepreneurs-setting-up-in-the-uk
http://www.investeriga.lv/eng/
http://www.nsfv.no/
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Talent Reception and Integration 

4.6.43 In order to help expat talents and their spouses and family members settle in during the first period of 
their stay, many cities ƻŦŦŜǊ ΨǎƻŦǘ ƭŀƴŘƛƴƎ ǎŜǊǾƛŎŜǎ. These services can be offered by a range of public, 
private and civil society organisations but they work best when presented as a coherent place based 
package of support.  

4.6.44 Pre-arrival communication material can provide important information to incoming immigrants. 
wŜŎŜǇǘƛƻƴ ŀƴŘ ΨǎƻŦǘ ƭŀƴŘƛƴƎΩ ǎŜǊǾƛŎŜǎ ƎŜƴŜǊŀƭƭȅ ŦƻŎǳǎ ƻƴ ƘŜƭǇƛƴƎ ƛƳƳƛƎǊŀƴǘǎ ŀƴŘ ǘƘŜƛǊ ŦŀƳƛƭȅ ƳŜƳōŜǊǎ ǘƻ 
locate and settle in into the host city during the first phase of their stay, and provide services that will 
make it easier for family members to find their way around the new city. 

4.6.45 Soft landing services generally comprise: 

¶ Arrival information, often translated into a variety of languages 
¶ Help completing Immigration/government paperwork  and access to official contacts 
¶ Relocation services, such as support in finding and settling into housing and/or schools  
¶ Visitor integration activities, including events, language training, networks and communities etc. 
¶ Spousal services, like careers advice, helping find employment or integration into expat networks  

4.6.46 Mentoring programmes can also be useful in helping to integrate, attract and retain international students 
or spouses choose career pathways and/or establish links to local businesses.  

4.6.47 Help with social and professional integration into the host location can be supported through language 
studies, cultural awareness-raising, and social, business and professional networking.  

4.6.48 Wider promotion of the contribution that expats and immigrants make towards the host location can play 
an important part in generating tolerance and fostering diversity, as are activities which support talents 
to be more proud of the host city. 

4.6.49 Ambassador, expat and even country specific networks can also be useful tools in embedding immigrants 
and expats into a city. The general aim for all of these networks should be to create a good reputation for 
the location as a place for talents to thrive and support talents embed into the local community. 

4.6.50 It is widely accepted that international student retention and satisfaction are positively influenced by the 
provision of high-quality information, both prior to, after arrival and during ŀƴ ƛƴŘƛǾƛŘǳŀƭǎΩ studies. As 
discussed previously, itΩs vital that any marketing material is consistent with the experience an individual 
is likely to have in a city.  ItΩǎ ǇŀǊǘƛŎǳƭŀǊƭȅ important to manage visitor expectations about whether or not 
they will need to learn another language to get by in a city.  

4.6.51 Various types of soft landing networks exist  in many cities across Europe; 

¶ Expat networks: These are generally created and managed by expats, without too much help from 
public sector facilitators. They are often country or language specific;  

¶ Private Sector networks: Offer chargeable services to expats. For example, Nexus 
(www.expatnetwork.com) organises expat communities internationally; 

¶ Public sector networks: These often operate at national, regional and city levels and tend to cover pre-
arrival communication to supporting the creation of place based ambassadors; and 

HiCenter (http://www.hicenter.co.il/) is a unique business accelerator in Haifa in Israel, which focuses on 
technology based businesses, staffed by a team of experts who support entrepreneurs creating new 
businesses. Located in the developing Port Campus area, HiCenteris backed by the Office of the Chief Scientist 
of Israel. In order to be candidates for HiCenter investment, entrepreneurs must present a Proof of Concept, 
be technology oriented, and have strong business potential. Selected entrepreneurial teams are expected to 
work in Haifa and must guarantee continuous operation, including the establishment of a manufacturing facility 
ƛƴ IŀƛŦŀΩǎ ƎǊŜŀǘŜǊ ƳŜǘǊƻǇƻƭƛǘŀƴ area for a period of five years from the graduation of the Hi-Center program. 
The entrepreneurs are required to present a commercial business plan of their initiative including available 
market, go-to market strategy, including forecast of sales, allocation of additional funds and potential strategic 
agreements or collaborations. HiCenter typically invests up to $375,000 out of a budget of over $500,000 for a 
single portfolio company. The entrepreneurs are required to allocate $125,000 of funding from private equity 
resources or potential investors. 

 

http://www.expatnetwork.com/
http://www.hicenter.co.il/
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¶ Non-profit networks: Non-profit expat networks, like the Global Expat Centerin Stockholm 
(www.globalexpatpartners.com) are run by volunteers. 

4.6.52 ¢ƘŜ ƪŜȅ ǊƻƭŜ ŦƻǊ ŀƴȅ ǇƭŀŎŜ ƳŀƴŀƎŜǊ ǎƘƻǳƭŘ ōŜ ǘƻ ƛŘŜƴǘƛŦȅ ǿƘŜǘƘŜǊ ǘƘŜǊŜ ŀǊŜ ŀƴȅ ƎŀǇǎ ƛƴ ΨǘŀƭŜƴǘ ƛƴǘŜƎǊŀǘƛƻƴΩ 
services, and to endeavour to plug these to strengthen the local service offering.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

5.0 PARTNER PROFILES  

5.1 Our partnership 

5.1.1 Our partnership has been formed after extensive discussions with a range of partner cities. The structure of 
the final partnership comprises a good mix of cities, at various stages of maturity in delivering an effective 
talent management strategy, and with complementary skills. This includes; 

¶ Daugavpils; 
¶ Klaipeda; 
¶ Torun; 
¶ Poznan; 
¶ Granada; 
¶ Wolverhampton; 
¶ Genoa; 
¶ Kristiansand; 
¶ Bologna; 
¶ Sabadell; 
¶ Coimbra; and 
¶ Nantes 

5.1.2 The core rationale for the final structure of the GEN-Y CITY network is that comprises a mix of cities that are 
struggling to develop, retain and attract young people with creative-tech skills to their city because of a mix 
of issues, including (but not limited to) population shrinkage (out-migration); labour market weaknesses (high 
youth unemployment); the lack of a strong GEN-Y cultural offer (the pull of larger, more vibrant capital cities); 
and/or because young people are poorly represented in the governance structures of the city (which results 
ƛƴ ǘƘŜ Ŏƛǘȅ ƘŀǾƛƴƎ ŀ ǎƻƳŜǿƘŀǘ ΨǘǊŀŘƛǘƛƻƴŀƭΩ ƻǳǘƭƻƻƪύΦ  

TALENT INTEGRATION SERVICES: a few examples of best practice 

Bizana Relocation Services (www.bizkaiatalent.org) is aimed at giving free information and advice on 
administrative issues and on how to adapt to living in Basque country, for instance on housing, education, health 
and leisure. It is meant to inform and service organisations and highly qualified individuals who come to work in 
Basque country. They offer information and advice on the administrative characteristics of the region, and on 
what is needed for a smooth integration into the social and cultural environment of Basque country.  

Expat Spouses Initiative (http://expatspousesinitiative.org/ύ 9ƛƴŘƘƻǾŜƴΩǎ a local grassroots sǇƻǳǎŜΩǎ soft landing 
network which is run by and for internationals. Expat Spouses Initiative was launched in June 2014. The 
metropolitan area of Eindhoven has one of the highest concentrations of expats in the Netherlands. Apart from 
ŀŘŘƛƴƎ ǘƻ ǘƘŜ ǊŜƎƛƻƴΩǎ ŘƛǾŜǊǎƛǘȅΣ ǘƘŜ ŜȄǇŀǘ ŎƻƳƳǳƴƛǘȅ ŀƭǎƻ ǊŀƛǎŜǎ ǘƘŜ ǊŜƎƛƻƴΩǎ ŀǾŜǊŀƎŜ ƭŜǾŜƭ ƻŦ ŜŘǳŎŀǘƛƻƴΥ 
Approximately one in five residents in Eindhoven hold a graduate or professional degree. In 2011, The Intelligent 
Community Forum, a nonprofits think tank, ranked the tech neighbourhood of Eindhoven and southeast Brabant 
όŘǳōōŜŘ ǘƘŜ ά.ǊŀƛƴǇƻǊǘ wŜƎƛƻƴ 9ƛƴŘƘƻǾŜƴέύ ŀǎ ǘƘŜ ǎƳŀǊǘŜǎǘ ǊŜƎƛƻƴ ƛƴ ǘƘŜ ǿƻǊƭŘΦ !ƴ ŜǎǘƛƳŀǘŜŘ ƻƴŜ-third of the 
international community living in the Eindhoven metǊƻǇƻƭƛǘŀƴ ŀǊŜŀ ƛǎ ŎƻƳǇǊƛǎŜŘ ƻŦ άǘǊŀƛƭƛƴƎ ŜȄǇŀǘǎέΥ {ǇƻǳǎŜǎ ǿƘƻ 
follow their partners when they secure employment in the region. The migrant status of these spouses is 
frequently linked to or dependent on the employment status of their partners, even though they are often highly 
skilled professionals themselves. 

The International House Copenhagen is a one-stop-shop for reception and soft landing which has gathered all 
support functions in one physical place 












































































































































































