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 In the revisited version of The Rise of the Creative Class, Florida begins with a 
preface explain some of the changes that he made, including adding citations, rewriting, 
and adding and renaming chapters.  Florida talks about the push for the economic change 
from an industry-based economy to a more creative economy. He claims that the push for 
change is apparent both in personal lives and professional lives. People are marrying later 
or not marrying at all, choosing to live in cities instead of suburbs, and having children 
later. This kind of non-traditional pattern is also observed in work places where casual 
dress, telecommuting, and flexible hours are becoming more acceptable. This is all part 
of the rise of the creative class. 
 Florida then discusses the role that creativity itself has on the rise of the creative 
class by overviewing some aspects of creativity. Creativity, according to Florida, is 
essential to the way we live and work today, requires a supportive environment, and 
requires a healthy balance with organization. Richard claims that this kind of creativity in 
the economic work place encourages entrepreneurship. Florida goes on to explain how 
we can recognize creativity. It is not just the idea that you have to be a painter or a 
musician to be creative but instead that the act of creativity occurs any time we create 
something (an invention, a theory, an insight) that can be used to solve a problem or to be 
appreciated aesthetically. This definition means that the original creative and aesthetic 
professions are still considered creative, but so are many more. He also discusses that 
creativity thrives in environments that are both stable and open-minded. Overall, 
Florida’s definitions of creativity attempt to prove that all human beings are creative and 
their creativity can flourish under the right circumstances. 
 After defining “creativity”, Florida moves on to define the creative class. Florida 
writes that there are two parts to the creative class, The Super-Creative Core and the 
creative professionals. The Super-Creative Core includes scientists, engineers, university 
professors, poets, novelists, actors, artists, designers, architects, nonfiction writers, 
editors, cultural figures, think-tank researchers, and more. Florida defines this group as 
“producing new forms or designs that are readily transferable and widely useful”. The 
people in this group engage in creative work regularly and it is what they are specifically 
paid to do. People in the other group, creative professionals, work in a variety of 
knowledge-intensive industries, such as high-tech, financial, legal, healthcare, and 
business. These people use creative problem solving and complex bodies of knowledge in 
order to solve specific problems. People in this group generally have high-degrees of 
formal education. Part of the job description of creative professionals is not to create new 
methods or products, but they are required to think on their own, apply standard 
approaches in new ways, use good judgment, and sometimes try something radically new 
or different. People in this class often have the ability to move to The Super Creative 
Core.  
 Florida also covers some statistics concerning the make up of the Creative Class 
that cover important socioeconomic concepts. Although many people in the creative class 
hold degrees, this is not necessary. 72.2% of U.S. adults who hold a degree are members 
of the Creative Class, but only about 60% of the members of the Creative Class have a 
college degree. Being part of the creative class has benefits such as higher wages, 
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compared to jobs such as service jobs.  Also, as of 2010, the Creative Class included 
more than 41 million Americans, which is roughly 1/3 of the entire workforce. Women 
make up the majority of the Creative Class (52%) but are paid about 40% less than men 
in the Creative Class. Also, white people hold more than 80% of Creative Class jobs. 
Asians are the minority group most represented in the Creative Class. African Americans 
and Hispanics are much more represented in the Service Class and Working Class than in 
the Creative Class. 
 According to Florida, the Creative Class has it’s own set of class values. These 
values include individuality, meritocracy, and diversity and openness. Individuality 
means that workers want to be able to express themselves and be different. Florida 
mentions that this value may be becoming paradoxically mainstream. Meritocracy means 
that the Creative Class values hard work, challenge, and stimulation. This value is not 
much different from past generations and could suffer from some of the same past 
mistakes like ignoring cultural and educational advantages and disadvantages that some 
people face. Diversity and openness simply means valuing and accepting all different 
kinds of people regardless of individual quirks or bigger social issues like race or sexual 
orientation. Although this may be a theoretical value, it has a long way to go in practice 
considering statistics such as African Americans being extremely underrepresented in the 
Creative Class and make $10,000 less than their white peers. The Creative Class also 
values self-expression, well-being, quality of life, and nonconformity.  
 Next Florida discuses the actual work that Creative Class workers are choosing. 
He talks about how students now express a desire to have control over their work, learn 
new things, make creative decisions, and work with interesting people, instead of just 
striving for money and stability. This is why many students he interviewed said they 
would rather work as a hair stylist than have a more secure, well-paying job in a machine 
shop. Through interviews with workers, Florida discovered what is important to people in 
their jobs. He found that most people want challenge and responsibility, flexibility, peer 
recognition, and good location and community. These traits were rated as more important 
than money quite frequently although compensation is still obviously important to 
workers. Florida found that compensation has more to do with job dissatisfaction than job 
satisfaction. 
 Florida also talks about how most workers in the Creative Class are not free 
agents. Although freelance work can seem appealing, especially to Creative Class 
workers, because of the flexibility and independence, but it also have a ton of risks. The 
pay is often not as good and work is hard to find. He also mentions finds that companies 
that use freelancers heavily accept higher turnover, huge training costs, considerable 
productivity losses, and significant leakage of intellectual property. In this discussion, 
Florida asserts his personal opinion that we should “attach our strongest allegiances to 
our families and friends, our communities, and the things that truly matter to us.” This is 
a change from traditional ideals that we should be attached to our companies and places 
of work primarily. This is something I have witnessed in the start-up community so far. 
Although the people in start-ups are incredibly hard workers, they all seem to still care a 
lot about their families and outside lives.  
 Next Florida defines the “No-Collar” workplace in which dress codes and 9-5 
office hours are obsolete. Offices are becoming more open with fewer cubicles. These 
workspaces are not just for aesthetics, but also help workers collaborate. Florida also 
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discusses how these workspaces and creative work can both increase stress but also 
provide more ways to cope with this stress, through a more caring work environment. 
Florida also discusses how economic troubles encouraged workers to search not just for 
creative and flexible companies but also companies that are stable and support growth. 
Florida reviews SAS, which is a company that both encourages creativity and provides 
structure and stability for its employees. SAS helps workers be great by sending them to 
conferences and helping them create a good work-life balance with on-site day cares and 
health facilities. They encourage an open, egalitarian culture where everyone is a creative 
and everyone can learn from each other. They also focus relentlessly on customer 
experience. These are factors that make this company successful in managing creativity 
and productivity. 
 After discussing the workplace, Florida discusses the lifestyle of the Creative 
Class. He first tackles the issue of time, in our day and age, workers are feeling pressed 
for time and stressed out about time constraints. Especially people who are more highly 
educated and hold jobs such as Creative Class jobs, where in contrast, Working Class 
workers are tending to enjoy more leisure time than other workers. Florida says that 
many young professionals and creatives are “front-loading”, foregoing personal aspects 
of life such as family in order to gain a lot of success early, making their professional 
lives easier later. People are also engaging in “time-deepening” which includes the 
speeding up of activities, substituting shorter leisure activities for longer ones, 
multitasking, and detailed planning and budgeting. In continuation of these lifestyle 
changes, Florida finds that people in the Creative Class are looking to consume 
experiences rather than material goods. They are driven to have as many, 
multidimensional experiences as possible. Florida also connects this to the Creative 
Class’ focus on living active lifestyles. He claims that Creative Class members are drawn 
to active leisure time activities in order to release stress and energy from work as well as 
fuel their creativity. He even mentions that this active lifestyle may be partly due to 
member’s increased likelihood to be on the market for possible mates. He also talks about 
how creatives are more drawn to adventure sports than competitive sports because there 
is more room for creativity. If reference to art and culture, the Creative Class prefers 
street level, although they may still consume “higher” forms and more mass marketed 
forms as well.Florida also writes about “The Big Morph” in which Protestant ideals and 
bohemian ideals have blended together. There are critics of this blending on both sides of 
the political spectrum, claiming that the generation lost its value of character or that it is 
simply repackaged capitalism. Florida argues that the people of The Big Morph avoid 
labels and are simply creative people attempting to live creative lifestyles.  

Florida then moves on to talk about communities and why place matters. Florida 
argues that cities that attract the Creative Class are successful and prosperous while those 
that don’t will stagnate. According to Florida, in order for a city to be creative it has to 
have the three Ts: technology, talent, and tolerance. In this section, Florida even 
highlights the promising future of Detroit based on the concentration of Creative Class 
members in its midst. Also Florida makes a further distinction between subgroups of the 
Creative Class into Technology, Arts, Professionals, and Eds and Meds. Florida also 
reviews the different areas where different classes congregate. He goes on to talk about 
how the skills, basic physical skills, cognitive skills, and social intelligence, add to 
wages. Jobs that require the latter two skills are generally more high paying. Florida even 
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writes about how immigrants add to the prosperity of our nation instead of detract when 
he walks about tolerance. Florida also discusses the Gay Index which suggests that 
communities that are more open to gays experience high-tech growth, likely because 
these communities tend to be more open and accepting to different kinds of people and 
new ideas. In summary of this section, Florida proves that areas with high levels of 
tolerance and diversity are better off economically. Based on Florida’s creativity index of 
the three Ts, Boulder ranks highest, and Ann Arbor is tied for 4th!  

Florida also writes about the quality of place, discussing what people are looking 
for in their community. Florida lists some factors that are important to people in their 
community; thick labor markets, lifestyle, social interaction, the mating market, diversity, 
authenticity, scenes, and identity. Overall, creative people do not simply move 
somewhere for a job, but instead for an overall enjoyable lifestyle. Florida then moves on 
the talk about how to help the Creative Class flourish. He argues that communities cannot 
rely on young people leaving for fun and coming back to settle down, but instead need to 
make their communities more comfortable for all different types of people and families. 
Florida also emphasizes the important role of universities in supporting the Creative 
Class. 

Towards the end of the book, Florida defends himself against criticism and 
emphasizes that he came to art, culture, and diversity issues in his career simply because 
he found them to be important to the economy, not out of personal interest. This helps 
convince me that these factors truly are important to the economy. He clarifies that his 
team is diverse and that they are not driven by a political agenda, but by discovering 
economic truths. Florida also discusses the contradictions of his book and the Creative 
Class, including the issue of wage inequality. He recognizes that wage inequality is at an 
all-time high and negatively affects our economy, but is associated with the members of 
the Creative Class who in general have higher wages than other groups. He also talks 
about how race and poverty are significant factors in wage inequality. Florida argues that 
researching the Creative Class is important because it is a factor in politics, happiness, 
health, and violence.  

Florida concludes by reiterating that we must encourage openness and inclusion 
in our communities in order for them to prosper. He reminds us that all humans are 
creative beings and in order to build a stable economy, we must find ways to encourage 
the creativity of all workers. He also mentions the importance of social safety nets such 
as universal health care and Social Security. Overall, Florida gives a holistic overview of 
how our economy is changing and how we can either thwart or support it.  


