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Initiator’s Foreword 

Unlike elsewhere in the world, there has been 
little discussion here in Switzerland about creative 
industries and their relevance. This report signals a 
change. The Offi ces for Economic Development in 
the Canton and City of Zurich are getting the ball 
rolling by asking some pertinent questions: What is 
meant by «creative industries»? What role does this 
complex of branches play in Zurich’s location? And 
what can be done – in the sense of cluster develop-
ment - to foster them?

Those enterprises which come under the um-
brella of creative industries all engage, on a com-
mercial basis, in art-related and creative production, 
its facilitation, as well as the medial distribution 
of its related goods and/or services. Its range in-
cludes everything from the music, books, art, design, 
architecture and fi lm industries to the ensemble of 
a performing arts troupe. This creative sector pro-
duces high-quality, innovative jobs, and through 
the use of its network of creative institutions, busi-
nesses and private individuals, forms an impor-
tant element of structural change in the evolve-
ment of a modern knowledge-based economy. 
Creative industries are, by nature, locally-tied to 
their surroundings – often even downright «small-
scale urban». And yet, they often have global links 
which provide them, at least potentially, with an in-
teresting supply of export goods. Creative indus-
tries need «raw materials» and Zurich certainly pro-
vides them in great quantities with its highly special-
ized, open and tolerant community; strong fi nancial 
power; service-oriented industries; as well as its 
cosmopolitan make-up and high quality of life – it 
certainly offers a potential not to be passed up.

Zurich’s creative industries display a sizable la-
bour force and turnover potential. The following 
analysis reveals an economic sector comprised of 
independently functioning markets which forms 
close ties, as well, to other branches like the tour-
ism and information and communication technol-

ogy sectors (where it performs a strategic role as 
«content carrier»), as well as the fi nancial sector.

Yet despite these positive fi ndings, the need for 
action is clearly imminent. Leading market par-
ticipants in creative industries fi nd Zurich’s loca-
tion increasingly lacking in international recognition 
– despite evidence of a growing demand. Focused 
measures are a must if any further loss of ground is 
to be avoided and creative industries are to be bet-
ter utilized, their network improved and their prom-
ising potential more effectively developed.

Our objectives in this report are twofold: fi rst, 
we would like to set things in motion by discussing, 
here at Zurich’s location, the great potential found 
in creative industries. We also seek to motivate re-
presentatives from economics, politics and admin-
istration, to take on the challenge of collectively 
cultivating and strengthening these trend-setting 
industries, since it is the so-called «creative class» 
who are always searching globally for a good loca-
tion to reside and develop new ideas. Zurich should 
be the fi rst address for the creative and culturally 
active.

We would like to thank the authors of this re-
port for their outstanding engagement, as well as 
the branch representatives whose contributions to 
the studies on which this report is based, made for 
a very fruitful collaboration. And lastly, we are in-
gratiated to Zurich Cantonal Bank, for its invaluable 
support.

 Anita Martinecz 
 The Canton of Zurich, Economic Development

 Robert M. Blancpain 
 The City of Zurich, Economic Development
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Summary

The following synthesis report on Zurich’s crea-
tive industries brings together the fi ndings from an 
empirical-quantitative study as well as an interac-
tive-qualitative study*. It takes a comparative as 
well as comprehensive look at the economic data 
and knowledge of the processes in relationship to 
those people standing behind them and their pro-
jections for the future of this industry.

Those enterprises which come under the umbrel-
la of creative industries all engage, on a commer-
cial basis, in art-related and creative production, 
its facilitation and/or the medial distribution of its 
related goods and services. From a selection of 
culturally-related industry branches, the following 
have been defi ned here as comprising the crea-

tive industries in a narrower sense: the music in-

dustry, literature and book market, art market, fi lm 

industry, performing and entertainment arts, design 

industry and architecture. This core group is ex-

tended through the creative industries in a broader 

sense. Included are the related markets – e.g., ad-
vertising industry – as well as selected economic 
sectors of the media branch, refl ecting creative in-
dustries‘ state of constant fl ux as well as strong inter-
locking with technological-medial branches. 

The Most Signifi cant Empirical-Quantitative Findings 

In 2001, there were approximately 8,000 (City: 
4,000) operationally-active creative enterprises in 
Canton Zurich’s (Zurich City’s) creative industries 
ranging from the music, books, art, design and ar-
chitecture industries to the fi lm and performing 
arts industries. Within these creative branches, or 
sub-segments, most of the approximately 36,700 
(City: 22,400) people found viable jobs. Calcu-
lated at a full-time equivalent, this comes to 30,700 
(City: 19,000) jobs, reaching a total turnover of ap-
proximately CHF 8.3 bn. (CHF 5.1 bn.**). Accord-
ing to a conservative estimate, that’s a gross val-

ue added of at least CHF 3.3 bn. (CHF 2 bn.) for 

Canton Zurich’s (Zurich City’s) creative industries. 
This refl ects a relative contribution of 3.7% (4.3%) 
to the Gross Domestic Product (GDP) in Canton 
Zurich (Zurich City).

Looking solely at these base values, Canton 
Zurich’s creative industries already exhibit a consid-

erable labour force and turnover potential. Analy-
sis reveals an economic sector comprised of inde-
pendently functioning markets, the strongest sub-
segment being the design and advertising industry, 
with approximately CHF 2.8 bn., followed by the 
book, literature and press markets with approxi-
mately CHF 1.8 bn. and the architecture industry 
with close to CHF 1.5 bn. turnover.

When comparing Zurich with other metropoli-

tan regions of Europe, similar numbers can also be 

seen in part. In 2001, employees in the creative in-
dustries made up approximately 4.9 % of the total 
Canton Zurich labour force, while in Berlin in 2002, 
it was estimated at roughly 4.5 %, and in Vienna, 
approximately 4.3 %. 

When comparing those 36,700 employed in crea-
tive industries in 2001 with the 47,000 employees 
in the banking institute – Zurich business location’s 
key branch – the signifi cant relative importance of 
creative industries becomes evident. In terms of 
comparison, the offi cial employment statistics show 
mechanical engineering with just a marginal 16,500 
employment fi gure.

Moreover, a comparison with the fi nancial indus-
try points to an important structural characteristic 
of creative industries: for the 47,000 employees in 
the banking institute there were approximately 750 
enterprises, while in the creative industries there were 
8,000 enterprises for 36,700 employees. In other 
words, creative industries are mainly composed of 
small and smallest business enterprises.

* Both studies (in German) can be downloaded under 

www.kulturwirtschaft.ch.

* *1 EUR � 1.5 CHF
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The Most Signifi cant Interactive-Qualitative Findings

The creative industry is understood here as a 
functional process and viewed from within the con-
text of current development in urban economies. 
For this purpose, creative industry market parti-
cipants (organisations as well as individuals) and 
their interchange have been examined. What has 
emerged, among other things, is a relational land-

scape of the individual sub-segments of the crea-
tive industries, granting novel insights into their 
structures as well as the geography of their self-

perception. This approach has enabled key processes 
to be identifi ed, conjectures reached and the need 
for action in the continued successful development 
of Zurich’s creative industries to be expressed. 

If the innovation potential of creative industries 
is to be turned into a sustainable value, more room 

must be made – both in the literal and abstract 

sense of the word:

 •  For optimal development, creative industries re-
quire their own space based on the elements of 

proximity and cooperation, so that they may 
collaborate actively and strategically in the clus-
tering process of their market participants. 

 •  Creative industries require the appropriate city 

spaces and facilities which are refl ective of their 
character: (cultural) innovations are seldom root-
ed in upscale quarters of the city offering opti-
mal profi t, but found instead in areas where fl ex-
ible, as well as spontaneous, usage is possible and 
small business owners can manage the rent.

 •  Creative industries require enough (and fre-
quently new) areas of identifi cation. This calls 
for a formation of new «public destinations»
– along side those already existing – which seek 
to foster a creative Zurich.

 •  Since market participants increasingly move be-
tween the public, private and intermediary sec-

tors, (better) use should be made of the capil-

lary interrelationships among these three sec-

tors, and in turn, the corresponding structures, 
platforms and offers be developed.  

 

In conclusion:
Zurich – unlike most other locations in Switzer-

land – offers an opportunity to view creative indus-
tries as a part of a larger economic strategy, ena-
bling a more decisive use of its potential. Both the 
quantitative and the qualitative studies substan-
tiate this.

 
However, Zurich still has some hills to climb – 

at least this is what market participants observe, 
viewing things from inside the process. Branch in-
dustries, despite how heterogeneous by defi nition, 
need to improve their networking among them-
selves. While market participants interact with one 
another within the creative industries, they often 
lack a common platform and common interests, 
and consequently, the commonly realized goals. 
Zurich’s creative industries are also primarily a part 
of the domestic sector at present, and thereby 
weakly developed in some areas, undercapitalized 
and lacking in a strong international network, lead-
ing to losses in value added potential and dynamic. 
To add to this, creative industries in Zurich (and 
Switzerland) have not yet managed to make use of 
the signifi cant demand potential of large Swiss and 
international customers. 

These studies supply the necessary ground ma-
terial needed to commence overdue debates in the 
areas of economics, administration and politics.
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Background and Hypothesis

The empirical-quantitative study shows many 
promising results: Zurich’s creative industries ex-
hibit a considerable turnover and labour force po-

tential and an above-average growth rate. On the 
downside, they seem to be losing their relative im-

portance in the international arena due to a lack 

of awareness. Even in Switzerland itself, little men-
tion is made of the possible potential this complex 
of independently functioning industries could pro-
vide as a content carrier to other service branches 
and to the export industry. Underestimated aspects 
at Zurich’s location include the function of creative 
industries as a national centre, the networking and 
interdependency between the individual industries, 
as well as between the creative industries and the 
overall economy.

If the signifi cant potential creative industries dis-
play within Zurich’s urban economy is to be better 
positioned and made into sustainable values, new 
strategy approaches must be formed.

Defi ning Creative Industries – 
A Three-Sector Model

The coined term «Kultur/kreativ + Wirtschaft» 
(in Great Britain, the «cultural/creative industries») 
is comparatively new to Swiss ears, while in Great 
Britain, as well as in other neighbouring countries 
like France (industries culturelles), Germany (Kul-
turwirtschaft), Austria (Kreativwirtschaft), Spain 
(industrias de la cultura) and Canada (arts and cul-
ture industries), it has already been common knowl-
edge for years.

The creative industry centres around creative 

operations within a private industry sector. It is 

these enterprises which engage on a commericial 

basis in artistic/creative production, its facilitation 

and/or the medial distribution of its corresponding 

goods and services.

When taking this private industry (creative in-
dustries) segment into account in viewing the over-
all cultural sector, a three-part model arises com-
prised of three sectors: the state, the civil soci-

ety and the economy. In the public sector, the 
state promotes art and culture through its legal in-
struments, guaranteeing primary cultural needs. In 
the intermediary sector, non-profi t associations and 
organisations offer further cultural services. And 
in the private sector, the private industry-oriented 
creative industries defi ne themselves in accordance 
with an independent branch logic.

This three-sector model (see Illustration 1) is cur-
rently a topic of discussion in various federally struc-
tured European countries. Analysis of artist bio-
graphies hints as well to the gaining signifi cance of 
interactive ties among the above mentioned three 
sectors. Due to shrinking public fi nancial support, 
very few artists are exclusively active in the public 
sector, with the trend moving toward interaction in 
and between all three sectors. 

 
These reciprocal relationships also show up at 

the structural level. The book trade augments it-
self in several respects through the librarianship; 
music schools use specialized music dealers; gal-
leries are closely linked to art associations and art 
museums; and publicly-fi nanced orchestras, public-
legal broadcasting, private concert entities and the 
phono industry are also forming similarly symbiotic 
relationships. This trend toward hybrid structures is 
echoed in the interviews (s. Studie II) with creative 
industry representatives: artists and creative market 
participants, alike, move with pleasure and purpose 
among the various branches and sectors. It is be-

[1.1] Hypothesis and Defi nition

[1] Zurich’s Creative Industries 
 Function, Defi nition, Classifi cation
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coming increasingly diffi cult to classify them into 
any distinct groups. 

[1.2] The Role of Zurich’s Creative
  Industries in the Urban Economy 

Zurich’s Creative Industries in a Knowledge-

Based Society and Economy: Relational Assets of a 

Region, Concept of Embedding

Since the 90ies, knowledge has come to play 
an increasingly centralized role in urban and me-

tropolitan economies. For this reason, knowledge-
intensive services take some of the responsibility for 
the transformation process of functional economic 
areas. According to US scientist Richard Florida, a 
knowledge-based economy is primarily surround-
ed by a net of creative institutions, enterprises and 
individuals, initiating and implementing techno-
logical, economical, societal and cultural innovations. 
Creative industries, as defi ned, are a part of such 
creative networks, fulfi lling an important function 
in the successful development of urban and metro-
politan economic areas.

Illustration 1: A Three-Sector Model. An understanding of the capillary interrelationships between the three sectors is essential to a future-oriented 
policy formation. (Illustration from: Kulturwirtschaft Schweiz, cover page)
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It is not surprising that creative industries have 
established themselves as an element in the inno-

vation or economic policy of many European coun-
tries. European cities and regions have also been 
launching related activities in recent years.

Particularly from a regional economic perspec-
tive, creative industries play a decisive role in the 
structural change of urban or metropolitan econo-
mies. They are closely linked to increased ability to 
compete in the form of increased entrepreneurship, 
innovation capability and value added systems (s. 
also New Federal Regional Policy). 

Internationally, Zurich’s economic area belongs 
to the few economically important locations to 
have developed practically no strategic approach-
es up to now in the area of creative industries. 
If Zurich City Region seeks to develop such strate-
gies, it fi rst needs to gain the necessary know-
ledge of its territorial specifi cities, i.e., the exis-
ting regional characteristics, perhaps even idiosyn-
crasies. This would include every potential, every 

ability, every form of human capital and each net-

work which is specifi c to the region – elements de-
fi nable as the relational assets of an economic area. 
These are characteristics which are diffi cult to mi-
mic, imitate, i.e., transfer to any another location. 
They form a knowledge base which provides a re-
source for strengthening competitive ability, which 
in turn can then be put to strategic use. Economic 
policy measures would then need to be fi xed in or-
der to enable the establishment and development 
of the relational assets of the respective regions, 
providing the location with strong relative signifi -
cance among global competition. 

This is critical because a location can still lose its 
standing despite its regionally-specifi c, unique pro-
fi le – for instance, if another location is better able 
to position its potential. Such a development could 
critically effect Zurich’s location since not only the 
creative industries would suffer in terms of ranking / 
signifi cance, but also the related network branches 
which could then lose one of the most important 
transformers of the innovative processes. For this 
reason, this complex of creative industry branches 
is critical to Zurich’s location.

 

[1.3] Classifi cation of Creative 
 Industries– Statistical Boundaries
  and Relational Landscape 

Statistical Boundaries 

Creative industries have not yet found their way 
into any classifi cation of economic sectors. What’s 
needed is a reclassifi cation which groups indivi-
dual branches into sub-segments by combining a 
thematically fi tting catalogue (what belongs to a 
future-oriented defi nition of creative industries?) 
with the current empirical-quantitative classifi ca-
tion (what relevant data has already been docu-
mented?).

From a selection of culturally-related industry 
branches, the following have been defi ned as be-

longing to the creative industries in a narrower 

sense: the music industry, literature and book mar-

ket, art market, fi lm industry, performing arts, de-

sign industry and architecture. This core group is ex-
tended through the creative industries in a broad-

er sense. For example, the music industry is unthink-
able without the phono industry. And the same can 
be said for the fi lm industry, which is greatly infl u-
enced by TV productions and the broadcasting es-
tablishment. From an economic point of view, this 
mutual inter-exchange refl ects what’s really going 
on in the branches. Cultural operations, in a broader 
sense, only generate a portion of these culturally 
relevant economic activities.
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Creative Industries, in a Narrower Sense Creative Industries, in 
a Broader Sense

Music Industry*
Branch Descriptions (Selection): Composers and Music Arrangers, 
Sound Carrier Industry, Music Publishers, Musical Instruments Retail 
Industry, Music Supplies, Ballet Troupes, Orchestras, Bands, Choirs, 
Sound Recording Studios  . . .

Phono Industry 

Book and Literature Market* 
Branch Descriptions (Selection): 
Writers, Journalists, Press Photographers, Book Retail Industry, Trade 
Journals, Book Publishing, Libraries and Archives ... 

Press Market

Art Market*
Branch Descriptions (Selection): 
Visual Arts, Restoration, Retail Art, Museums and Art Exhibitions ... 

Arts and Crafts 

Film Industry / TV Productions* 
Branch Descriptions (Selection): 
Film and TV Actors, Film and Video Producers, Film Rentals, and 
Video Program Providers, Cinema, Broadcasting Services/TV 
Institutions and related businesses ... 

Audio-Visual Market

Performing Arts* 
Branch Descriptions (Selection): 
Artists, Theatre Troupes, Theatre and Concert Organizers, Opera 
and Playhouses, Concert Halls and similar establishments, Vaudeville, 
Cabaret, other cultural offerings (Circus, Puppet Theatre, etc.)... 

Audio-Visual Market

Design* 
Branch Descriptions (Selection): 
Industry Designers, Graphic Designers, Communications Consultants ...

Advertising

Architecture* 
Branch Descriptions (Selection): 
Architecture, Interior Architecture, Landscape Architecture ... 

Architecture 
(in a broader sense)

plus

* Only the private industry sectors portion of the mixed economies or largely public institutions, according to the defi ntion of creative industries, 
have been examined. (Section 1.1).

Table 1: Creative Industries Profi le, in a Narrower, i.e., in a Broader Sense, based on the Nomenclature of General Activities NOGA. (For detailed 

methodical derivation s. Studie I )

plus

plus

plus

plus

plus

plus
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Relational Landscape – Interrelationships 

Basing an analysis of political strategy-fi nding 
processes on offi cial economic statistics is advan-
tageous for the obvious fact that the data offers 
credibility. However, the data does not model the 
functional relationship of the sub-segments within 
the industry. Creative industry enterprises are often 
operational in multiple sub-segments, which them-
selves are functionally interlinked to complex value 
added chains. Creative industry enterprises de-
scribe their branches differently than the statistics 
on a piece of paper do.

For this reason, the geography of the data (sta-
tistics) in this project has been enhanced through 
a complementary geography of self-perception de-
picted in the form of a relational landscape. This 
complementary way of observing is new and 
forward-thinking for the area of creative industries 
because the individual methods mutually enhance 
one another.

The relational landscape presented here (cp. 
Illustration 2) is the result of an interactive process 

undertaken with representatives from various sub-
segments. Laid out is a matrix of information de-
picting the structural characterizations of the indi-
vidual sub-segments and their functionally inter-
twining patterns. The circles represent the different 
sub-segments of the creative industries through a 
superordinated structure and inner differentiation. 
The size of the circles corresponds to the relational 
size of the sub-segments on the basis of employ-
ment fi gures. The lines between the individual sub-
segments are an incomplete and non-quantitative 
depiction of the interactions and division of labour 
links between the different branches. This relational 
landscape has enabled core activities, strategic as-
sets and central axes of interaction within Zurich’s 
creative industries to be identifi ed and made visible 
(cp. Section 2.3). This illustration should be useful 
(as well as expandable) in future research made on 
value added processes, entrepreneurial and branch-
specifi c developments as well as in discerning 
future potential.
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[2] Portraits of Zurich’s Creative Industries
 Facts and Figures

[2.1] Empirical-Quantitative Portrait 
 

In 2001, there were approximately 8,000 (City: 
4,000) operationally-active creative enterprises in 
Canton Zurich’s (Zurich City’s) creative industries, 
ranging from the music, book, art, design and ar-
chitecture industries to the fi lm and performing arts 
industries. Within these creative branches, or sub-
segments, most of the approximately 36,700 (City: 
22,400) persons found viable jobs. Calculated at 
the full-time equivalent this comes to 30,700 (City: 
19,000) positions, which reaches a total turnover 
of approximately CHF 8.3 bn. (City: CHF 5.1 bn.). 
According to a conservative estimate, that’s a gross 
value added of at least CHF 3.3 bn. (CHF 2 bn.) for 
Canton Zurich’s (Zurich City’s) creative industries. 
This refl ects a relative contribution of 3.7% (4.3%) 
to the Gross Domestic Product (GDP) of Canton 
Zurich (Zurich City).

For nearly all the values attained for Zurich’s 
creative industries, Zurich City makes up at  least 

50% of Canton Zurich’s total values, while Can-

ton Zurich amounts for approximately one fourth 

of the total values for Switzerland’s Aggregate.
Looking solely at these base values, Canton 

Zurich’s creative industries already exhibit a con-
siderable labour force and turnover potential. The 

analysis refl ects an economic sector comprised of a 
complex of independent markets.

Comparing the 36,700 employees in the crea-
tive industries in 2001 with the 47,000 employees 
of the banking institute - Zurich business location’s 
actual key branch – the signifi cant relative impor-
tance of the creative industries becomes evident. 
Of comparative note, offi cial employment statistics 
have shown mechanical engineering to hold a mar-
ginal 16,500 employment fi gure.

Moreover, a comparison with the fi nancial indus-
try points to an important structural characteristic 
of the creative industries: for the 47,000 employ-
ees in the banking institute there were approxi-
mately 750 enterprises, while in the creative indus-
tries there were 8,000 workplaces for 36,700 em-
ployees. A refl ection, in other words, of the pre-

dominately small and smallest business enter-

prises, often even single-person business enter-

prises, operational in the creative industries.

Illustration 4: Share of Creative Industries 
in the Overall Economy in %, 2001
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Illustration 3: Benchmark Data in 
the Creative Industries, 2001

Zurich Zurich 
CityCity

Canton Canton 
ZurichZurich

Number of  OperationsOperations� 3 961 8 013 33 453�

Labour ForceLabour Force�� 22 412 36 744 141 437
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Labour ForceLabour Force�� 18 928 30 686 117 536
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Viewing the share of creative industries in the 
overall economy, Zurich’s values come in strik-
ingly over the Swiss average. In some parts, the 
percentages for Zurich City are astonishing: while 
the share of enterprises for the whole of Switzer-
land is close to 9%, Zurich City’s is substantially 
larger at 15%. In terms of labour force, produced 
turn-over and gross added value, Zurich City shows 
itself to be a remarkable centre for creative in-
dustries in Switzerland. Add to that the across-
the-board above average values for Canton Zurich, 
and what emerges is a strong potential for the de-
velopment of a creative industries cluster, even if 
just from a purely statistical viewpoint.

This correlates to the observations made by in-
terviewed market participants that only Zurich City 
Region provides the size and variability of a com-
prehensive creative industry network.

Looking at the 5 % labour force development in 
the creative industries between 1995 – 2001, this 
ratio refl ects, as expected, faster growth than in the 
overall Swiss economy. This impressive increase in 
employment is quite amazing, given the dynamic 
activity already prevalent in the creative industries. 
Add to that the increase in Canton Zurich of 16% 
(Zurich City 25%), and it becomes evident that this 
branch segment has become increasingly signifi -
cant. Noticeable as well, is the way in which this 
region was able to profi t from this branch segment 
during the time period studied.

A detailed look at the individual sub-sections (s. 
Studie I) confi rms this.

The design/advertising industry displayed the 
strongest turnover with over CHF 2.8 bn. for 2001, 
followed by the book, literature and press mar-
ket with approximately CHF 1.8 bn. and architec-
ture with a CHF 1.5 bn. produced turnover for Can-
ton Zurich. Likewise, Studie I shows clearly that the 
turnover-related share of Zurich’s creative industries 
in the values for Switzerland lie by over 25%. The 
highest values show up under the design industry 
being over a third of the overall Swiss turnover vol-
ume, and the fi lm industry at nearly 30%. Zurich 
City amounts for over 50% of Canton Zurich’s turn-
over in all of the sub-sections.

Key to any discussion regarding creative industries 
is Zurich’s balanced employment structure across 
all the individual branches. Zurich doesn’t convey 
the image of a mono-structure, a dominating sub-
segment due to the presence of some big corpora-
tion.  Instead, it appears to be a well-balanced 
branch-mix, well-suited to forming the basis of a 
cluster management.
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Illustration 6: Turnover in Zurich’s Creative Industries 
(in a narrower sense/in a broader sense) in CHF m* 2001
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From an empirical-quantitative perspective, 
Zurich – like almost no other part of Switzerland – 
offers the possibility to position its creative indus-
tries within a larger economic strategy. This be-
comes even more evident when looking at several 
studies* which have independently arrived at the 
same conclusion: that Zurich – particularly the city – 
is moving increasingly away from being a produc-
tion location and increasingly toward being a ser-
vice platform. 

* e.g.: Standortmonitoring Wirtschaftsraum Zürich 2004, Greater Zurich 

Area, September 2004 or Wertschöpfung im Kanton Zürich, Entwicklung

von Regionen und Branchen 1980 bis 2005, Zürcher Kantonalbank,  

2001
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Illustration 7: Branch Distribution in %, 2001
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Enterprise Structure

Growth Potential

Personnel Structure

Gender Aspects

Regional Qualities

Creative industries form a counterweight to the traditional industries, which due to struc-
tural changes, are shrinking industries. 

Newly emerging enterprises in the creative industries are personnel-intensive, and demand 
above average, up-to-date credentials.

In contrast to traditional industries, creative industries show a higher-than-average portion 
of female employees. 

Creative industries are developing in infrastructural and environmental dimensions. 
Emerging is a regional economic composite of similar and related branches, producers and 
service providers.

Creative enterprises are typically comprised of smallest and medium-size business 
enterprises. They display a particularly high job intensity.  

The empirical-quantitative analysis points to a series of typical characteristics found in creative industries:

Source: Söndermann und Weckerle 2005: Studie I – Der privatwirtschaftliche Teil des kulturellen Sektors im Kanton Zürich 
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Illustration 8: Branch Distribution in %, 2001

Creative Industries Have No Mono-Structure: Labour Force 
(Full-Time Equivalent) in Zurich CityZurich City

Canton Zurich
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 © 2005 (Studie I)

Table 2: Characteristics of Creative Industries  
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[2.2] Zurich in International Data 
 Comparison

Comparing Zurich with other metropolitan re-
gions like Berlin or Vienna also leads in part to simi-
lar fi gures. In 2001, 4.9% of those employed in 
Canton Zurich worked in the creative industries, 
while a comparative fi gure for Berlin in 2002 was 
an approximate 4.5%, and in Vienna an approxi-
mate 4.3%. These relatively uniform ratios across 
the three metropolitan areas are also seen when 
comparing the corresponding countries. According 
to fi gures from EUROSTAT, both Switzerland and 
Germany produced a share value of 2.7% in the 
cultural sector, and Austria 2.0%, of overall em-
ployment.

The regional importance of the three metro-

politan areas diverges, on the other hand, when 

viewed from within each country. The employ-
ment potential of the Berlin cultural sector isn’t 
so signifi cant within Germany itself, being just a 
bit greater than the comparative Hamburger po-
tential. In each city, the cultural sector is decided-
ly smaller than 10% of the total German cultural 
sector, while the states North Rhine-Westphalia, 
Bavaria and Baden-Wuerttemberg all share double 
digit share values, making them the most impor-
tant regions of Germany’s cultural sector. In con-
trast, approximately one fourth of the total Swiss 
creative industries are concentrated in Canton 
Zurich alone. Even greater are the concentration 
levels in Austria. Almost half of all those culturally 
active in Austria work in the metropolitan region of 
Vienna which matches French ratios: In 2002, close 
to half of all those culturally active in France were 
located in Paris.

This brief comparison reinforces the potential 
Zurich’s creative industries have at an international 
scale. It also reconfi rms the solid position of Zurich’s 
creative industries in the aggregate Swiss context, 
and in particular, the Zurich City Region. Creative 

industries, in their role as independent sectors and 

important service providers (content-carrier func-

tion), are clearly suited to being positioned to pro-

vide these functions to other branches.

[2.3] Qualitative Portrait – 
 Core Activities, Strategic Assets,
 Axes of Interaction

Relational Equity of the Creative Industries

In order to formulate a qualitative portrait of 
Zurich’s creative industries, the overall branch 
complex needs to be viewed as an interdependent, 
networked system of sub-segments which are 
often a part of functional, division of labour 

value added processes. In this context, the re-
lational equity of Zurich’s creative industries pre-
sented in Section 1.2 plays a leading role, express-
ing itself in differing forms: in individual relation-
ships, formal and informal cooperation among enter-
prises, important key persons and go-betweens 
among the different sub-segments as well as in the 
patterns of interaction within the branches. 

In analyzing the self-perception of creative in-
dustry market participants, a qualitative portrait 
emerges of Zurich’s creative industries core activ-
ities, the central axes of interaction between the 
specifi c sub-segments and the strategic assets. In-
dependent sub-segments display a superordinated 
structure, showing themselves to be an important 
economical driving force in their role as interface 
to the other service sectors, and important for the 

cultivation of a public and international aware-

ness, as well as being responsible for knowledge 
production and education. The following illustra-
tion and tables give an overview.
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Core Activity

Design Industry 

Architecture

Events Industry

Art Market 

innovation function in the form of «Ideas Swiss Made» – interface of urban economies – 
education and research as the sustainable driving force of an internationally established 
design industry – supplier of employment

internationally-renowned architecture functioning as a trademark – innovations func-
tion – light house function – interface in international networking

platform – market place – quality and service awareness – trendsetter

international art production – close ties to fi nancial place – capital intensive

Function

Table 3: Core Activities of Zurich’s Creative Industries from the Viewpoint of Market Participants

Source: Held and Kruse 2005: Studie II – Raum für das Kreative 

Axis of Interaction

Axis of Interaction of 
Cultural Image

Axis of Interaction of 
Visualisation

Axis of Interaction of 
Knowledge

design industry – art market – fi nancial location

art market/visual arts – performing arts – literature, book and press market – music, fi lm 
and TV industries 

events industry – design industry – architecture – education and continued education

education and further education – architecture – design industry

Sub-Segments

Table 4: Interaction Axis of Sub-Segments in Zurich’s Creative Industries from the Viewpoint of Market Participants 

Source: Held und Kruse 2005: Studie II – Raum für das Kreative

Axis of Interaction of 
the Financial Location

Illustration 9: Core Activities of Zurich’s Creative Industries – defi ned according to the assessment of the project’s participating market participants
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Competitive positioning as well as international 
economic embedding and recognition of services 
are all important to the future of creative industries. 
Although the study does not contain any statis-
tical analysis of the actual networks between 
Zurich’s creative industries and those of other 
European locations, interviews with market par-
ticipants already provide a revealing picture: in 
German-speaking locations, Zurich’s creative indus-
tries are networking with the Berlin, Hamburg and 

Vienna locations as well as in part with Frankfurt and 

Düsseldorf. In addition, they exhibit close ties to 
London, Paris and Amsterdam. 

Key persons and enterprises should be empha-
sized here, who take up important intersections in 
the area of architecture and design, as well as to 
varying degrees, the art market, the music indus-
try and literature market. In their intermediary po-
sition as messenger in Zurich’s creative industries, 
they execute important services and innovations at 
a global level (s. Illustration 10).

The interface between the national and inter-
national markets plays a vital role in the future of 
creative industries. Interviewed market participants 
see this as a weak point. Zurich seems to have 
diffi culty making international locations aware of its 
presence or capabilities. The blame is often put on 
the long years of focus on the national market as 

well as the neglect of language quality standards 
in the predominately Anglo-Saxon dominated 
markets, because exactly in these markets, a 
relatively large demand potential from other service 
sectors in Zurich exists. These sectors, however, 
often appoint their services abroad. Creative indus-

tries need to fi nd a way to draw in these availa-

ble demands at their own location while also be-

coming attractive as a competent contact partner 

to foreign enterprises.

[2.4] Zurich in the Global Network of
 Creative Industries

Strategic Assets

Education and 
Further Education

Events Industry

Art Market and 
Performing Arts

host-city function – main enquirer of knowledge-based services – important economical 
driver and intermediary facilitator within international networks

development of creative industries as knowledge-based economies – development of the 
relational equity – innovation – research

international positioning and visualisation for Zurich

sponsorship – drawing in of international clientele

Function

Table 5: Strategic Assets of Zurich’s Creative Industries from the Viewpoint of Market Participants 

Source: Held und Kruse 2005: Studie II – Raum für das Kreative

Zurich’s Financial 
Location
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The creative industry in Zurich is a predominate-
ly division of labour, networking system of inter-
actions. Its qualities, internationalization and develop-
ment, depends on the structure and the embedding 
of its relational equity. Key to these competencies 
and networks are the people within the creative in-
dustries: the market representatives themselves. 
In order to understand the relative importance of 
creative industries to a functional economic area 
such as Zurich City Region, a concrete understand-

ing of the functional interdependencies market 

participants in creative industries are subjected to, 
must be taken into account. Creative industries, 
in particular, are strongly tied to the roles of key 
personalities – the creative industry is to a great 

extent a «people’s business».
Market participants don’t just engage at a pure-

ly economical level. Their interrelationships actu-
ally form, in most part, out of the context of inter-
dependencies: through the social structures, local 
and cultural norms, as well as the economical and 
societal embeddings of an individual market parti-
cipant. There are underlying contractual and mone-
tary relationships, on the one hand, and indivi-
dual and entrepreneurial business networks, on the 
other. The differentiation between the three types 
of embedding – relational, structural and geograph-
ical – should be mentioned here due to its impor-
tance in identifying the potential for a better posi-
tioning of creative industry market participants.

Relational embedding refers to a relationship 
between two market participants who develop a 
high degree of capability on the basis of the cul-
tivation of mutual trust and long-term collabo-
ration. Trust thereby refl ects the social context 
within which market participants engage, making 
trust-building measures of strategic importance to 

Zurich’s creative industries.
Structural embedding refers to relationships and 

interactions which are occurring simultaneously 
among a multitude of various market participants. 
It also establishes the conditions from which loose, 
unorganized as well as specifi c and organized, net-
works emerge. Key to these formations are primar-
ily reputation, trust and social position. 

Geographical embedding explicitly integra-
tes the local components of interaction. For enter-
prisers, this is an important basis for operating 
within local, regional as well as international net-
works. This reinforces, once again, the reason why 
it is important to foster Zurich’s creative indus-
tries as independent branches and content-carriers 
within Zurich’s location.

System of Market Participants as Carriers and Driving 

Forces in the Creative Industries

From the individual sub-segments and overall 
creative industries, a system of market participants 

emerges in the form of a three-tiered structure. 
This system acts as the carrier and driving force of 
Zurich’s creative industries processes. Understand-
ing this system of market participants is essential to 
analyzing creative industries:

Level 1: On the top level of the system of 
participants (s. Illustration 10), the entirety of par-
ticipants in the creative industries is mapped out in 
a loose, non-organized pattern. Here it is impor-
tant to note that Zurich’s creative industries, to a 
large degree, are infl uenced by individual mar-

ket participants - the empirical-quantitative analy-
sis has already made this small-scale structure ap-
parent. Single businesses, freelancers and students 
fall under this heading. Creative industry products 
can be distinguished through a high job intensity. 

[3] Zurich’s Creative Industries as a System 
 of Interactions
 Market Participants, Learning and Interaction Processes

[3.1] The System of Market Participants
  in Creative Industries
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These are therefore correspondingly cost-intensive 
on the one hand, while presupposing on the other, 
a large pool of specifi c abilities, fl exibilities and per-
sonalities (precisely those relational equities as stra-
tegic assets).

Collaboration among these market participants 
is based on personal networks and individual re-
commendations within a self-organized process. 
The services performed here range from profes-
sional acquisition and adequate fi nancial compen-
sation of performances to payments - which only 
cover a very small portion of the actual efforts- as 
well as favours and personal exploitation.

Particularly the small and smallest businesses - 
the empirical data point to a high share of single-
person operations in various sub-segments - are 
reliant upon the development of more effi cient 
networks. Often they lack the necessary competen-
cies, as well as resources to carry out a job.  Compara-
tively speaking, the  classical small and medium-
sized enterprises (SMEs), which mainly carry out 
more complex and larger services for one or more 

big clients and buy needed services externally, 
are rarely seen. On the basis of this structure of 
market participants, specifi c strategic goals need to 
be developed in order to better position creative in-
dustries.

Level 2: Well-known individuals, having their 
reputation and high profi le at their disposal, are 
important in linking creative industries to varying 
content fi elds. They play the role of intermediary, 
the facilitator and go-between, across the indivi-
dual sub-segments of the creative industries, be-
tween established and non-established art and cul-
ture, between state and private institutions of the 
culture and creative industries, between creative 
industries and other economic areas (e.g., fi nancial 
services) as well as between Zurich’s creative indu-
stries  and  the  international  market. Without  these  
key fi gures, the creative industry’s embedding into 
a functional, urban economy, would not happen.

Level 3: At the third level are the international 
networks. Zurich’s creative industries will only gain 
international recognition if they are integrated into 
appropriate networks. This is refl ected in the re-
quest of interviewed market participants to open 
regional and national markets.

Illustration 10: System of Market Participants in the Creative Industries

Source: Held und Kruse 2005: Studie II – Raum für das Kreative
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[4] Looking Ahead
 Positioning Zurich’s Creative Industries

[4.1] Requirements, Scenarios, Conjectures 
 and the Need for Action 

The two complementary processes of empirical-
quantitative and interactive-qualitative analysis of 
the creative industries should accomplish the follow-
ing two goals:

 • Construct an empirical-quantitative portrait of 
Zurich’s creative industries, based on interna-
tional standards, structured according to sub-
segments as well as Zurich City, Canton Zurich 
and the whole of Switzerland (Studie I).

 • Clarify to what extent and in what form a 
«Zurich’s Creative Industries Cluster» would be 
useful for creative enterprises and for Zurich’s 
economy as a whole (Studie II). 

The interaction with and among the market par-
ticipants has shown how essential the embedding 
and positioning of creative industries is in the con-
text of the urban economy. Of fundamental need 
is: the acquisition, i.e., creation of physical and 

non-physical space for the creative industries.

This goal is fully laid out in section 4.2. It is de-
rived from the following:

 •  the above-average growth potential which the 
empirical-quantitative analysis has made appa-
rent;

 •  the needs of the market participants in the sub-
segments (sources: interviews, think tank work-
shop);

 •  the scenarios developed by branch representa-
tives for the year 2010; 

 •  the correspondingly derived conjectures regar-
ding the position and development of  creative 
industries; 

 •  the clear need for action evidenced in this re-
port. 

Details and explanations regarding the needs, 
scenarios, conjectures and need for action can be 
read in Studie II (Kreative Zürich – Raum für das 
Kreative). 

Illustration 11 presents a matrix of the main re-
sults from the two complementary partial studies. 
It depicts those elements from the quantitative and 
qualitative analysis which lead to the formation of 
goals for a future-oriented positioning of Zurich’s 
creative industries.
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Results from the Empirical -
Quantitative Analysis

Complementary 
Results

Results from the Interactive-Qualitative Analysis

Structure of Enterprises 

Creative enterprises account 

for a large portion of the 

smallest and medium-sized 

businesses, which exhibit an 

especially high job intensity.

Growth Potential

Creative industries supply 

a counterbalance to 

traditional branches which 

are dwindling as a result 

of structural changes.

Personnel Structure

Newly formed enterprises 

within the creative industries 

are personnel-intensive and 

demand above average and 

up-to-date qualifi cations.

Gender-Aspects

In contrast to traditional 

industries, creative industries 

display a higher than 

average percentage of 

female employees.

Regional Ties

Creative industries develop 

in milieu and infrastructure-

oriented dimensions. Emer-

ging from this is a regional 

economic composite formed 

out of the interplay among 

similar and related branches, 

producers and service 

providers.

Requirements

- «A completely different economy. We need 
support which can guarantee this.»

- «It’s not about fostering an image, but rather 
about a lasting value added idea.»

- «Create a platform only if it carries genuine, 
plausible ideas: believable ideas and people 
are necessary.»

- «First defi ne the ideas and potentials, not just 
put the primary focus on money.»

- «Visibility: launch two to three combined 
international projects, which bring about a 
‘breakthrough’.»

- «Dissipated activities: for the Swiss, this would 
be deadly.»

- «What’s needed is a declared political will.»
- «A network of strong people is needed: from 

the industry, from design-related branches, 
from politics, across the ‘Röstigraben’»(note: 
a term used to refer to the cultural divide 
between German and French-speaking 
Switzerland) 

- «In our case, economic development means 
being able to put yourself in someone else’s 
shoes.»

Cluster Strategy

Scenarios for the Year 2010

Scenario 1: Zurich – Open Source for Creative 
Processes

Turn «Ideas – Swiss Made» into an international 
brand, a top-selling product refl ecting the 
creativity actively being lived out in Zurich. 
Creation of a focused international visualisation 
through interdisciplinary platforms, trade fairs 
and the Global Creativity Forum, which draws in 
international experts to Zurich each year

Scenario 2: Paradise for the Creatively Talented
Years of ongoing politics to push creative indus-
tries to the forefront of Zurich’s overall economy 
and among international competition, has fi nally 
paid off. Zurich is now one of the top locations 
in the world when it comes to promoting talent, 
services and products of the creative industry, 
renowned educational centres and innovation 
research in design.

Scenario 3 Zurich – The New Creative Nexus
Zurich‘s design sub-segment as the regional 
asset is nurtured through intense dialogue with 
a strong internationally-oriented art market. 
The events sub-segment becomes its 
promotion vehicle. It is fuelled by the fi nancial 
market which, in the meantime, has come to 
realize that it profi ts directly from the Design 
School of Zurich, a school for innovative 
thinking now established in Zurich. It stands for 
a way of thinking that is signifi cantly relevant to 
companies.

Conjectures

 1. Creativity as the driving fuel of the economy 
 2. Mutual recognition rather than exclusion
 3. The intermediary as a key link
 4. Strong Swiss «players» needed to prevent 

brain drain
 5. Increased fl exible market meets fl exible 

creative market participants
 6. Zurich’s creative industries need recognition 

and adequate general conditions
 7. A more fl exible market requires a fl exible 

facilitation structure
 8. Zurich’s creative industries need regional 

infrastructure and pulsating areas of 
emphasis

 9. Original, unmistakable products are the basis 
for lasting success

 10. Fostering creativity means fostering 
processes through to the establishment of 
sustainable systems 

 11. Service provision processes should be taken 
into account

A Call for Action

 1. Reveal the character and function of a 
cluster of creative industries in Zurich

 2. Sharpen inner and outer awareness
 3. Make the potential visible and invest in 

research
 4. Position by combining contents and activities 

as well as establishing points of emphasis 
 5. See creative industries as a regional 

innovation process
 6. Transparency and communication
 7. Take into account key persons
 

Conclusion 1  regarding future actions: 
Strategies implemented in the mobilization of 
the creative industries are multilayered, not 
one-sided.

Conclusion 2  regarding future actions:
Cultural and economic development should be 
made more fl exible.

Illustration 11: Matrix of Results from the Complementary Partial Studies (Sources: Quantitative Data Analysis, Studie I, Interviews, Think Tank Workshop, Studie II)

Goal: Make Room for the Creative Industries 
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Inferences Drawn from the Scenarios for the Year 2010 

Over the course of a one-day think-tank 
workshop at the University of Art and Design 
Zurich (HGKZ), a scenario for the future of Zurich’s 
creative industries was developed in collaboration 
with leading branch representatives*. 

Table 6 gives an overview of the three defi ned 
scenarios for the future of creative industries in the 
form of 8 key points. They document branch repre-
sentatives’ observations that new focuses of action 
should be established as well as the corresponding 
necessary potential be found.

* Details regarding the individual scenarios can be found in Studie II.

Aside from discussions centred around possible 
strategies, talk about the demand at the product 
level was repeatedly addressed, i.e., creative in-

dustries will only be successful when they become 

unique and unmistakable, not copy able. This 

means the delivery of artistic and cultural products 

and services which refl ect a regional infrastructure 

and rootedness.

[4.2] Goal – To Make Room for 
 Creative Industries

The goal of a future-oriented creative industries 
strategy must be to turn the potential for inno-
vation, and the driving power of the creative in-
dustries in transforming the urban economic area 
(in the role of content-carrier and interface), into 
lasting sustainable value. In addition, a sustainable 
value added strategy should be implemented. In 
order to do so, more room must be established for 
the creative industries. This means the following:

1 The majority of creative industries become self-
forming. «Make room for creative industries» im-
plies that the creative industries search for their 
own space on the basis of proximity and cooper-
ation, as well as actively and strategically parti-
cipate in the design of the clustering process of 
market participants in the creative industries.

Consequence: Self-defi ned creative industries, 
mobilization of self-organized labour and private 
initiatives stand at the start of the basis of a refl ex-
ive learning and interaction process.

2 «Make room for creative industries» means view-
ing physical space as a social product, keeping in 
mind the social-spatial potential in the formation of 
physical space. In this way, creative industries in-
sure themselves the appropriate city spaces and 
facilities. Innovations seldom have their origins in 
upscale areas of a city with optimal profi ts, but in-
stead in areas where smallest businesses – which 
are an important part of the service provision pro-
vider process - can pay the rent, and enough use-
able space is available. Networked activities natu-
rally arise as a result.

Consequences: Creative industries increase their 
power as addressee of city planning, town planning 

Strengthen core activities in Zurich’s creative 
industries

Intensify positioning of education and research – 
create a talent pool

Promote relational equity as central asset (Zurich as 
Open Source – Paradise for the Creatively Talented
– Zurich: The New Creative Nexus)

Increase networking and embedding in Zurich’s overall 
economy

Key Points

Table 6: Eight Key Points Derived from the Three Scenarios for the 

Year 2010.

Source: Held und Kruse 2005: Studie II – Raum für das Kreative

Develop platforms and market places

Establish the Global Creative Forum in Zurich

Market «Ideas Swiss Made» as an international brand

Make room for the creative industries
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and urban development, as well as public and pri-
vate property management.

3 «Make room for creative industries» implies that 
there must be enough places of identifi cation for 
the creative industries. Alongside existing cultural 
institutions, additional «public destinations» arise 
whose goal it is to promote a creative Zurich.

Consequences: In more extensive planning 
(e.g., new convention centre, Maag-Areal, Löwen-
bräu-Areal, city area around Zurich’s Main Train 
Station), the potential of the creative industries 
(e.g., Design Centre, new location for Zurich’s 
Design School, Kreativpark) would be included as 
early in the process as possible, and in accordance 
with the growing importance for the development 
of urban economic areas.

4 «Make Room for Creative Industries» means to ac-
count for the fact that market participants in the cre-
ative industries are increasingly moving between the 
public, private and intermediary sectors. It is there-
fore imperative to use the capillary interrelation-
ships among the three sectors and to develop the 
corresponding structures, platforms and offers. 

Consequences: As a result of such goals, new 
strategic and operative challenges would be posed 
in economic and cultural politics. Ways of imple-
menting the three-sector model sketched out in 
Section 1.1 would need to be thought out.

[4.3] Cluster Strategy for Zurich’s 
 Creative Industries

Where do we go from here? The fi ndings of the 
analysis of the enterprise and sub-segment data as 
well as the needs, scenarios, conjectures and need 
for action should not fi nd their end in the formu-
lation of these goals (Section 4.2), but also go on 
to have noticeable political and economical conse-
quences.

Because: economic policy and cultural poli-
cy, in the modern sense of the word, are merging 
and displaying ever-increasing overlapping in their 
fi elds of activity. A sustainable cultural policy, in the 
eyes of the interviewed market participants, should 
focus on more than just public cultural advance-
ment, and should incorporate relative economic 
policy. And conversely, economic policy needs to 
acknowledge the cultural sector and, in particu-
lar, the creative industries as relevant, sustainable 
market participants. This would require an inte-
grated cultural and economic policy. If the eco-
nomic business development in Canton Zurich and 
Zurich City begin supporting creative industries, 
this will certainly be a sign of change.

Within the framework of the process, conceptual 
approaches were composed for the development of 
a «Zurich’s Creative Industries Cluster».

«Cluster» is actually more than a buzzword 
in the modern economy. The approach is goal-
oriented and market participant-specifi c – cluster 
management as a means to an end. Or, in the 
words of many of the participating creative 
market participants in this project: The goal is 
not to cultivate an image within the confi nes
of the creative milieus in Zurich, but instead
to defi ne and implement a lasting value 
added idea . 

«Zurich’s Creative Industries Cluster» differs de-
cisively from other clusters, such as the areas of 
high-tech, life sciences or the fi nancial place. Table 
7 formulates the specifi c requirements needed to 
form a creative industries cluster in Zurich:
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In order to determine the conceptual and stra-
tegic approaches, a process has been suggested in 
Studie II which seeks to purposefully expand exis-
ting structures, and in so doing, enable a cluster 
formation process and a cluster strategy. In parti-
cular, an initiative with representatives from univer-
sity, creative industries, policy and administration, 
should be established, which seeks to implement 
the formulated strategic activity fi elds, and thereby 
strengthen Zurich’s creative industries.

accounts for the self-defi ning market participants 
structure in Zurich’s creative industries and proves 
itself capable of absorbing the special thinking and 
working methods of the various creative processes.

has developed an understanding of the specifi c logic 
of the creative industries economy. 

views the creative industries within the context of 
high division of labour processes and the value added 
chain: with a clear eye on the hybrid structures of the 
activity fi elds of the market participants in the creative 
industries and with the necessary sensitization to their 
entrepreneurial identity

can integrate new fi ndings from the creative 
industries fi eld of research, and thereby, for example, 
discuss demand (in contrast to supply) aspects of this 
complex of branches

Table 7: Specifi c Requirements Needed to Form a Creative Industries 

Cluster in Zurich

Zurich’s creative industries cluster is successful 
when it:
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