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Abstract 
The aim of the article is to determine the impact of infrastructural projects in the sector of creative and cultural 

industries, co-financed from the European funds (European Regional Development Fund),  on social and economic 

development. The sub-region of Silesia, its communes and counties were used for comparative purposes.  Particular 

attention in the analyses was paid to the impact of project co-funding on creating new jobs, on income, an increase in 

turnover of enterprises in the sector of creative and cultural  industries, investment attractiveness and the quality of 

life . To this end, the following research methods were used: functional approach, methodology of functional analysis, 

comparative analysis, expert evaluation method, benchmarking. The above mentioned approaches are to a greater 

extent based on literature studies and to a smaller extent on diagnostic investigations (assessment of the factual 

circumstances). Then models – patterns were developed. They are the basis for the development of functional solutions 

which can be used as practical implications. 

 

Key words: sector of creative industries, commercialization of culture , sector development 

factors, infrastructural development. 
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1. Introduction 
The contemporary  world economic reality has led to a situation in which production capacities or 

theories of J. Schumpeter1 (Schumpeter, 1995) are no longer elements of competitive advantage. 

Nowadays, in the era of the omnipresent Internet and access to information, it is flexibility and 

creativity in perceiving the problems of creating values and the utility of products and services, 

which mainly determine competitive advantage. Those best fit are the driving element of economy. 

Thus, a question arises – how to reach this effect. 

                                                 
1He was a supporter of the thesis about the dominating role of elites and outstanding individuals in the social and 

economic development. He proposed athesis  that democracy means the possibility of choosing the governing elite. 

He recognized the positive impact of monopolies, in fact monopolistic competition, on the economy, since he believed 

that mainly big corporations can afford research work which is one of the sources of innovation that is the driving 

force of economic growth . 
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According to the theory of R. Florida [Florida, 2002], the simplest path to follow is the 3Ts model 

of development. The model, however, has certain assumptions, which are difficult to be satisfied 

by some economies (e.g., multi-ethnicity). This fact does not result in a total rejection of the 

assumption that creative activity is the driving force of modern economy. The key is the level of 

support for the development of creative and cultural industries, whose main element is human 

capital with specified creative characteristics (Kotylak S. 2013).  

 

2. The idea of creative and cultural industries in the context of the creative class 
Richard Florida on his book “The Rise of the Creative Class” (Florida R., 2012), he recognized 

that this century is facing a higher valuation and cultivation of creativity in both the job and other 

life-related fields. The “In fact, according to Florida, a new economic class is becoming the 

undisputed leader of the 21st century economic scenario: the so-called “Creative Class”. This 

particular cluster of people will foster regional economic growth and will at the same time strongly 

affect work, leisure and everyday life. 

 
The author’s thesis, in fact, brings the human capital theory to a more specific hypothesis since it 

recognizes a specific kind of human capital, namely creative capital, which is represented by 

creative people. 

 

The Creative Class introduces a new and revolutionary factor of production in the economic 

panorama: creativity. It is creativity - the most inner and personal expression of individuals - that 

will open the doors to new economic opportunities, technological innovations, new arts, music and 

designs. 

 

This group, i.e. the Creative Professionals, is composed by people who work in environments that 

require a high level of knowledge and formal education such as high tech, financial, managerial 

and legal sectors, as well as the health care and medical contexts. These people perform their jobs 

by engaging in creative problem solving. 

 

They are able to think on their own and they show a clear and articulated personality and capability 

to “think out of the box”, thanks to their high level of human capital acquired through education. 

Creative class need three elements: Technology, Tolerance and Talent. Their combination 

represents the socalled 3 T’s model. 

 

The first “ T ”, is Technology. It is a measure of how vibrant the R&D and technological sectors 

are and how much innovation is spurred into a given city. The American author asserts that a 

satisfying concentration of high-tech companies, for instance, helps to attract the creative force, 

which in turn generates new technologies, thus making the region even more high-tech oriented. 

Through this process, creative region become real poles of attraction for the creative workers, who 

can there meet talented people like them. 

 

The second T is Tolerance. It is a measure of a city or region’s level of cultural openness. The 

Creative Class has well-defined diversity and openness values, according to which cities should 

promote a culture of equality by accepting and boosting a multiethnic and multicultural regin 

atmosphere. Everybody should be equally accepted on city streets and job places or during leisure 
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activities. In other words, individuals must be treated in the same way independently from their 

culture, origins or sexual orientation. 

 

The third T is Talent. It is a measure of how many talented, skilled and creative workers are present 

in a region or city. It is usually expressed through the Talent Index, which represents the percentage 

of the population owning a bachelor’s degree or above. Another measure of Talent is given by the 

Bohemian Index - which is a measure of concentration of artists, writers, performers and similar 

professional figures. Bohemians are now seen as the hearth of economic development, while in the 

past they were viewed as bizarre and poor people living at the margins of society. Figure 1 

illustrates 3t’S model. 
Fig.1 Richard Florida 3T’s model  

 
Source: R. Florida, The rise of the Creative Class, and how it's transforming work, Community and Everyday Life, 

New York 2002, p. 37. 

 

Since the creative class was identified and proposed by Richard Florida in 2002, people interested 

in the social and economic life have not ceased asking the question about the impact of this group 

on economic growth and structural dimensions of creative and cultural industries. The base for the 

development of creative and cultural industries is the “Creative Class” , which according to Florida 

is a group of workers whose task is to create new, meaningful products in the form which is 

materially reflected in the  demand for these products.  

 

Thus, creative and cultural industries in the sector-focused approach – due to their innovative ideas 

and an inventive approach to the problem of products applied and adopted by the creative class -  

have an economic function.  Local development and transfer of advanced technologies can be 

mentioned among the advantages resulting from activities in this sector, as well as people’s greater 

satisfaction with the place they live and work in thanks to the possibility of using the potential of 

creative personalities. This makes the measurement and assessment of the significance of the 

creative class both needful and interesting, and at the same time difficult and inexact. Especially 

as the “creative class” is not identical with the workers working for “creative industries”, who are 

usually the subject of statistical and economical analyses. Analyses of the creative class are still 

very rare and are not within the scope of responsibilities of institutions in charge of gathering 

statistical data and measurement of economic reality. 
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3. Creative and cultural industries 
In this approach, creative industries are connected with cultural industries. Thus, as the starting 

point for carrying out statistical and economic analyses , the scope of meaning of the culture sector, 

cultural industries and creative industries, in which “creativity is ascribed to certain lines of 

business, industries and professions,  must be defined . The notion of “culture industry” was 

introduced by Theodor Adorno and Max Horkheimer in 1947. In their opinion, technological 

advancement created cultural industries, which are focused on mass production of standardized 

cultural goods, thus depriving the artists and their output of artistic value. 

 

Since then creative industries as defined above  have become the subject of both theoretical and 

empirical analyses and  have entered colloquial language in such phrases as for instance, the “music 

industry” or “film industry” . In the economic and  statistical literature , industry is described as a 

sector, branch or section. Despite all appearances, this terminological differentiation is of 

importance, since while looking for data concerning the economic meaning of “creativity”, we 

have to base on sectors, branches, etc. (Benhamou F., Peltier S., 2007). 

 

On the basis of literature review, it is assumed herein that cultural industries cover the 

manufacture/production of cultural consumer goods and services, whereas the culture sector has a 

wider meaning and comprises also non-productive activities (for instance, museums). On the other 

hand, creative industries include the culture sector as well as the production of indirect goods and 

services which are used in subsequent manufacturing  processes and also such types of activities, 

which use cultural goods/objects  as an essential factor of production (e.g., advertising) . It should 

be emphasized here that in both the cases, there are intellectual property rights which are owned 

by an individual or a group of persons who created a given good (object, product),. This approach 

is very similar to the one introduced in 2004 in the KEA European Affairs report The Economy of 

Culture in Europe .In what follows, the most commonly used and popular terms will be used, i.e., 

cultural and creative industries. 

 

4. Branches and  occupations in creative industries 
The key element of the research is to define which branches and occupations should  be perceived 

as those belonging to the cultural industry (sector) and creative industries. The research work on 

the issue of definitions was done by analyzing the sources of statistical data of 2008 (such as the 

Central Statistical Office, Eurostat, The Economy of Culture in Europe, UNESCO, European 

Cluster Observatory, Ecorys). Such an analysis verified the practical suitability of the definition, 

which can be used in the research. As a result of the analysis, cultural and creative industries were 

defined mainly on the basis of a proposal presented in the KAE report The Economy of Culture in 

Europe (KAE, 2007), according to which activities related to culture can be divided into two 

circles. The first includes non-productive activities, mainly related to visual arts, such as films, 

performing arts and cultural institutions,. The other refers to  creative industries. Both make up the 

culture sector.  

 

The following branches are included in the culture sector: publishing; reproductions (in part); sale 

of antiques (in part); sale of newspapers, books, music video recordings; services of cable networks 

(in part); production, distribution and presentation of films; sound recordings; broadcasts, literary 

and artistic activity, activity of cultural institutions; libraries and historical sites/monuments. The 

definition of creative industries adopted herein is extended with respect to the cultural sector and 
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includes : software publishing; specialist design; architectural services (in part); photographic 

services  (in part); advertising and activity of news agencies.  

 

5. The value of creative industry for the economy 
While analyzing the economic significance of creative and cultural industries it is worth referring 

to statistical data. In many countries, the number of people employed in cultural and creative 

industries represents a considerable percentage of the total number of workers. What is more, they 

generate quite a big part of the Gross Domestic Product. Figure 2 illustrates  creative industries in 

Poland and some EU countries in terms of value.  

 

The Polish creative industry, both in terms of the number of workers as well as the share in the 

generation of the GDP is at the level similar to other European countries. In  this figure,  Great 

Britain is above average, which - as reported by the British Council - taking into account absolute 

values , is the world’s  largest exporter of cultural and creative goods and services, outdistancing 

even the United States. 

 
Fig.2 Creative industries in Poland and some EU countries 

 

Source: Creating growth. Measuring cultural and creative markets in the EU. Ernst & Young Global Limited, Paris 

2014, pp. 12. 

 

The British model for the development of creative and cultural industries may serve as an example 

to many countries, including Poland. However, the point is not only the very dimension of this part 

of the economy, measured in terms of the number of workers, but also the fact that cultural and 

creative industries are treated as an important element of the innovation system (Sokół A., 2013). 

With regard to the development and implementation of product, process, organizational or 
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marketing innovations, entities acting in creative industries  belong to those most active in the 

market. In this context, they may be perceived as the avant-garde of changes. They are better than 

enterprises in other sectors of the economy at defining market trends and at responding to them. It 

was the creative industry which first pointed out design as an element of competitive advantage.  

The economic importance of creative industries is unquestionable and nowadays they are 

commonly treated as a source of innovation, development and economic growth. The ability to 

combine art, culture, modern technologies and business is the fundamental competitive advantage 

of modern countries, whose economies have  long ceased to be price competitive. In this context, 

it is obvious that priority should be given to the development of creative industries  which should  

be treated as a strategic objective of the country’s  social and economic development. 

 

6. Map of creativity in Poland  
Territorial location of the creative class in Poland is of interest. Table 1 shows that the economic 

importance of both the culture sector and creative industries was highest in the most developed 

provinces – Mazowieckie, Małopolskie, Pomorskie, Dolnośląskie; it was much higher than the 

average in the whole country.  

 
Tab.1 Variables  in the 3Ts model and ranking positions of provinces 

 Number of 

creative core 

per 1000 

workers 

Number of 

creative class per 

1000 workers 

 

Diversity 

 

Innovativeness 

 

Development 

 

value 

ranking 

position 

 

value 

ranking 

position 

 

value 

ranking 

position 

 

value 

ranking 

position 

 

value 

ranking 

position 

Dolnośląskie 52.28 (2) 278,79 (1) 0,21 (4) 0,54 (4) 0,56 (3) 

Kujawsko- pomorskie 32,73 (13) 214,70 (12) -0,69 (13) -0,39 (10) -0,48 (12) 

Lubelskie 36,46 (8) 207,75 (14) -0,39 (11) -0,48 (12/13) -0,98 (15) 

Lubuskie 34,18 (11) 238,46 (7) -0,79 (15) -0,77 (14) -0,34 (9) 

Łódzkie 35,48 (9) 215,53 (10) -0,35 (10) 0,17 (6) -0,25 (7) 

Małopolskie 47,28 (3) 244,77 (4) 1,38 (2) 1,28 (2) 0,57 (2) 

Mazowieckie 57,52 (1) 278,30 (2) 3,06 (1) 2,71 (1) 3,14 (1) 

Opolskie 31,43 (14) 214,96 (11) -0,25 (8) -0,23 (8) -0,38 (10) 

Podkarpackie 33,71 (12) 226,23 (9) -0,12 (7) -0,33 (9) -0,79 (14) 

Podlaskie 38,98 (6) 211,19 (13) -0,70 (14) -0,44 (11) -0,64 (13) 

Pomorskie 46,02 (4) 264,06 (3) 0,13 (6) 0,74 (3) 0,51 (5) 

Śląskie 31,43 (5) 242,43 (5) 0,30 (3) 0,41 (5) 0,32 (6) 

Świętokrzyskie 24,97 (16) 155,63 (16) -0,33 (9) -1,47 (16) -1,02 (16) 

Warmińsko- 

Mazurskie 

34,38 (10) 238,81 (6) -1,05 (16) -1,10 (15) -0,42 (11) 

Wielkopolskie 30,08 (15) 207,33 (15) 0,19 (5) -0,15 () 0,53 (4) 

Zachodnio- pomorskie 37,68 (7) 230,86 (8) -0,61 (12) -0,48 (12/13) -0,31 (8) 

Source: own study on the base of GUS and EUROSTAT 

 

Though the economic importance of the culture sector in the provinces of Warmińsko-Mazurskie 

and Zachodniopomorskie corresponded to the national average, however, it was lower for the 

creative industries not belonging to the culture sector. In the provinces of Świętokrzyskie and 

Podkarpackie the importance of the culture sector and creative industries was approximately two 

times lower than in the whole country, it was also relatively low in the provinces of Opolskie, 

Podlaskie , Lubuskie. 

 

Only several provinces to a significant extent contributed to the total participation of these 

industries in total employment and value added (c.f., maps 2 and 3).  Mazowieckie accounted for 
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more than 20% employment and more than 35% value added  in both categories under analysis, 

and together with the three other provinces, namely: Śląskie, Małopolskie and Dolnośląskie  - for 

more than 50% total employment. 

 

The concentration of  activity in these industries is illustrated by the fact that five provinces of the 

greatest significancein their production on the nation level  represent 75% of domestic production, 

whereas five provinces of the least significance, namely: Podkarpackie, Lubuskie, Podlaskie, 

Opolskie, Świętokrzyskie, together accounted for less than 10% employment and approximately 

5% total value added.The province of Pomorskie, in which the culture sector and creative industries 

were of relatively great importance, on the national scale contributed only slightly to their 

dimensions –only 6%employment and 7% value added in total. 

 

The participation of the culture sector and creative industries in the value added of the Polish 

economy in 2012 and 2014, which was 2,32% and 2,38%, respectively, indicates that their 

economic importance was lower than the average in Europe, and significantly lower than in the 

leading countries such as Great Britain, France, Finland, Norway and Denmark (in respect of the 

data for 2012). Poland still has a relatively traditional economic structure and is characterized by  

a relatively low, though growing, workforce productivity (Sługocki W., 2012). 

 

The cause of concern is not as much the gap between Poland and the EU15 countries, but rather 

the fact that the neighboring countries, such as the Czech Republic, Slovakia, the Baltic States , 

overcome and span this gap much faster. It results to a great extent from their ability to relocate the 

production factors to the most productive re-engineering branches.  However, they are not creative 

industries in the meaning presented above.  

 

In the countries of our region, the fundamental mechanism of growth is the adaptation of 

technologies and innovations coming from more developed countries (Drab-Kurowska A., 2013).  

Thus, creativity understood as the generation of innovations is not their fundamental mechanism 

of growth. However, it should be remembered that this problem does not apply only to Poland, but 

to the whole European Union. It was the underlying issue of the Lisbon Strategy, which, however, 

incorrectly defined the causes of deficits and the objectives and ended up in a failure. Comparing 

the Polish creative industries with these in Great Britain (in 2012) it can be seen that  half of the 

Polish value added was generated in the following businesses: advertising, publishing and 

broadcasting, whereas in Great Britain, software, computer games and electronic publications were 

of the greatest importance and generated almost 43% of the total value added of British creative 

industries.  

 

The above-average value added per worker in the Polish creative industries was observed in 

relatively capital-intensive sectors, such as broadcasting, cable TV services, recordings, Thus it 

results to a greater extent from the highly advanced technical infrastructure equipment 

(considerable investment and use of physical capital per worker)   than from exceptional 

organizational efficiency or intensive use of human capital (which can be understood as a collection 

of traits, rare skills, abilities, knowledge, etc.).  

 

Creativity understood as the ability of using the existing technologies in a way leading to original 

solutions is also quite rare in Poland. In countries, which are successful in this area, such as Great 

Britain and Estonia, the programs supporting the development of creative companies are focused 
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on creating favorable conditions  for entrepreneurship, either through infrastructure or access to 

sources of financing, also such unusual as for instance  the business angels. The lack of such an 

approach in Poland may turn out to be an important barrier in the development of an economy 

based on creativity and innovation.  

 

7. Infrastructural development – impact of projects in the province of Śląskie – 

case study 
The ZPORR/INTERREG (Integrated Regional Operational Program)  projects (57 implemented in 

the province of Śląskie ) may serve as an example of the impact of infrastructural development on 

the development of creative and cultural industries. The projects most frequently related to 

improving access to cultural, sports and recreational services at the local level and the aesthetics 

and development of public space. Numerous projects implemented within the Integrated Regional 

Operational Program ZPORR, which concerned the restoration of historical objects and space, 

favored the preservation of the tangible cultural heritage and highlighted them. There is no doubt 

that thanks to the co-financing within the ZPORR (Integrated Regional Operational Program), the 

technical condition of cultural buildings, indicated as poor, was improved to a certain extent. More 

than half of the projects could potentially translate into (though to highly varying degrees) 

enhancing the tourism attractiveness of the region. Four projects boosted the development of 

metropolitan areas : projects related to supra-local (regional) cultural infrastructure and educational 

infrastructure in arts. According to the respondents, the projects which were implemented 

contributed mainly to improving the aesthetics of space, to the creation of new showpieces of the 

locality and also to increasing the pride of its inhabitants. Thank to this the cities and communes 

are perceived as more dynamic and active, and the inhabitants have a sense  of achievement and 

feel that things depend on them. As a rule, this was more evident in smaller localities. In general, 

the impact of projects analyzed within this case study on the creation of social capital is small. The 

project implemented within ZPORR and INTERREG (57) to a limited extent related to cultural 

diversity, multi-cultural traditions and the history of the province. Only few projects were 

implemented in cooperation with other territorial self-government units. The projects,  while being 

implemented or when their implementation is finished, to a very small extent involve local 

associations or non-governmental organizations, neither do they activate local communities. Quite 

frequently , cooperation goes on well only between units of the same character, for instance, joint 

undertakings of self-government cultural institutions within a given commune or between cultural 

institutions of the same type, e.g., museums. Few projects had the potential to generate broader 

forms of cultural cooperation within or outside the region. None of the projects initiated a broader 

cooperation between the cultural milieu and business. Neither did they result in joint cultural 

projects of the private and public sector. As granted, the co-financed projects under analysis were  

non-profit, i.e., they were not aimed at making any profit. Taking into consideration the non-profit 

character of the investments, that  by nature weakens their economic impact, it should be borne in 

mind that they differ in the strength of impact on the growth of economic activity and structural 

changes. Out of 57 co-financed projects under analysis , indirect economic impact may apply to at 

the most 24 of them (43%). What is more, projects of local (endogenous) character were prevailing.  

According to the estimates, there are 14 projects (about ¼ out of all projects under analysis) of 

exogenous character, i.e., with the impact exceeding the commune they were implemented in. 

These are undertakings of a supra-local character, which create a new tourist attraction or 

significantly improve cultural services. In the light of the answers given by the beneficiaries 44 co-

financed projects contributed to the creation of 151 new jobs. Approximately 1/3 of implemented 



 6th Central European Conference in Regional Science – CERS, 2017  - 764 - 

 

projects did not create any jobs. The estimation of total multiplier effects (supply, income and 

tourism multiplier effects)  generated by the co-financed investment projects indicates that each 

new job created at the beneficiary’s renders it possible to create from 0,33 to 1,46 additional jobs 

in the  investment environment (the value of the multiplier from 1,330 to 2,459, respectively), Thus, 

irrespective of being employed at the institutions-beneficiaries, 151 workers created in their 

environment from 50 to 220 additional jobs.  

 

The investments made encourage new initiatives and business activity in two cases: if they create 

a new, perceptible tourist attraction or a recreational facility that attracts visitors from outside of 

the commune and if they significantly extend the stay of a tourist/visitor to a given place thanks to 

vital improvements, development or fundamental changes in the offer of the already existing 

attraction (tourist, recreational or cultural attraction) (Studzieniecki T., 2003). The translation of 

an investment project related to culture and tourism  implemented by a public institution into the 

development of private unincorporated enterprises in the investment environment depends also on 

the ability of a given institution, its willingness and openness  to cooperate with private companies 

(Wanagos M., 2000). This is also linked with the question whether such an institution, while 

fulfilling its fundamental mission, is capable itself to conduct income-generating activities. 

Moreover, historically evolved traits and predisposition of institutions and inhabitants of a 

commune are of importance, e.g., the existence of long-established entrepreneurial traditions in the 

commune or their lack. In the latter case, the stimulus (e.g., the new demand for  souvenirs, food 

services)  provided by the projects for new private enterprises to act in the broadly understood 

culture and tourism may not be used. A review of the  factors of location  in various branches 

indicates that the direct impact of projects related to tourism and culture on the investment 

attractiveness of the Śląskie province and its communes and counties for external entrepreneurs, 

including foreign companies not related with culture and tourism, is small. It follows from the 

hierarchy of factors of location, where those related to culture and tourism are not the most 

important ones and most frequently they are considered in the post-investment stage, not at the 

moment of decision-making. At present, the impact of projects related to culture and tourism on 

the growth of investment attractiveness is mainly of an intermediary character. There is no doubt 

that these investment projects contribute to the improvement of the quality of life and image of 

individual communes and the  region. In this way, they can weaken the negative demographic 

trends, first of all,  the emigration of young and skilled workers. The investment projects perceived 

by the very beneficiaries as those which affect the investment attractiveness of the commune are 

mainly related to two groups of activity:  restoration of historical centers of cities, revitalization of 

post-industrial zones  and the development of new tourism and recreational infrastructure. A vast 

majority of the projects examined in this case study (10 out of 12) contributed to strengthening or 

improving the positive image of the institutions implementing them as well as the communes where 

they were implemented. However, many of these projects, having an effect at the most on the 

county scale, are discerned, recognized and appreciated mainly locally, and if they are recognized 

more broadly,  it is at the most at the sub-regional level.  Pszczyna is an exception, where the 

projects as the only ones are recognized in the regional and supra-regional scale. The 

recognizability of a project is also determined by the ability of the implementer to create positive 

media coverage and releases. Poor knowledge about  the projects among the inhabitants from 

outside the sub-region where the projects are implemented and their poor presence in the media 

would seem to evidence that the newly-established and enhanced attractions are not promoted 

sufficiently enough or are underused to create events and cultural and tourist offers that would have 

a broader response in the  media and would significantly enhance the popularity of a given location.  
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8. Conclusions 
While discussing infrastructural projects and their impact on the sector of cultural and creative 

industries,  it should be stated  that, by nature, the tangible outcomes of projects  (restored and 

modernized cultural buildings, newly-built objects and elements of road, recreational 

infrastructure, etc.) are durable, at least in a short-time perspective, since the beneficiary, when 

providing an account for the project,  must indicate the product and result indicators assumed in 

the application . 

 

Looking at the problem from the perspective of the adopted broader outcomes, the issue is much 

more complicated. The sustainability of project outcomes in a short-term perspective (max. 5 years)  

may be significantly strengthened or weakened by external factors and trends relating to the project 

within an institution or commune, where the project was implemented ( e.g., changes in staff at the 

institution – leaving work by people, who from the very beginning implemented the project–is 

treated as a significant weakening factor, employing new staff members who are open to new ideas 

and ways of fulfilling the institution’s mission – as a strengthening factor, the financial situation of 

the commune connected , among others, with the proceeds to the commune budget from corporate 

income taxes and taxes from physical persons). An equally great impact, particularly on the 

generation of income by enterprises and institutions of the creative industry sector and on supra-

local outcomes of cultural institutions, is exerted by general trends in the economy of a given region 

and the functioning of sub-regional economies, especially sub-regional grow the enters, general 

trends on the national and international market, chance events not directly connected with the 

commune and even with the region, which however significantly affect (either favorably or 

unfavorably) the dimension and directions in consumption of  products in the sector of  cultural 

and creative industries in a given year, investment projects of a similar character (competitive with 

the project) or complimentary projects implemented in neighboring communes or in a given sub-

region. For example, the still persisting symptoms of the economic crisis or uncertainty as far as 

overcoming the crisis is concerned, and natural disasters which affected Poland in 2010, had a 

significant impact nation-wide on the value of the sector, which was smaller than in 2009. The 

ability of given institutions to develop, create on the basis of the modernized or newly-established 

infrastructure an interesting, attractive varied products that would satisfy the needs and 

expectations of users or that would offer a completely new quality  on the scale of a commune or 

sub-region, capable of attracting and then retaining potential and existing customers,  is also an 

issue of great importance. A factor which favors and enhances the sustainability of projects in a 

long-term perspective is their continuity, if they were a part of a broader investment project, or 

their complementation with smaller projects implemented  from the commune’s own resources or 

with available external funding other than the  funds from the ZPORR Integrated Regional 

Operational Program.  

 

Summarizing the research and observation results, it can be stated that from the point of view of  

the force of positive impact, in a theoretical sense, three main types of projects (in terms of their 

internal features and character ) can be distinguished, having impact on the development of 

infrastructure, which in turn affect the culture and creative sector . The first type comprises  such 

undertakings, which due to their scale and innovativeness, have a chance to change the current 

development  path of a given locality  and constitute a new base for the local economy. This type 

of flagship projects are very rare and exceptional both in  Europe and also globally. No wonder 

they do not  appear in this case study. The second type comprises  projects which enhance 
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competitive advantage of the locality through strengthening and developing its current functions, 

and which are at the same time accepted by the inhabitants.  The third type comprises such projects 

which affect mainly the quality of life in a locality or commune, but since they  fit in well into the 

character of the locality (e.g., cultural landscape) and needs of the inhabitants, they may in a long-

term perspective, when other complimentary actions are undertaken and the socio-economic 

situation is favorable, aspire to  be included in the second type of projects; and in connection with 

the theory of R. Florida mentioned in the Introduction, they may contribute strongly to the 

development of the sector.  
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