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deClub, the commissioner of this thesis, is a network of creative freelancers and entre-
preneurs who work in a shared office. deClub provides the shared office to work, and
possibilities to network and share ideas with like-minded creative professionals. The
offices in different countries also enable international networking. The purpose of this
thesis was to get more information about the needs of creative freelancers in Helsinki
and Breda, where deClub has offices at the moment, regarding workspace, networking
and internationalization.

The research was conducted as a quantitative research by sending an online question-
naire to a portion of creative freelancers in the aforementioned cities. The results were
then used for the analysis and conclusions were made based on the acquired results. The
results were divided into four sections: background information, the need for work-
space, the need for networking and the need for internationalization.

According to the results some respondents prefer working from home but there is also a
need for workspaces. It became apparent that especially women and respondents in the
younger age groups were interested in a more flexible work place option. The respond-
ents found network of like-minded people, meeting space for clients and the location of
the office to be the most important things in a shared office.

The majority of the respondents showed interest towards professional networks, and
more than half were already a part of a professional network or interested in becoming
part of one. People who were already part of some professional networks felt that they
had received the help they needed through the networks.

Little more than half of the respondents feel the need to become more internationally
oriented and they also use international resources when seeking for help or information.
Almost half of the respondents had also been working in an international company prior
to their freelancing career and some of the respondents had taken part in international
conferences.

The received information gave interesting results. The information acquired from this
research can be used as a guideline for deClub in decision making, but due to the rela-
tively low response rate, it may not give an entirely accurate picture of the target group.
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1 INTRODUCTION

The purpose of the thesis is to gather information about creative freelancers needs for
work space, networking and internationalisation. The received results are to help

deClub to better respond to the needs of its members.

1.1 Company description

The company this thesis was made for is deClub. deClub provides an international net-
work to support the professional growth and international networking of creative inde-
pendents. deClub aims to provide these independents with a space to work in and the
tools necessary to connect and collaborate with each other, and to make their work
known to others. deClub is specifically for creative entrepreneurs, freelancers and other
one-person companies working in the fields of, for example, advertising, art, design,
fashion, publishing and software development.

deClub wants to support grassroots networking and provide the needed support and con-
tacts to its members. deClub is also aiming to build a pan European network of offices

and create and international creative community.

1.2 Background information on the topic

In the spring of 2011, I did my practical training in the headquarters of deClub in Am-
sterdam. During the practical training I landed with the thesis topic “Creative freelanc-
ers’ needs concerning the workplace, networking and internationalization”. The topic
came about because deClub wanted to better be able to offer its members what they
need. This thesis was conducted by sending out a questionnaire to a random sample of
creative freelancers in Helsinki, Finland and Breda, the Netherlands. These cities were
chosen for the data collection, because deClub’s first office opened in Helsinki in Au-

gust 2011 and the second office opened in Breda in November 2012.



1.3 The purpose and objectives of the thesis

The purpose of the thesis is to find answers to the following three topics; if the freelanc-
ers feel the need to work outside the home, what kind of networking requirements they
have and do they find it important to become more internationally work oriented. From
the information received from this research deClub will be better aware of the needs and
wants of its target group and be able to develop its services accordingly.

The objective of the thesis is to gather more information on the above mentioned three

subjects



2 THEORETICAL FRAMEWORK

2.1 Market research

Formalized market research has its beginning in the 1930s United States when large
businesses competing against each other needed a better understanding of customers’
needs and buying habits. Market research has since grown into a vital part of compa-
nies” decision making process providing valuable data in various ways and reducing

business risks. (Hague, Hague, Morgan 2004, 2-4, 8)

Igor Ansoff's ‘products and markets matrix’, shown below, demonstrates the many ways
in which extensive data, generated from market research, can benefit a business, wheth-
er the product or market is brand-new or already existing. The goals of market research
can therefore vary from pointing out needs that aren't yet met, to simply measuring and

improving customer satisfaction in contemporary markets.

Market research can Market research can
New Products show the likelihood show unmet needs
[or services] of adoption of new and provide an
products [or services] understanding of

unfamiliar markets

Market research can Market research can
Existing Products measure customer find new territories
[or services] satisfaction to find for products and
out how to maintain services

a competitive edge

Existing Markets New Markets

FIGURE 1 Ansoff and market research (Hague et al. 2004,4)

Market research vs. marketing research

Market research and marketing research are often seen as synonyms; however there is a
distinguishable difference between these two. Market research concentrates on a specif-
ic market and is thus a narrower concept, focusing on researching information about
customer needs, competition, opportunities and changes in the marketplace. Marketing
research 1s a wider concept and can be viewed as a link between the company and cus-

tomers, market and environment. It provides the company with information that helps in



making

better marketing decisions. (Juuso, 2009) As an example of whether to use mar-

ket research or marketing research Oud (2004) gives a simplified example:

Marketing research applies when the information needed concerns company’s
own offers (products and/or services) or current customers.

Market research applies when the information needed concerns the market situ-
ation, non-current customers or linked offers (products and/or services) which

can be competitive or substitute

2.1.1 The range of information obtainable from market research

Most decisions made by companies require information from the market to reduce the

risks. Common information requirements fulfilled by market research are:

Market size and structure: gathers information about the value of the market
and the units sold, the historical trends and the key consuming segments,
competition and it’s shares and the route to market

Use of and attitude to products: focuses on obtaining information about the
awareness of suppliers, the attitudes to suppliers and products and how often
and in which quantities products are purchased

Customer satisfaction: measures evaluations of customers and occasionally
potential customers identifying what they consider to be important factors in
influencing their buying decision and how satisfies they are with their suppli-
er on each issue

Promotion effectiveness: focuses on the effect advertisements, promotions
and the key messages of campaigns have to the targeted audience

Brand impact: measures awareness and values attached to brands and how
the brands influence buying decisions.

Pricing effectiveness: gathers information about ideal prices and price values
attached to the features of the offer

Product tests/concepts: focuses on identifying needs that have not been pre-
viously met, attitudes to new concepts and products and measures the likeli-
hood of purchasing different products

Segmentation: measures the opportunities for dividing markets into specific

groups based on demographics, behaviour or needs
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This is not a thorough list but gives a wide variety of examples showing the most com-
mon issues researched. Market research can be used to number of in depth topics,
whether it is, usually depends on the financial repercussions of the decision to the com-
pany and how time-consuming it is to acquire the results. It is unlikely, that time-
consuming market research be used for fast paced low-risk investment decisions.

(Hague et al. 2004, 8-10)

Several of the above mentioned topics were used in the research done for deClub. Most
of the questions in the research questionnaire would fall under categories: Customer
satisfaction, pricing effectiveness, product/[service] test/concept and use of and atti-

tudes to products[services]

2.2 Customer needs assessment

A business that has a clear understanding of the needs of their customers, can better
custom their products/services, compete with other business in the same field, target
new customers and identify new opportunities. (Government of the UK: Growing your
business, 2012)

The research made for this thesis could best be defined as customer needs assessment.
However what really were assessed were not the needs of current customers but the
needs and wants of potential customers. The questionnaire was sent to freelancers in the
target group, who at the moment when the questionnaire was sent were not customer of
deClub. deClub also prefers to use the term members instead of customers, which gives
a better picture of the nature of “customers”. The members are encouraged to actively
participate in networking with other members and be part of creating the pan European

creative freelancers network.

The term customer needs assessment is used to define customer needs and wants for
products and services. The terms needs analysis, needs assessment, market research and
market analysis are all used to describe fairly the same process and the terms are com-
patible with each other. The aim of the customer needs assessment is to design an effec-
tive program, product, or service that addresses the target group's needs and wants (Web
portal of U.S. government, Human Dimensions: Needs Assessment. 2009). Needs as-

sessment provides the ground work for planning and action, and helps in clarifying
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problems and pointing out opportunities. It also assists in prioritizing actions, setting
goals for future, providing important data needed in decision making. (Gupta 2007, 20).
In addition to the strengths of the needs assessment, mentioned above there are also
some limitations to it. The following limitations can apply to needs assessment particu-
larly when using survey or questionnaire as a form of data collections; low response
rates, may restrict freedom of response, no opportunity to clarify answers. (McCoy
1993, 23) If the previous things occur the questionnaire may not give an entirely accu-

rate picture of the actual wants and needs.

2.3 Service design

Service design is an approach that combines different methods and tools from various
fields of study. It is not a completely new field of study but can be seen more as a new
mind set and way of thinking. The service design approach is developing and thus it
does not yet have a common definition or specified language. Because of the evolving
nature of service design it may even be better that it is not restricted by a single defini-
tion. Nonetheless a shared language is undeniably an important part for the future

growth of this new approach. (Stickdorn, Schneider &co-authors 2010, 29)

Service design is a customer centred approach that also benefits the organisation. It is a
way of gaining valuable information about customers, by putting oneself in the custom-
er’s position for better understanding what is needed from the customer’s point of view
and making the services desirable to them while also making the service useful and usa-
ble. Stickdorn &Schneider (2010) have collected a variety of quotes defining service
design. One of the quotes sums up what service design is in the following way: “Service
design helps to innovate (create new) or improve (existing) services to make them more
useful, usable, desirable for clients and efficient as well as effective for organisations. It
is a holistic, multi-disciplinary, integrative field.” (Stefan 2005) The quote gives a clear

definition that helps to understand the purpose and the aim of the service design.
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2.3.1 Five principles of service design thinking

As already mentioned, there is no common definition of service design; therefore the

five principles of service design are given to help to clarify what service design is and

the way of thinking that is necessary for those who design services. These five core

principles identify that service design is:

1.

User-centred, Customers should be the centre of the whole service design pro-
cess. The intention of services is to meet the customer’s needs; in order to actu-
ally do this a thorough understanding of the customer is needed. To be able to
gather this information the service designer should put himself in the position of
the customer and through that gain understanding how the customer experiences
the service and what that means in a wider context. In this user centred approach
it is vital to have a language that everyone understands and that is the language
of the customer who uses the service.

Co-creative, In order to accommodate the different needs and expectations of the
various customer groups, everyone from customer to marketer to manager,
needs to be included in the designing process. Co-creation facilitates the flow of
ideas between the different stakeholders so that no valuable information will be
overlooked.

Sequencing, 1t is the deconstruction of a service process so that all the individual
elements can be combined into a story like sequence. This can help keeping the
interest of the customer optimal at all points of service, from the pre-service pe-
riod all the way to the post-service period. Sequencing includes the direct cus-
tomer experience as well as the underlying process invisible to the customer’s
first glance. And of course, prototyping and continual customer feedback are of
the essence.

Evidencing, The intangible services should have tangible elements to increase
customer loyalty. Keepsakes that customers can take home are an effective way
to remind the customer of the service far into the future. An evidence can also
take the form of a newsletter, blog or other product in order to inform the cus-
tomer that the service is still existing and available whenever the customer so
desires. Evidencing can help bring the background services into the customers’
awareness and through that result in more appreciation of the service experience.
Holistic, In service design, it is important to be able to see and acknowledge the

bigger picture all the time. Service design thinking is aimed to be as holistic as is
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possible. It should take into account the subconscious user experiences at the in-
dividual levels of the process, as well as the wider context and environment. At-
tention should also be paid to the many unique customer paths when dealing
with the service, as the sequencing mentioned earlier can always vary from cus-

tomer to customer. (Stickdorn&Schneider 2010, 34-45).

2.3.2 Service design in practice

When thinking of designing an actual product it’s easy to vision the structured design
procedures needed for it, where one step follows another step. To think of the same pro-
cess for an intangible service seems more difficult, but it is possible to implement a sim-
ilar kind of structure to service design as well. The iterative process for service design
includes steps from one to four; exploration, creation, reflection and implementation.
This process is called iterative, because although stages from one to four are given in
the explanation of the process for designing services, the process is not linear and it is
possible that in any stage a step must be taken back or the whole designing process may
even have to be started from scratch again. In this case the stages need to be repeated. In
making mistakes in the designing process it is important to realise what led to the mis-
take so that the same mistake is not repeated, however making mistakes is not a bad
thing in general, because new and useful things can be learned that way. The four stage
structure should be viewed more as a guideline than an actual guide to designing ser-

vices. (Stickdorn 2010, 124-127)

The four stages explained

Exploration 1is the stage one. It starts by getting to know the goals and the culture of the
company and whether the company is ready for service design process, when this is
clear the real problem at hand should be identified. Usually it is an organizational prob-
lem which the service designer is trying to communicate from the customer’s perspec-
tive to the organization. The service designer then uses various research methods in or-
der to make the mind set and behaviour of everyone involved understood. This part is
more about finding where the problem lies and not finding the solution yet. The findings
and the hidden structure of the service should then be visualised, this simplifies the in-
tricate process and helps people involved understand that changing services that are not

functioning is possible. The second step is Creation. This is the step where most of the
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repetition happens along with the third step reflection. In these two steps making mis-
takes 1s not viewed as something that should be avoided at all costs, but it is rather
viewed as an advantage at this stage to explore as many mistakes as possible and to
learn from them before applying the new concept in action. The earlier the mistakes are
made the easier it is to correct them and the cheaper it will be. The cost of realising the
mistake after the implementation is considerably higher than realizing in the early stages
of the process. In this step solutions should be developed to the problems identified in
the previous step. All the stakeholders should be included in this process to guarantee
that the solutions achieved are sustainable. Co-creativity between the stakeholders is the
key to success. The third step is Reflection. This is to test and make prototypes of the
solutions found in the previous step and repeating that as many times as necessary to
achieve expected results. Making a prototype of an intangible service can be challeng-
ing. In order for the customers to get a clear picture of the service, the prototype service
needs to be as close to the real service situation as possible. For this, staging and
roleplaying is used. It is a very efficient and affordable method to test the service con-
cept, and if it is not up to expectations improvements can be made without much trou-
ble. The fourth step is Implementation. In order to implement a new service concept,
change within the business environment will be necessary for its future success. Plan-
ning, implementing and reviewing change is typically based on a service concept that
has survived the former stages, discussed above. In addition to the clear communication
of the idea and including the emotional angle of the user experience, employees will
prove to be an important factor in the changing process as well. It is wise to engage em-
ployees early on in the designing process, since they will be the ones who will assure
the success of the implementation in the long run. Inclusion of the employees and two-
way communication is of the essence and will result in a much smoother implementa-
tion process.

To monitor the success of the change, reviewing the operation will show whether or not
an earlier stage needs to be repeated, therefore it can be said that service design is an

iterative activity.

A real life example
According to Belmonte and Pérez (2010) Funky Projects created Hello Change, a new

way of recruiting people by using service design. Funky Projects is a service design



14

company. They design services and strategic creativity for companies, administrations
and organisations with focus on sustainable change. Hello Change is a start-up project
by Funky Projects; it is a recruitment service that wants to ensure that the job candidate
is right for the employer and the employer right for the job candidate. It is aimed at

companies who see employees as people and not just resources.

COMPANY'’S PROBLEM DISCOVERED USERS' PROBLEM SERVICE VISION

Current recruitment Companies don’t know how A recruitment process where
processes block companies’ to attract and select talents, both companies and

growth because they focus —_—> and for candidates the —_—> candidates benefit from the
on outdated values and recruitment process is gained experiences and
methods. unclear. imparted knowledge during

the process.

FIGURE 2. Use of service design

Hello Change was born from the need to update the current recruitment process. When
people are happy at their job they are more productive, happy employees benefit both
the employee and the company. Instead of hiring people only based on the knowledge
from CVs Hello Change is taking into account other personal qualities such as charis-
ma, empathy and creativity. Hello Change is a system that allows the new employee to
integrate and to become an asset to the company from the day one and they are also
taking the responsibility of onboarding, getting the new employee accustomed to the job

and the company culture, from the company.

The process of designing this service by Funky Projects is explained by Belmonte and
Pérez in This is Service Design Thinking (2010) using the 4 stages approach described
earlier. In the first stage which is exploration Funky Projects interviewed Companies
and Candidates to find out what the problem is. The information they received was that
companies although claiming their people to be their most important assets still used old
fashioned recruitment processes that lack the knowledge of job candidates attitude and
creativity. Job candidates have also become more critical of where they want to work
and dedicate their time. It is not just about the big salary anymore. Internet is also
changing the way of recruitment through social networks. This is still complicated for
many business and they find it difficult and feel they do not have the right knowledge
for that. Reflecting on the gathered knowledge, Funky Projects designed a system that

is transparent and allows selecting personnel online before the interview stage. It takes
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into account the candidates creativity and other characteristics that cannot be seen just

reading the CV. This benefits both the candidate and the company.

In the next two stages, creation and reflection, experience was put before processes and
technology. This stage started by putting people from different backgrounds, from en-
gineer, to researcher and to creative designers, together to come up with a new structure
for work which is flexible and has multiple meanings. After this the research continued
with more interviews of candidates and companies to identify the expectations that
needed to be met in the service. Other personnel selection services and large companies
who had created their own recruitment systems were also studied. First prototype of the
service was designed based on using a real recruitment process and its needs. The fol-
lowing step was to design the processes and the technology needed for the service. The
team at Hello Change was able to come up with a step-by-step list of what is needed for
successful recruitment.

The last stage is implementation. Funky projects had decided to open an office in Ma-
drid and the prototype of the Hello Change recruitment service was used to recruit the
staff. The first thing that needed to be done in the implementation stage was to establish
a common language and communication style that would convey an accurate picture of
the company in the particular job offer. This limited the number of unsuitable candi-
dates and caught the attention of the suitable candidates. The pre web casting selection
was formed to convey knowledge to the candidates and also give the first glance into
the candidates personality to the company conveyed through the candidates” answers
and choices.

Funky Projects also wanted to have their own team, formed from people in various posi-
tions, to participate in all phases of the recruitment. Because the team was assembled
form people from different parts of the company it enabled most of the company to be
involved in the hiring process.

During the online pre selection the research team from Hello Change noticed few things
that still needed some fine tuning. One thing was that the use of the submitted infor-
mation during the web casting should be clarified better and also there should be more
options to choose the degree of privacy for the submitted information. The other prob-
lem was the activity of the online recruitment was created mostly by only one company
member and it was requested that for versatility other people from the company should

also create activities.
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In order to guarantee that the candidates could evaluate the time they needed for the
web casting activities they were made well aware of all the phases of the activities, the
planning and the time estimated for those. When the web-casting of the recruitment
process was over, the candidates who had made it through that were invited to a work-
shop where they would have face-to-face interviews, individual exercises and psycho-
metric test. The needs of the company employing were also taken into account while
designing the day. The process of recruitment was made very transparent and because
of that the candidates knew who their competition was.

In the process of systemizing Hello Change it was turned into a new kind of business,
which evolved into a start-up. After applying some business knowledge to Hello
Change service, Hello Change was able to take a more of a business direction and it
helped the team to turn the project into a system that could be applied in all and by all
companies. To achieve this, the team needed to do some redefining to the service. Hello
Change also needed to “add systems for review and improvement that can be applied
simultaneously within a project without interfering with it.” (Belmonte&Perez[This is
Service Design Thinking] 2010, 250-261)

To sum it shortly, by using the four stages process for service design a new kind re-
cruitment system was created. What started as an internal process by Funky Projects
evolved into a start-up called Hello Change. Hello Change is a “recruitment system for
talent” based on mutual selection by the job candidate and the company. It matches the
right people with the right company and also the other way around. Hello Change low-

ers the risk of hiring people who end up not being suitable for the company.
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3 CONDUCTING THE RESEARCH

3.1 Research methods

When designing research one of the questions that arise is should the research be quan-
titative or qualitative. As a simple distinction between these two methods it can be said
that quantitative research is usually associated with numerical data and analysis where
qualitative research is more to do with words and images and describing these rather
than analysing them. Quantitative research is used when wanting to measure compari-
sons and connections. It is also usually associated with gathering a larger amount of
data. (Descombe 2007, 248) Qualitative data is usually gathered using interviews or
observing a phenomenon and results in detailed descriptions whereas Quantitative data
is often gathered from different questionnaires and surveys and is viewed more scien-
tific. However although surveys are usually associated more in gathering quantitative
data, they can also be used to gather qualitative data (Baxter, Hughes, Tight& Malcolm
2006, 63-64 / Descombe 2007, 248)

3.2 Acquiring the data

In the research made for this thesis quantitative method was chosen. With using the
quantitative method a larger sample could be gathered from the target group and would
give an overall picture of the needs researched. Most of the questions are structured in
five point likert scale giving respondents the chance to choose between five options;
strongly agree, agree, don’t know, disagree and strongly disagree. There are no open
ended questions thus all the questions are closed. Majority of the questions are single
choice, therefore let the respondents choose only one option. There are also few ques-
tions such as questions nine and fifteen that let the respondents choose more than one
option. The results also include some cross-analysis where only part of the collected
sample is analysed. Some of the questions have been cross analysed with for example

location, gender and age-group.
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3.3 Survey

Web survey was used to gather the data. The survey was designed using Google Forms
and was sent to freelancers in the target group by email, which contained the link to the
survey. The contact details were gathered from various sites containing contact infor-
mation of freelancers for example freelancer.info which is a Finnish site and free-
lance.nl which is a Dutch site. As shortly explained in the theory section the freelancers
to send the questionnaire were chosen from creative fields and from Helsinki, Finland
and Breda, the Netherlands because the first deClub office to open is situated in Helsin-

ki and the next one to open is located in Breda.

3.4 Limitations to the research

The survey was sent via e-mail to 96 creative freelancers in Helsinki area and 64 crea-
tive freelancers in Breda area. The survey was also posted on freelance.nl site. A re-
minder was sent approximately a week later to the same group of freelancers. Getting
people to reply to the questionnaire was challenging, even though it was clearly stated
that the questionnaire was for a final thesis and would take maximum of five minutes of
their time. Responses from Finland were slightly easier to acquire. After sending the
questionnaire to freelancers in Breda area with the message written in English only one
reply was received. The message was then translated into Dutch and also added to the
freelnace.nl discussion forum; this helped to generate a few more answers. The biggest
limitation to the study is the low response rate. In total 35 responses were received.
Since the response rate was quite low the answers can be used as a guideline, but they
do not necessarily give a completely accurate picture of the freelancers needs in all of

Finland and the Netherlands.



19

4 ANALYZING RESULTS

4.1 Basic information about the creative sector

According to an European Commission’s report (2012, 2) cultural and creative indus-
tries amount to 3,3 % of the GDP and employ 6,7 million people, which is 3% of the
total employment. Even during the economic crisis the creative sector has held its own

and done better than many of the other sectors and is considered a high growth sector.

Defining creative industries can be a challenge, because there is no straightforward in-
ternational definition of what it includes. One example comes from Department of Cul-
ture, Media, and Sport (DCMS) from the United Kingdom that identifies 13 different

sectors of creative industries:

TABLE 1. Creative industries in the United Kingdom (DCMS study)

Advertising Interactive leisure software
Architecture Music

Arts and antique markets Television and radio
Crafts Performing arts

Design Publishing

Designer fashion Software

Film

Source: DCMS 2001
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4.2 Background information

The following section gives background information about the respondents including,
their gender, age group, location and whether they are currently working from home or
not

4.2.1 Gender

The majority of the respondents were men with 66%. Only 34% of the respondents were

women.

i 2
100.0% 1. What is your gender?
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CHART 1. Respondents gender

4.2.2 Age group

Majority of the creative freelancers that responded fell into the age categories 26-30

with 40% and 31-35 with 30%. With only 3% in age group younger than 25 and respec-
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tively only 3% of the respondents fell into the age group 36-40. The rest of the respond-

ents 24% fell into the age categories from 41 to 50 and over.

2. What is your age group?
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CHART 2. Respondents age group

4.2.3 Location

As mentioned earlier the survey was sent to creative freelancers in Breda, the Nether-
lands and Helsinki, Finland. The responses from these countries were divided quite

equally with only slightly more responses from Finland, 54% and 46% from Holland
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3. Where are you located?

B Finland
[]The Netherlands

CHART 3. Respondents location
4.2.4 Working from home
Among the respondents working from home was more common than working outside of

home for example in a shared office. Currently 60% of respondents were working from

home and 40% outside of the home environment.



23

4.1 am currently working from home.

[Cdves

CHART 4. Are respondents currently working from home or not

4.3 The need for office space

This section measures respondents’ needs for a more flexible working place option and

how for example age and gender affect that need.

4.3.1 Working from home is the best option by age group

The next chart shows how respondents feel about working from home compared to
which age group they belong to. 46% of the respondents disagree that working from
home is the best option for them out of them 18% strongly disagree. 48% of the re-
spondents agree out of which 15% strongly agree with the statement. From the respond-
ents 9% say they do not know whether working from home is the best option for them
or not. The percentage of respondents who agree and who disagree is fairly equal, but
difference in the responses lies in the age groups. Within the younger age groups from

under 25 to 35 respondents were more likely to disagree with the statement and felt that
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home was not the best option for them. Almost all the respondents who belonged to the
age groups 36 to over 50 years old disagreed with the statement and think that home
indeed is the best option for them.

One reason for these kinds of results could be that the younger people, especially the
ones just starting their career, would need the support of a network and like-minded
people where help would be near when needed. Also the younger people might be more
eager to share ideas and interact with other creative freelancers on daily bases and might
be more keen to learn how other creative freelancers deal with different things. Another
reason for a bit older respondents, in the younger age groups, to feel that home is not the
best option for them could be that they have young children at home who interrupt the
work and therefore an outside office without unwanted interruptions would be a better
option.

The reason why people from the older age groups found working from home to be the
best option for them could be that they are already more experienced in their field and
are not looking for as much support from others. Another thing is that respondents from
those age groups are likelier to have a family of their own already or have an established
network and so they get their social interaction from that and do not feel the need to
look for it in the working place. Their children are likely already a bit older or might be

in school and in that case home can be a quiet place to work during the day.
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5. Working from home is the best option for me.

Wotking from
home is the best
option for me.

Bl Strongly agree
B Agree

D Don't know

B Disagree

Bl Strongly disagree

Percent
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Age group

CHART 5. Working from home by age group

4.3.2 Working from home interferes with family life

According to the survey 60 % of creative freelancers said that they agree that working
from home interferes with their family life with 9% saying they strongly agree. From
the respondents 25% disagreed with the statement from which 11% strongly disagreed.
6% of the respondents felt that they could not say if working from home does interfere
with their family life or not.

As shown in the chart 2 in the background section the majority of the respondents, total
of 71% are between the ages of 26-35. In this age group it is likelier to have small chil-
dren than in the other age groups, which could result in 60% of the overall respondents
agreeing and 9% strongly agreeing that working from home interferes with their family
life. If you do not take the fact that small children could affect this outcome into consid-
eration, other possibilities for this answer are that when working from home, the office

is always close by and thus ending up checking work related things even after the “of-
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fice hours” is possible. This could affect the family dynamics when a person is constant-

ly working with no free time to spend with the family.

6. Working from home interferes with my family life.
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CHART 6. Working from home interferes with respondents” family life

4.3.3 1 feel I am constantly at the workplace

The next chart show if people feel they are constantly at the workplace compared with if
they are currently working from home or outside of the home. 49% of the respondents
agree or strongly agree that they feel they are constantly at the workplace. Out of the
49%, 35% are working from home. Out of the 6% that strongly agree with the statement
everyone is working from home. 34% of the respondents disagree with the statement
and do not feel like they are constantly at the workplace, out of them 20% is working
from home. 17% of the respondents did not know if they feel they are constantly at the
workplace and out of the 17% only 6% were working from home. When examining
only the people who are working from home (61%) the majority, 36% agreed or strong-

ly agreed that they feel they are constantly at the workplace.
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As mentioned in the previous chart having a feeling that they are constantly at the
workplace could be due to the fact that when working from home, the office is nearby
and checking on work related things can be done at any time. When the office is further
away, it is easier to leave the work things behind and concentrate on other things when

at home.

7.1 feel |l am constantly at the workplace.
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CHART 7. Feeling being constantly at the workplace by working from home

4.3.4 I would like a more flexible working place option by gender

The chart below shows the difference of needing a more flexible working place option
based on gender. According to the chart 42% of the women strongly agree and 42% of
the women agree that they would like a more flexible working place option. Together
that is 84% of the women who would prefer a more flexible option to what they current-
ly have. When comparing to the responses of men only 9% of them said they strongly
agree with the statement and 30% said they agree. 8% of women and 4% of men said
they did not know if they agree with the statement or not. Out of the respondents who

said they disagree or strongly disagree with the statement majority was men; 52% of the
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men disagree and 4% strongly disagree. There was also a small percentage, 8%, of

women who were satisfied with their current working place option and strongly disa-

greed with the statement of needing a more flexible working place option.

8. I would like a more flexible working place option e.g. a shared office.
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I would like a more flexible working place

CHART 8. Wanting a more felxible working place by gender

1. What is
your
gender?
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4.3.5 When working in a shared office following things would be of importance to

me:

The chart below shows how important respondents find each suggested thing. The chart

measures the importance of network of like-minded people, meeting space for clients,

flexible accessibility to the office, flexibility of the rental period, copier/printer, profes-

sional image and location. The majority of the respondents found each of the things

mentioned in the chart important. The respondents were asked to state their opinion for

each of the items in the chart. When only looking at the “strongly agree” responses to

the statement the three items that seem to be the most important are: the flexible acces-

sibility to the office (51%), network of like-minded people (43%) and the location of the
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office (40%). When also including the “agree” answers to the statement the three over-
all most important things are: Network of like-minded people (83%), Meeting space for
clients (83%) and location (83%). As mentioned before, almost all the items were found
to be important to the respondents that in mind the “least” important item according to
some of the respondents was copier/printer with 23% of the respondents disagreeing
with the statement and saying it is not so important in a shared office. Another thing
some of the respondents found not that important was the professional image of the of-
fice with 3 percent strongly disagreeing and 14% disagreeing with the statement. One
reason for 17% of the respondents’ not finding professional image so important could
be the interpretation of the question. People can see a professional image to mean a typ-
ical business office which can be a bit stiff and they might prefer a more relaxed and
creative setting and not thinking that a creative office can also be one with a profession-
al image.

From the items that were deemed to be the most important one was a network of like-
minded people. The reason for this could be that working from home can get quite lone-
ly, with no colleagues and not having the same kind of support as when working in an
office. According to Kate on The Benefits of Working in a Shared Office (2011) espe-
cially for the people just starting their career the help and support they need, can be

found in a shared office and it also makes the possibilities to network easier.
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9. When working from a shared office the following things would be of importance to me
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CHART 9. Measuring important things for the respondents in a shared office

4.3.6 When working from a shared office I would prefer to have a permanent

personal desk

The Chart (10) below shows how important respondents find having a permanent per-
sonal desk when working from a shared office. 66% of the respondents agree with the
statement from which 40% say they strongly agree. This could be due to the fact that
some freelancers need lots of personal items for their work for example, fabric samples
or specific literature that they would like to leave on their desk after they are done for
the day, and putting everything away every time they leave the office would be incon-
venient for them. From the respondents only 29% disagree with only 3% strongly disa-
greeing. 6% of the respondents say they do not know whether they prefer a permanent
personal desk or not.

Based on these answers a suggestion could be made that a number of the desks in the
shared office would be permanent personal desks for those who need them and the other
part would be flexible desks for those who mainly work on their computers and don’t

feel the need to leave things on their desk after the work day.
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10. When working from a shared office I would prefer to have a permanent personal desk.
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CHART 10. Preference of a permanent personal desk

4.3.7 1 would prefer a more private office space compared to a desk in an open

office

The chart below shows respondents replies based on their preference for a more private
office space compared to a desk in an open office by age group. 64% of the respond-
ents agreed and of those 30% strongly agreed with the statement. The respondents who
disagreed or strongly disagreed with the statement and would rather work in an open
office setting than in a more private space belong to the younger age groups. Out of the
24% who disagreed or strongly disagreed 21% belong to the age groups from 25 and
under to 35. Only 3% belong to the age group 41-45. All the respondents who answered
that they do not know whether they prefer a more private office space compared to a
desk in an open office, all together 14%, belong to the age group 26-30. Based on the

information from this chart it can be said that while the majority prefers a more private
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space there are people especially among the younger age groups who do like to work in
an open office setting and do not feel the need to have more privacy.

The need for more privacy can be resolved by having space dividers between desks, this
gives a feeling of more privacy even when the desks are situated in an open office plan.
This is how deClub has solved the issue of having more privacy in the Helsinki office.
This question was put on the survey to find out the number and percentage of respond-
ents who do like to have a more private space in the office in order to know how im-

portant it is to have a more private option to the open office plan.

11. I prefer a more private office space compared to a desk in an open office.
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CHART 11. Preference of a more private office space by age group

4.3.8 For a more private office space in a shared office I would be ready to pay:

The chart (12) below measures how much more people would be willing to pay for a

more private office space in a shared office. Majority of the respondents, 74%, said they

would be willing to pay 25% more compared to the price of a space in an open office.
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21% said they would be willing to pay 50% more and 6% said they would be willing to
pay 100% more.

12. For a more private office space in a shared office I would be ready to pay:
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CHART 12. Respondents” willingness to pay more for a more private space

4.4 The need for networking

The following section measures how many respondents are currently active members of
professional networks and whether they find it useful for themselves or not. This section
also measures how important respondents find certain things in networks and what kind

of sources they use when seeking for help or information.

4.4.1 I am currently an active member of a professional network or community

The following chart shows the respondents replies to the statement; I am currently an

active member of a professional network. From the respondents 46% are currently

members of a professional network and 37% are not currently members, but would be
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interested in becoming members of a professional network in the future. 17% of the
respondents were not members of professional networks and were also not interested in

becoming members in the future.

13. T am cwirently an active member of a professional network or community.
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CHART 13. Active membership of a professional network

4.4.2 The network or community I am part of answers to my needs

The chart below shows whether professional networks or communities answer to the
needs of the respondents. Only the respondents who replied yes to the previous question
answered this question. The majority of the respondents felt that the network or com-
munity they are part of does answer to their needs. 13% of the respondents strongly
agreed and 63% agreed with the statement. 19% of the respondents did not know
whether the network or community they are part of answers to their needs. Only 6% of
the respondents disagreed with the statement and felt they have not received what they

would have needed from the network or community.
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14. The network or community I am part of answers to my needs.
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CHART 14. The network or community answers to the needs
4.4.3 I am looking for the following things in networks:

The chart below shows what respondents are looking for in networks and the im-
portance of these things to them. The respondents who answered “No and I am not in-
terested in” to the question 13 “I am currently an active member of a professional net-
work or community” are not calculated in the following chart. The choices respondents
were given about what they are looking for in networks were: social support, problem
solving support, finding new inspiration, more possible client contacts and collaborators
or partners. The majority of the respondents agreed or strongly agreed that they are
looking for each of these things in networks. The most popular thing to be looking for in
networks was “Collaborators or partners” with 42% strongly agreeing and 45% agree-
ing. The option that got the largest percentage of strongly agree answers, 61%, was
“More possible client contacts” 23% replied agree to this option. The option that got the
largest percentage of disagree and strongly disagree responses was “Social support”

with 23% disagreeing and 3% strongly disagreeing.
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According to the results, it seems that most of the respondents are looking for each of
the alternatives given in the chart. Networks offer a great chance for freelancers to find
collaborators or partners and also client contacts, which can be difficult to find without
any kind of networks. This could be one of the reasons why these two options scored

the highest percentages of what respondents are looking for in the networks.

15. 1 am looking for the following things in networks

100,0%
U%e— Ml Stiongly agree
B Agee

[JDoxit imow
Bl Disagree
80.0% — W Stiongly disagiee
= 60.0%—
o
v
—
)
=
20.,0%% —
20,00 —

CHART 15. Important things in networks
4.4.4 When I need help in something work related I seek it from:

The chart below shows where the respondents seek help when they need it. Respondents
could choose just one or all three of the options that is why the percentage can add up to
more than 100%. From the respondents 57% seeks help from their friends, 74% use
internet to find help and 54% use the networks they are part of when in need of some

help. The possible reason that internet received the largest percentage of responses is
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that internet is easily available for everyone at home 24 hours a day. The reason for
networks getting a slightly higher percentage than friends is most likely that the net-
works have the professional knowledge and experience that the respondents need and
although it might be easier to just ask a friend, if they are not in the same field they may
not have the information that is needed. All more in all most respondents used more
than one source when seeking help and many used all three of the mentioned sources. It
most likely depends on the type of a problem or issue the respondents need help with

what source is they use for information.

16. When I need help in somethingwork related 1 seek it from
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CHART 16. Respondents seek help..
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4.5 The need for internationalisation

This section measures the respondents’ interest in being internationally involved, and
how an international background through education or previous career in an internation-

al company affects the answers.

4.5.1 Previous to my freelancing career, I have been working in an international

company

From the respondents the majority, 57%, have not been working in an international
company prior to their freelancing career. Although the majority had not been working
in an international company, still quite a large percentage, 43%, had been working in an

international company.

17. Previous to my freelancing career, I have been working in an international company.

[ 1o
Byes

CHART 17. Working in an international company previously
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4.5.2 1 have an international education

Out of the 35 respondents only 20% have an international education and the majority,

80% do not have an international education.

18. I have an international education.
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CHART 18. Respondents with international education

4.5.3 1 feel the need to become more internationally involved

The chart below shows how respondents feel about becoming more internationally in-
volved. The majority of the respondents 54% said that they agree (34%) or strongly
agree (20%) with the statement. Quite a large percentage, 23%, replied that they do not
know whether they feel the need to become more internationally involved or not. This
could be due to the lack of international networks or the knowledge of how to become
more internationally involved. From the respondents 14% disagree and 9% strongly
disagree with the statement forming a total of 23%. This could be because of the nature

of the freelancing business that the respondents are in or because of a language barrier.
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19. I feel the need to become more internationally involved.
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CHART 19. Respondents” needs to become more internationally involved

4.5.4 When seeking for help/information I also use international resources

The following chart measures how respondents, when seeking help or information, use
international resources based on if the respondents have an international education or
not. 100% of the respondents who have an international education say that they agree
(14%) or strongly agree (86%) with the statement. Most of the respondents who do not
have an international education still use international resources. From this group 75%
say that they agree (57%) or strongly agree (18%) with the statement. From this group
also 7% say that they disagree and 14% say that they strongly disagree with the state-
ment and that they do not use international resources, 4% of the respondents from this
group say they don’t know whether they use international resources or not. When com-
paring these 2 groups together it is clearly visible how an international education affects
the person’s information search behavior. Although using international resources was

also popular in the group of respondents who had not received an international educa-
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tion the percentage who strongly agreed with the statement was 18% whereas the per-
centage of the respondents who had received an international education was 86%. The
difference here could also be due to a language barrier or that percentage of freelancers
who had not received an international education and disagreed or strongly disagreed
with the statement (21%) feel that they receive all the necessary information from their

national sources and thus do not have the need to look further.

20. When seeking for help/information I also use international resources.
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CHART 20. Using international resources by international education

4.5.5 I have taken part in international conferences

The chart below shows if respondents have taken part in international conferences,

and how having an international education affects the responses. Out of the respondents
who have received an international education 86% had taken part in international con-
ferences and only 14% had not. Comparing with the respondents who had not received

an international education considerably smaller percentage, 32%, had taken part in in-
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ternational conferences. The majority, 68%, who had not received an international edu-
cation, had not taken part in international conferences.

As also seen in the previous chart having an international education seems to affect the
international activity of the respondents. The people with international education are far
more likely to seek information and knowledge that comes from outside the borders of

one’s own country.
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CHART 21. Taking part in international conferences by international education

4.5.6 I am currently part of some linked in communities

The following chart measures what the difference of being part of linked in communi-
ties 1s based on if you are located in Finland (Helsinki) or the Netherlands (Breda). The
chart shows a clear difference between these two countries and the number of respond-
ents who are part of LinkedIn communities. 94% of the respondents from the Nether-

lands are part of LinkedIn communities and only 6% are not. When comparing to Fin-
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land only 42% are part of LinkedIn communities. The majority of Finnish respondents,
58%, are not part of any LinkedIn communities.

According to socialbakers.com, which shows statistics of all LinkedIn users such as the
number and the total percentage of LinkedIn users per country, the Netherlands has the
6" largest user group worldwide with over three million users which is almost 18% of
the whole population. According to the same online source Finland is on the 40™ place

with a little over 400.000 users which is almost 8% of the whole population.
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CHART 22. Being part of LinkedIn communities by location

4.5.7 1 feel that being part of LinkedIn communities has been beneficial for me

The chart below shows how respondents feel, if LinkedIn communities that they are
part of have been beneficial for them. The answers have been divided between Finland
and the Netherlands. Only people who replied yes to the previous question “I am cur-
rently part of some LinkedIn communities™ are counted in the chart below. The majori-

ty, 53%, of the respondents from the Netherlands agrees with the statement and finds
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LinkedIn communities beneficial, out of those 33% agree and 20% strongly agree. 33%
of the respondents from the Netherlands don’t know whether LinkedIn being part of
LinkedIn communities has been beneficial to them, and 13% say that it has not been
beneficial and disagree with the statement. In Finland only 13% agree that being part of
the communities has been beneficial. A large percentage, 63%, say that they don’t know
if it has been beneficial or not. 25% of the Finnish respondents disagree with the state-
ment and think that it has not been beneficial for them to be part of any LinkedIn com-
munities.

While the number of LinkedIn users in Finland is rising and people are becoming more
aware of the networking possibilities and how LinkedIn could be used for recruitment,
it is still a fairly unused medium in Finland. As written in the previous chart the Nether-
lands is on the 6™ place and Finland far behind on the 40™ place, thus LinkedIn is in
wide use in the Netherlands, this could explain why a larger percentage of the Dutch

than of the Finnish respondents feel that LinkedIn is useful for them.

23. I feel that being part of LinkedIn communities has been beneficial for me.
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CHART 23. Benefit of LinkedIn communities by location
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Disclaimer: Due to rounding up of the percentages, the percentages may not add up to

hundred. This does not affect the reliability of the research.
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5 CONCLUSION AND SUMMARY

The goal of this thesis was to gather more information about the needs of creative free-
lancers regarding the workspace, networking and internationalisation in order for de-
Club to be better aware of the needs of its target group and to be able to use the infor-
mation when opening new offices. The research was quantitative and was conducted by
sending a link to the creative freelancers in the target group. In total 35 responses were
received. The analysis of the results were divided into four groups; the basic infor-
mation, the need for workspace, the need for networking and the need for internationali-
sation. Some of the results in the latter three groups were cross analysed with the basic
information questions such as age, gender, location and if the respondents were current-

ly working from home or not.

When analysing the responses of the need for workspace section it became apparent that
majority of the respondents feel that working from home interferes with their family life
and almost half of the respondents felt that working from home was not the best option
for them. What was surprising was that there was a clear gender difference in wanting a
more flexible workplace option. Out of the female respondents 82% wanted a more
flexible working place option compared to the 39% of the male respondents who want-
ed a more flexible option.

Looking at these statistics it is clear that there is a need for workspaces. From the previ-
ously mentioned options given to respondents they found the following to be the top
three most important things in a shared office: network of like-minded people, meeting
space for clients and the location of the office. These are things that deClub has already
taken into consideration for the shared offices. Both of the offices that have now opened
have a central, easy to reach location. There is also a designated meeting area for clients
in both of the offices and the network of like-minded people is the heart of deClub.
Another thing that can be seen from the responses is that majority of the respondents
prefer a more private office space compared to a desk in an open office plan. This is an
important thing to keep in mind when designing the interior of the office, so that there is
also enough privacy for those who need it, but also a place for socialising for those who
like shared offices because of their network possibilities. The majority of the respond-
ents, 66% in total would prefer a permanent personal desk in the office. This is also an

important thing to consider when planning the interior so that there would be the possi-
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bility of a permanent personal desk. This can also be solved (as it has been in the Hel-
sinki and Breda offices) by having personal lockable lockers for members so that they

will be able to leave their belongings there after the work day.

The analysis of the need for networking section showed that the majority of the re-
spondents were either an active member of a professional network or community or
interested in becoming one, in total 83%. This is an important piece of knowledge since
it shows that people are interested in networks and also feel that networks are giving
them what they are looking for. 76% of the respondents that were currently part of a
professional network or community said that the one/ones they are part of answer to
their needs. The aim of deClub is to facilitate the possibilities for networking and to get
members to collaborate and share information and experiences with each other. Most of
the respondents chose collaborators or partner and more possible client contacts from
previously mentioned options when asked which of the following things they are look-

ing for in networks.

When analysing the need for internationalisation section it became apparent that re-
spondents had interest in internationalisation. Almost half of the respondents, 43%, had
some international work experience before starting their freelancing career and the ma-
jority, 53%, said they would like to become more internationally involved. However
only 20% of the respondents had an international education, when cross analysing this
with if the respondents also use international resources when seeking for
help/information it shows that all the respondents who had international education use
international resources, but also 75% of the ones who do not have an international edu-
cation still use international resource. It shows that the respondents are not only using
local or national resources, but taking the extra step of looking further for what they
need. This is an important realisation when thinking of deClub, because the aim of de-
Club is to create a pan European network, where members from different countries
could easily network and share knowledge.

In this section also the use of LinkedIn was covered, it was cross analysed with location.
According to the research there is a notable difference between Finland and the Nether-
lands. 94% of the Dutch respondents were part of LinkedIn communities in comparison
to only 42% of the Finnish respondents. Out of the Dutch respondents who were cur-
rently part of Linked in 53% found it beneficial while only 13% of the Finnish respond-
ents thought the same. This difference can be explained by the popularity of LinkedIn in
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the Netherlands. It is widely used in the Netherlands for recruiting and networking pur-
poses while in Finland it is not used as widely used yet and that is why the members in
Finland feel they do not get as many benefits of being part of LinkedIn communities as
the members in the Netherlands. This knowledge can be used when thinking of channels
to reach possible customers, especially in the Netherlands the usage of LinkedIn for

marketing and networking could be beneficial.

The analysis of the results gives deClub knowledge about their target groups needs in
the above mentioned areas. From the results, it can be seen what creative freelancers in
the target group feel about the questions and statements in the survey. The thesis can
give useful guidelines when planning for example the interior or the location of the of-
fice. It also gives information about how internationally oriented the creative freelancers
in the target group are and how they feel about networking. These results can help when

planning the services deClub will offer to its members.

As mentioned earlier the research was completely quantitative with no open- ended
questions. The research was conducted based on the received 35 responses, the ques-
tionnaire was sent to 160 creative freelancers. The response percentage was relatively
low, 22%. To get more specific information and responses a further qualitative research

could be useful in the future.
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APPENDICES

Appendix 1. The survey

Freelancers’ needs for creative working space, networking and internationaliza-
tion

You can include any text or info that will help people fill this out.
Basic information

1. What is your gender?

Male

Female

2. What is your age group?

<25

2630

3135

3640

4145

4650

50>

3. Where are you located?

Finland

The Netherlands

The need for a working space

4.1 am currently working from home.

Yes

No

5. Working from home is the best option for me.
Strongly agree

Agree

Don't know

Disagree

Strongly disagree

6. Working from home interferes with my family life.
Strongly agree

Agree

Don't know

Disagree

Strongly disagree

7.1 feel I am constantly at the workplace.
Strongly agree

Agree

Don't know

Disagree

Strongly disagree

8. I would like a more flexible working place option e.g. a shared office.
Strongly agree

Agree

Don't know

Disagree

Strongly disagree
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9. When working from a shared office the following things would be of importance
to me:

Answer options: Strongly agree, Agree, Don't know, Disagree, Strongly disa-
gree

Network of likeminded

people

Meeting space for clients

Flexible accessibility to the office

Flexibility of the rental period

Copier / printer

Professional image

Location

10. When working in a shared office I would prefer to have a permanent personal
desk.

Strongly agree

Agree

Don't know

Disagree

Strongly disagree

11. I prefer a more private office space compared to a desk in an open office.
Strongly agree

Agree

Don't know

Disagree

Strongly disagree

12. For a more private office space in a shared office I would be ready to pay
25% more

50% more

75% more

100% more

The need for networking

13. 1 am currently an active member of a professional network or community.
Yes

No, not at the moment but interested in (go to question 15)

No, and not interested in (go to question 16)

14. The network or community I am part of answers to my needs.

(If your previous answer was yes)

Strongly agree

Agree

Don't know

Disagree

Strongly disagree

15. I am looking for the following things in networks:

Answer options: Strongly agree, Agree, Don't know, Disagree, Strongly disa-
gree

Social support

Problem solving support

Finding new inspiration

More possible client contacts

Collaborators or partners
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16. When I need help in something work related I seek it from
Friends

Internet

Networks | am part of

The need for internationalization

17. Previous to my freelancing career, I have been working in an international
company.

Yes

No

18. I have an international education.

Yes

No

19. 1 feel the need to become more internationally involved.
Strongly agree

Agree

Don't know

Disagree

Strongly disagree

20. When seeking for help/information I also use international resources.
Strongly agree

Agree

Don't know

Disagree

Strongly disagree

21. I have taken part in international conferences.

Yes

No

22.1 am currently part of some LinkedIn communities.
Yes

No

23. 1 feel that being part of LinkedIn communities has been beneficial for me.
(If your previous answer was yes)

Strongly agree

Agree

Don't know

Disagree

Strongly disagree

End of the survey

To receive more information about deClub, please fill in your preferences below.
(Optional)

I would like to be contacted regarding

a workspace

a newsletter

Leave your email address in the field below

(Optional, but required if you wish to be contacted)



