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On-line social networking websites provide interesting opportunities to collect moderately detailed 
primary data about social and professional linkages among individuals between the ages of  18-25 
within specified geographic communities. On the popular Facebook social networking website, 
over 11,620 individuals self-identify as being from the University of  Calgary, the Calgary area, 
or both. This is a biased and self-selected, but statistically significant sample of  the highly talented 
youth population in the Calgary area. Since participants in this community are actively interested or 
participating in largely informal, but documented social, professional and common interest networks, 
and because the Facebook network for University of  Calgary students is fairly representative of  
the actual University of  Calgary population, the diversity and quantities of  participants’ identified 
linkages may be viewed as a proxy for non-participant members of  the young urban professional 
community in Calgary.

Drawing from self-declared data made public and searchable on Facebook, a number of  quantita-
tive analyses are revealing: 
1) Based on employment information (including firm and position) a number of  different significant 
relationships between creative young people and firms are examined. 
2) Based on interest, activities, etc., various descriptions used by creative individuals to describe their 
own activities are evaluated.
3) Based on employment and education information (including institution and level of  study), rela-
tionships between educational experience and creative professional activities.

Although this self-selected dataset undoubtedly under-represents overall networking and creative ac-
tivity in Calgary (and also of  the age group sampled), the relatively simple analyses described above 
should provide useful information and trends with which to effectively target highly-educated and 
creative young individuals for further study. 

Using an on-line social networking website to identify trends in the 
young urban professional creative community in the Calgary city 
region
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Introduction
Online social networking websites allow individual 
Internet users to exchange information and form geo-
graphically delocalized communities. When an indi-
vidual registers with a social networking website, they 
must complete a brief  profile providing basic personal 
information. Any registered user may search profiles 
to identify other users with shared interests or other 
desired characteristics. User profiles contain informa-
tion such as age, gender, geographic location, employer 
name and occupation, as well as more detailed informa-
tion about education, marital status, hobbies, activities, 
favourite books, etc. Any subset of  this information may 
be made publicly available to other users at the profile 
owner’s discretion, and any information made public 
in that manner is viewable by any Internet user. In this 
study, we leverage the public visibility of  these profiles 
to collect aggregate information about creative individu-
als who use Facebook (“Facebook Creatives”) to identify 
and study their characteristics.

To that end, this study aims for two goals through-
out: First it seeks to provide a variety of  basic insights, 
confirmations and rebuttals into several aspects of  the 
local, young creative community. Second, it proposes 
a number of  questions in different areas that may be 
addressable by the dataset, which could inspire future 
research efforts.

What is Facebook?
“Facebook is a social utility that connects people with 
friends and others who work, study and live around 
them,” according to the Facebook website (2007). Es-
tablished as an online version of  traditional hard-copy 
compilations of  photos of  people used by departments 
and schools to help members identify each other, its 
primary audience at inception was university students, 
faculty and staff. Initially, a valid university (“college” in 
the Facebook parlance) e-mail address was required to 
register on the Facebook website, but registration has 
been open to all Internet users since September 2006. 

When joining Facebook, members may select one or 
more networks to join. A network is based on a real-life 
community, such as a university, high school, or com-
pany, or on a city or geographic region, such as Calgary, 
Alberta. Users must possess a valid e-mail address for 
the network they wish to join, except for geographic net-
works which may be joined freely. 

Individuals join Facebook to support and extend their 

real-life relationships with colleagues from their current 
networks. Through Facebook’s network directory and 
search features, members are able to find other mem-
bers, organize events, contact potential participants, and 
re-connect with individuals from previous educational 
and work experiences. Members are encouraged to iden-
tify other found members as friends as appropriate, and 
to solicit friends outside of  the Facebook community to 
join Facebook. Any individual registered on the web-
site may also form a sub-community or special interest 
group based on any common interest. 

Members are also able to build new relationships with 
individuals they meet through Facebook via network, 
event and group discussion boards. In order to find 
other members, or to be found by former colleagues, 
members are incentivised to accurately self-identify with 
interests, occupations and descriptors when complet-
ing and updating their profiles. Each dimension of  the 
profile is searchable (see Figure 1a). Finding a friend, or 
being found, potentially expands each member’s social 
network and expertise with their interests. For some 
individuals, listing occupations, interests, and affiliations 
may also be a matter of  pride since the site provides an 
outlet for publicly displaying their accomplishments.

At any time, a user may elect to make none, some, or 
all of  their profile information visible to other users, and 
they may edit or update the information at any time. 

As a social networking site that grows by referral, 
Facebook membership grows on a daily basis (as do 
some sub-populations such as groups within Facebook). 
That feature results in new data set has the advantage of  
growing by integral percentage points on a daily basis, 
but also the disadvantage of  not being viewable in its 
entirety at any moment in time.

Why Facebook?
Facebook is an interesting data source because it covers 
a number of  demographic, personal and professional 
dimensions of  individuals and communities. In addition, 
the data points are not tainted by third party interpreta-
tion since they are provided directly by the users they 
characterize. The data is also highly regular because 
standard forms and input validation at the time of  user 
data entry restrict the input of  illegitimate or excep-
tional responses. Facebook, and other social networking 
websites, represent a new form of  user-supplied but 
independently verified data not previously available, and 
especially not in such a clean form.
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Figure 1a. Key features of  a profile.
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wall and notes
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Personal preferences

Education and employment

<td class=”label”>Hometown:</td>
<td class=”data”><div class=”datawrap”><a href=”http://ucalgary.
facebook.com/s.php?adv&amp;k=10010&amp;n=-1&amp;c1=Calgary&amp;o=4”>
Calgary</a>, <a href=”http://ucalgary.facebook.com/s.php?adv&amp;k=1
0010&amp;n=-1&amp;r1=100001&amp;o=4”>Alberta</a></div></td></tr>
<tr id=”Political Views”><td class=”label”>Political Views:</td>
<td class=”data”><div class=”datawrap”><a href=”http://ucalgary.
facebook.com/b.php?k=10010&amp;n=-1&amp;pl=8&amp;o=4”>Other</a></
div></td></tr>
<tr id=”Religious Views”><td class=”label”>Religious Views:</td>
<td class=”data”><div class=”datawrap”><a href=”http://ucalgary.
facebook.com/s.php?adv&amp;k=10010&amp;n=-1&amp;re=Cthulhu&amp;o=4”>
Cthulhu</a></div></td>

Figure 1b. HTML source code excerpt 
containing some fields and values.
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networking site’s profile browser tool:
A number of  batches were chosen, divided by age, 

gender, and network. The choices for age were each year 
of  age from 19 and 27, inclusive. The choices for gender 
were “male” and “female”. The choices for network 
were “Calgary, AB” and “University of  Calgary”. Pro-
files of  interest could be registered with either network, 
or both networks simultaneously, but they cannot be 
registered as both male and female simultaneously, nor 
in multiple single year age groups simultaneously.

Each batch consisted of  profiles matching a particu-
lar combination of  age group, gender and network (for 
example, all 27-year-old males in the “Calgary, AB” 
network). Facebook’s profile browser tool was instructed 
to return a list of  all members in alphabetical order by 
name whose profiles matched the criteria for the batch. 
DownloadThemAll was instructed to download and 
store matching profiles as HTML files on a local compu-
ter workstation. 

The Facebook profile browser was limited to display-
ing a maximum of  550 profiles for any particular query. 
Where the number of  profiles returned for a batch ex-
ceeded 550, the profile browser was then used to obtain 
a random list of  individuals matching the criteria for the 
batch, not sorted in any way. Those profiles were then 
downloaded

Two additional batches were also subsequently collect-
ed, repeating the procedure above for both the “Calgary, 
AB” and “University of  Calgary” networks, but with 
no age or gender specified, and results in random order. 
1,405 profiles and 1,499 profiles were retrieved for the 
two networks, respectively. In conjunction with the pub-
licly disclosed total size of  those two networks (90,222 
and 11,620 members, respectively), these samples enable 
an approximate age and gender distribution of  the social 
networking website’s user population to be calculated.

A subsequent data collection, using the same profile 
browser tools as above, but with only the place of  em-
ployment specified, was used to collect all available pro-
files for individuals working at several particular firms of  
interest. Firms were deemed interesting if  they appeared 
multiple times in the previous batches.

Data Extraction and Recording
Matched field-value pairs from each downloaded profile 
were extracted using a custom text parser programmed 
by the author in the PHP scripting language. The data 
extraction method was based loosely on web data pars-
ing and extraction techniques developed by Camacho et 

Motivations
Drawing from self-declared data made public and 
searchable by Facebook, this study focuses on three 
broad but revealing quantitative analyses. 

1) Based on employment information (including 
firm and position) a number of  different significant 
relationships between creative young people and 
firms are examined. 
2) Based on interest, activities, etc., various descrip-
tions used by creative individuals to describe their 
own activities are evaluated.
3) Based on employment and education information 
(including institution and level of  study), relation-
ships between educational experience and creative 
professional activities.

Together, these factors contribute to our understand-
ing of  the role of  creative people in the local innova-
tion system. Specifically, understanding how to identify 
young creatives, their patterns, as well as how their 
creativity is manifest through personal and professional 
pursuits enables the city region to potentially better 
identify, develop and allocate creative human capital. 
Understanding creative roles among firms and the young 
people who occupy them may also result in innovative 
and competitive advantages.

Methodology

Data Gathering
An account was created on the Facebook site by sup-
plying the minimum articles of  information necessary 
to create a profile in order to gain access to the website. 
The account was affiliated with both the “Calgary, AB” 
and the “University of  Calgary” networks. The “Calgary, 
AB” network is one based on geographic affiliation, 
denoting an affiliated user’s primary city from whichever 
perspective, while the “University of  Calgary” network 
is one of  institutional affiliation, denoting current or 
previous membership in the University of  Calgary com-
munity (affiliation with this network requires a valid 
University of  Calgary e-mail address).

In the initial data collection, profiles of  6,346 reg-
istered users were downloaded using the Firefox web 
browser and the “DownloadThemAll” extension (Parodi 
and Verna, 2006) between 8 p.m. and 10:30 p.m. on 
April 7, 2007. 

The profiles were collected in batches using the social 
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al. (2004), which were enhanced by the author to handle 
the specific data format used by the Facebook website. 
The enhancements consisted primarily of  using POSIX-
style regular expressions as the matching token instead 
of  fixed strings (as in Camacho), and were required to 
distinguish between multiple similar semantic HTML 
data structures which the Camacho technique did not 
directly handle. (Source code for the parser is available 
from the author’s website.)

An extracted field-value pair has the form field-name: 
field-value, such as “Sex: Male”, “Groups: 13”, or “Activi-
ties: Writing, photography, coding, design”.

Once extracted, the matched field-value pairs associ-
ated with each user profile were automatically inputted 
by the text parser into a relational database running 
the MySQL software, with each profile being assigned 
a unique “UserID” which is attached in all instances 
to data originating from that user’s profile. The social 
networking website’s unique user identifier was also 
recorded in the database for deduplication purposes. 
Duplicate profiles (obtained, for example, when a user is 
a member of  both the “Calgary, AB” and the “Univer-
sity of  Calgary” networks and appeared in the random 
samples of  each network) were detected by comparing 
the unique user identification number of  each new pro-
file to be entered into the database, with all the unique 
user identifiers currently known to the database. If  a 
match occurred, the profile would not be recorded to 
the database again. 

The accuracy of  the extraction and recording proc-
ess was verified by testing the process on several cases 
covering extreme and edge conditions for data variety, 
and then comparing the imported results in the database 
with the actual contents of  the profile. For example, the 
test cases included at least one profile listing multiple 
graduate schools, another listing one, and a third not list-
ing any graduate school information at all. 

Not all possible information was imported from each 
profile. For example, relationship status and gift box 
contents serve no immediate purpose for this study, 
and so were not parsed, recorded or verified, although 
extending the parser and database to include those fields 
at a future time would be trivially simple.

Confidentiality 
The data used in this study is publicly available and 
disclosed with the explicit consent of  the users on the 
social networking site. Users may choose to disclose 
none, some, or all details of  their profiles, such as work, 

education, birthdate, address, preferences etc. to other 
registered users. In the data extraction process, the name 
of  each individual is stored but not used in analysis, 
while, as stated above, the unique identification number 
given by the social networking website to each user is 
stored and used to identify duplicate records describ-
ing the same individual occurring in multiple batches of  
data (as may occur when an individual sampled in the 
“Calgary, AB” and “University of  Calgary” networks, 
and also has an employment history with one or more 
firms of  interest). 

Although it may be practically possible to backtrack to 
particular individuals based on combinations group affil-
iation, education and employment, etc., the search tools 
website itself  offers more efficient and direct methods 
to find particular individuals based on any desired set of  
parameters for whatever benevolent or malicious intents.

Post-Processing
After the data was imported, a semi-automated rule-
based process was used to normalize data in free-form 
fields where multiple different textual strings were used 
by different users to refer to the same thing. For ex-
ample, the institutions “Southern Alberta Institute of  
Technology”, “SAIT”, “S.A.I.T.” and “S. Alberta Tech” 
are used to denote the same organization, and were 
normalized to “Southern Alberta Institute of  Technol-
ogy” (which was the preferred denotation by the major-
ity of  users). The pattern used for each normalization 
step was recorded in a separate file. This normalization 
was performed by identifying common mis-spellings and 
synonyms by visual inspection of  data sorted alphabeti-
cally by the field to be normalized, and defining regular 
expressions which would match (or near-match) and 
replace text in the matched fields with a normalized ver-
sion. Firm names and religious affiliation were the only 
data on which these normalizations were performed. 
Depending on the item in question, anywhere from a 
single entry to almost half  the entries referring to the 
same item deviated in spelling from the most common 
form.

A number of  other post-processing functions involv-
ing subjective input were also performed on the data, 
with the results recorded in the same database using 
the same keys but different columns as the parsed data. 
Post-processing steps included: a) classifying and record-
ing key parent firms by visual inspection and regular 
expression matching, b) classifying and recording key 
group and religious affiliation by visual inspection and 
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regular expression matching, c) automated counting of  
the number of  the number of  activities and interests 
listed, d) automated counting of  the number of  creative 
attributes in the personal and employment aspects of  
each user’s profile, by regular expression matching with 
lists of  key word roots as described next. 

Defining the creatives
Richard Florida (2005, pg. 27–28) offers the following 
list of  creative occupations: architects, aesthetic workers, 
engineers, scientists, artists, writers, high-end managers, 
planners, analysts, health care, finance, law. That list is 
nearly sufficient for the purposes of  this analysis, and 
forms the basis of  a dictionary used to automatically 
identify individuals engaged in creative occupations. 

Listed work information (that is, the combination of  a 
position and an optional description in a user’s free-text 
profile) matching one of  Florida’s occupations directly 
(e.g. lawyers, engineers), or indirectly (e.g. paralegals 
practice law; designers work with some combination of  
aesthetics, engineering, planning) was used to categorize 
the individual’s employment as being creative. 

In addition, two categories were added—knowledge 
workers and people who create things with knowledge—
since their work is creative and uses information as a 
starting material in assembly where the product creation 
algorithm allows for variation based on professional 
judgment.

Any profile of  an individual matching the expanded 
definition of  creative in either the employment position 
or job description was identified using regular expres-
sion matching and marked as describing an individual 
employed in a creative capacity. The number of  occur-
rences of  those words was also recorded.

Separately, two other creative identifications were per-
formed using the same technique, matching contents of  
the “Activities”, “Interests” or “About Me” sections of  
profiles instead of  matching work information. 

First, individuals whose “Interests”, “Activities” or 
“About Me” sections were classified as self-identified 
creatives if  they contained any of  the following words 
(or their roots): “artistic”, “clever”, “cool”, “demiur-
gic”, “deviceful”, “fertile”, “formative”, “gifted”, “hep”, 
“hip”, “ingenious”, “innovational”, “innovative”, “in-
novatory”, “inspired”, “inventive”, “original”, “origina-
tive”, “productive”, “prolific”, “stimulating”, “vision-
ary”, and, “way out”. The list of  words was drawn from 
the entry for “creative” in Roget’s New Millennium 
Thesaurus, First Edition (2007). The number of  occur-

rences of  those words was also recorded.
Second, individuals who included one of  the follow-

ing words or their roots (drawn from the same thesau-
rus for the entries for “artistic” and “original”) in their 
“Interests”, “Activities” and “About Me” sections were 
classified as externally identified creatives. For “artistic”, 
the words were: “aesthetic”, “creative”, “cultivated”, 
“cultured”, “decorative”, “dramatic”, “elegant”, “ex-
quisite”, “fine”, “graceful”, “grand”, “harmonious”, 
“ideal”, “imaginative”, “musical”, “ornamental”, “pic-
torial”, “picturesque”, “pleasing”, “poetic”, “refined”, 
“rhythmical”, “satisfying”, “sensitive”, “stimulating”, 
“stylish”, “sublime”, and, “tasteful”. For “original”, the 
words were: “avant-garde”, “causal”, “causative”, “cher-
ry”, “conceiving”, “creative”, “demiurgic”, “devising”, 
“envisioning”, “fertile”, “formative”, “fresh”, “genera-
tive”, “imaginative”, “ingenious”, “innovational”, “in-
novative”, “innovatory”, “inspiring”, “inventive”, “new, 
novel”, “originative”, “productive”, “quick”, “ready”, 
“resourceful”, “seminal”, “sensitive”, “unconventional”, 
“unprecedented”, “untried”, “unusual”.

To prevent multiple-counting, words appearing in the 
‘creative’ list of  words and either or both of  the ‘artistic’ 
or ‘original’ lists of  words were retained in the ‘creative’ 
list, and removed from the latter two.

Together, it was hoped that these definitions of  mem-
bers belonging to the creative class encompassed “those 
creative humans using creativity to benefit the economy” 
(Florida 2005, pg. 35).

Subsequent data exploration
After the data was gathered, a number of  subsequent 
data manipulations were performed to count things of  
interest in the original data. For example, the number of  
group memberships and activities, and the major reli-
gious affiliation were calculated and recorded into the 
database, into new columns after the initial data entry 
process.

A number of  measures were created based on counts 
of  data in the database. Some of  these measures were 
paired and their correlations automatically calculated (in 
a manner similar to that suggested by Geng and Hamil-
ton, 2007) and graphed and then manually reviewed to 
ensure that expectable correlations were present, and 
to ensure that nothing unexpected distinguished the 
general population or creative subpopulations. Findings 
from these correlations are discussed in the next section.
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Results 

Note: Users of  Facebook can limit the amount of  pro-
file information displayed to individuals not designated 
as “Friends”. Therefore, not all users returned by the 
profile browser had accessible profiles, and not all parts 
of  all profiles were publicly visible or populated. There-
fore, in this section, we consider only those profiles 
which provide data in the fields under analysis.

What the indicators tell us
A number of  objective indicators contained within the 
Facebook profiles can tell us things about their owners: 

Wall – Each user’s “Wall” is a place where friends can 
communicate information to the user in a public way 
(only individuals designated as friends on Facebook 
can write to other friends’ walls). Wall activity indicates 
active friendship and trust-building activities.
Groups – Facebook allows users to create and join 

Figure 2. Age and gender distributions 
of  University of  Calgary population, and 
random Facebook samples of  the “Cal-
gary, AB” and “University of  Calgary” 
networks.
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Source: University of Calgary Office of Institutional Analysis. Facebook “Calgary, AB” Network (n=733)
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any number of  voluntary groups which may pertain to 
almost any topic. Joining a group means that, mini-
mally, the user sought out a group, or noticed that a 
friend had joined it, and is an indicator of  community 
participation.
Activities – The “Activities” section of  each user’s 
profile is a place where the user may supply free-form 
lists and descriptions of  things they do. Activities are 
similar to “Interests”, another free-form field where 
users can describe their interests. Both are similar to 
the “About Me” section, which is intended to allow 
other free-form input from the user. Users sometimes 
include overlapping information in those three sec-
tions, or refer to one section from within another.
In this analysis, we treat all three, Activities, Inter-
ests, and About Me, as being sources of  information 
of  approximately equal strength. We search Activi-
ties, Interests and About Me for words that relate to 
creativity, as well as count the elements in those lists 
to determine to what magnitude a user participates in 

Age Age

Age
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creative activities.
Work – The work and “Education” sections of  a 
profile give organizational, locational, and temporal 
information about a profile owner’s work and educa-
tion history. They both allow positions/programs to 
be described using free-form text.
Books, Movies, TV – Users may put any text in these 
categories. Most users include lists of  favourite works 
and artists. In future, books might be used as a proxy 
for gaining new personal knowledge, but for this 
study, the sections are given equal weight. The lengths 
of  these lists, rather than the qualitative nature of  their 
contents are counted here.

Parting the Facebook creatives
Initial analysis divided the population into two classes: 
“Facebook Creatives”, and non-creatives. Facebook 
Creatives were defined as anyone having at least one of  
the following characteristics: a) defined themselves as 
“creative” (or one of  the synonyms) through the Activi-
ties, Interests or About Me sections of  their profiles; b) 
listed “artistic” or “original” (or one of  their synonyms) 
in the Activities, Interests or About Me sections of  their 
profiles; c) listed one or more creative activities as listed 
the Activities, Interests or About Me sections of  their 
profiles; d) had a job title or description which matched 

Creatives:
	 [r2] => 0.17492936014223
n=2807

Non-Creatives:
	 [r2] => 0.1960712981371
n=6135

the expanded Florida definition of  creative occupations 
given previously. Non-creatives are Facebook users 
having none of  the qualities of  the Facebook Creatives 
defined above.

General observations

Scope of  coverage
According to Facebook, the number of  users in the 
“Calgary, AB” network has 90,222 members as of  April 
2007, while the “University of  Calgary” network has 
11,620 members. The two random sample sizes of  1,405 
members of  the “Calgary, AB” network and 1,499 mem-
bers of  the “University of  Calgary” network account for 
1.557% and 12.90% of  the populations using Facebook, 
respectively. In total, 10,962 profiles were obtained from 
the “University of  Calgary” and “Calgary, AB” net-
works.

Population distributions
The population distribution recorded by the University 
of  Calgary showed some differences with the randomly 
sampled Facebook population belonging to the “Uni-
versity of  Calgary” network, although they are in gen-
eral agreement (see Figure N). First, the University of  
Calgary population has more females than males overall, 

Figure 3. Number of  Friends vs Number of  Groups for Facebook Creatives (left) and 
non-creatives (right).
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by 7.53%, whereas in the randomly sampled Facebook 
“University of  Calgary” population, there were 4.53% 
fewer females than males. Second, the actual University 
of  Calgary population peaks doubly at 18 and 21 years 
of  age for both males and females, while the randomly 
sampled Facebook population peaks only once at 19 
for the female population, and only once at 20 for the 
male population. In the randomly sampled Facebook 
population, the number of  users reporting their age 
drops dramatically at years of  age greater than 24, while 
the trend is more gradual for the actual University of  
Calgary population.

These differences in the two distributions are ex-
plained at least in part by the fact that participation in 
Facebook by U of  C students is incomplete, and that 
not all participants list their age on Facebook.

Overall, the randomly sampled Facebook population 
is younger than the actual University of  Calgary popula-
tion by six months, with mean ages of  20.81 and 21.36 
years, respectively. The University of  Calgary population 
and the “University of  Calgary” Facebook sample are 
satisfactorily comparable for ages 18 to 23 or 24.

Compared with the general “Calgary, AB” population 
as sampled on Facebook, which is bimodal around 19 
and 24 years of  age, both University of  Calgary sam-
ples are less lumpy and younger. The average age of  the 
“Calgary, AB” sample was 22.14 years. With respect to 
gender, the “Calgary, AB” population is more balanced 
in aggregate than either the University of  Calgary or 
Facebook “University of  Calgary” populations, although 
clear swings of  the data in both directions are visible at 
different age groups in the “Calgary, AB” population.

Counting creatives
From the entire data set, 3,213 Facebook creatives 

were identified, 7,749 non-creatives were identified. Of  
those, 2,761 have been employed. 

From the random samples of  the “Calgary, AB” and 
“University of  Calgary” Facebook networks only, 22.4 
of  the “Calgary, AB” network members were classified 
as creative while 27.9% of  “University of  Calgary” net-
work members were classified as creative. 

Obvious correlations
A number of  correlations come as no surprise: Profiles 
in either the Facebook Creative or non-creative classes 
which listed many friends also participated in many 
groups, and interacted with friends via their messaging 
walls (R2 values of  0.17 to 0.31, n>2800, with non-
creatives having slightly higher R2 values, see Figure N 

for an example: “Number of  Friends” plotted against 
“Number of  Groups”). Individuals in either class who 
listed many movies of  interest also listed many TV 
shows of  interest (R2=0.186 for non-creatives, n=2,518; 
R2=0.144, n=2,627 for creatives), and also, but to a less-
er correlation, books of  interest (R2=0.133, n=2607 for 
non-creatives, R2=0.135, n=2327 for creatives). These 
observations do not say much about Facebook Creatives 
in particular, or how they interact with the local innova-
tion environment.

An a-political affair
As a group, Facebook Creatives express slightly more 
moderate to liberal views than their non-creative coun-
terparts. However, their political views are not signifi-
cantly different from each other (see Figure 4).

Non-creatives make up 25.16% of  the libertarian-very 
conservative-conservative part of  the political spec-
trum, while Facebook Creatives compose slightly less at 
24.31%. By contrast, 27.34% of  Facebook Creatives de-
clared liberal or very liberal views, while only 25.70% of  
non-creatives chose liberal or very liberal for their views. 
Also, more non-creatives consider themselves apathetic 
or of  another political persuasion than Facebook Crea-
tives.

Although it may be tempting to speculate about con-
servative creatives and liberal dullards, the lack of  spe-

Libertarian

Very Conservative

Conservative

Moderate

Liberal

Very Liberal

Apathetic

Other

Creatives

1.91%

2.01%

20.39%

14.42%

20.81%

8.82%

6.53%

25.10%

Non-creatives

2.14%

2.53%

20.48%

12.11%

17.87%

7.83%

7.59%

29.44%

Figure 4. Political views of  non-creatives 
and creatives. n=4711 (2568 non-creatives, 
2143 creatives).

View
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cificity in the labels obscures any distinction that users 
may wish to make with respect to sharing views about 
various political spectra on their profiles. For example, 
the concept that a person may be socially liberal and 
financially conservative is not expressible on the social 
networking website’s political views measure, yet many 
Albertans would consider themselves to be “Red Tories” 
fitting that description. 

Also of  cautionary note are the large and unbalanced 
portion of  both creatives and non who would consider 
themselves to be of  “Other” political leaning, with no 
clear indication of  what exactly that category encom-
passes.

More meaningful correlations
A much more meaningful number is obtained by exam-
ining the relationship between the number of  times a 
person has been employed to the total number of  crea-
tive descriptors in the positions or descriptions of  those 
jobs. Those two measures give us a positive relationship 
with an R2 value of  0.156 for non-creatives (n=1,268), 
and 0.168 for Facebook Creatives (n=2,035). 

Creatives, as measured by creative activities and crea-
tive work, also have interests in larger quantity than non-
creatives (R2 =0.079 for non-creatives vs R2 =0.112 for 
Facebook Creatives).

Perhaps more importantly, the lack of  meaningful 
relationships between most of  the basic pairings of  
measures shows that they are sufficiently independent as 
potential indicators of  creativity.

Potentially interesting non-correlates for both Face-
book Creatives and non-creatives included lengths of  
activity lists and the number of  colleges attended (it’s 
plausible to hypothesize that exposure to new colleges 
would also expose the individual to new activities), and  
the number of  musical interests and number of  friends 
(apparently, one doesn’t make friends on Facebook by 
virtue of  the number of  different bands one enjoys).

The number of  activities a person participated in 
did not relate at all to the number of  posts on their 
wall (R2=0.000, n=2,112 for non-creatives; R2=0.010, 
n=2,322 for creatives). (Note that more Facebook 
Creatives than non-creatives both listed activities and 
interacted with friends, but that is a side-effect of  using 
activities to help identify creativity.) This was somewhat 
unexpected in that social capital theories generally agree 
that participation in group activities generally follows, or 
is followed by building new relationships with friends. 
Examining the data in more detail in a future study, with 

Figure 5. Gender distributions among 
randomly selected creatives (top, n=661) 
and non-creatives (bottom, n=1,188) in 
the “Calgary, AB” and “University of  Cal-
gary” networks.

Age

Age

Male 

5.30%

5.30%

5.30%

6.51%

5.60%

6.51%

3.33%

3.63%

1.97%

1.82%

1.36%

Female

7.26%

7.56%

8.02%

6.81%

6.20%

5.75%

3.63%

1.97%

1.82%

2.57%

1.82%

Female

6.14%

8.25%

6.31%

4.97%

5.56%

4.46%

3.70%

2.44%

2.36%

1.43%

1.26%

Male

6.90%

8.67%

7.83%

6.82%

6.14%

4.88%

4.55%

2.95%

1.94%

1.94%

0.51%

46.60% 53.40%

53.11% 46.89%

Facebook Creatives

Non-Creatives
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Firms, creatives, and networks
Firms in this study were more easily connected to each 
other through creatives than non-creatives. As Figure 6 
shows, when considering all employees who have had 

Min. # of	 Creative	 Non-cr.	 Links ratio	 Firm	 Creative	 Non-cr.	 Workers ratio	 Firms
employees	 links	 links	 C/NC	 links	 workers	 workers	 C/NC			 
2	 673	 792	 0.849	 1465	 418	 492	 0.849	 395
3	 562	 655	 0.858	 1217	 385	 439	 0.876	 211
4	 518	 597	 0.867	 1115	 365	 420	 0.869	 150
5	 483	 577	 0.837	 1060	 354	 412	 0.859	 127
6	 474	 560	 0.846	 1034	 349	 406	 0.859	 115
7	 449	 524	 0.856	 973	 338	 390	 0.866	 94
8	 422	 505	 0.835	 927	 323	 382	 0.845	 80
9	 411	 491	 0.837	 902	 318	 377	 0.843	 75
10	 404	 463	 0.872	 867	 315	 365	 0.863	 66
12	 390	 439	 0.888	 829	 306	 352	 0.869	 56
14	 366	 411	 0.890	 777	 296	 334	 0.886	 48
15	 361	 406	 0.889	 767	 293	 329	 0.890	 46
16	 358	 401	 0.892	 759	 292	 326	 0.895	 44
18	 334	 381	 0.876	 715	 277	 316	 0.876	 37
20	 330	 371	 0.889	 701	 273	 310	 0.880	 35
22	 309	 348	 0.887	 657	 259	 293	 0.883	 31
24	 292	 334	 0.874	 626	 246	 287	 0.857	 27
26	 283	 328	 0.862	 611	 238	 282	 0.843	 26
28	 274	 319	 0.858	 593	 230	 276	 0.833	 23
30	 274	 319	 0.858	 593	 230	 276	 0.833	 23
35	 258	 308	 0.837	 566	 219	 269	 0.814	 21
40	 245	 277	 0.884	 522	 211	 246	 0.857	 16
45	 223	 257	 0.867	 480	 190	 229	 0.829	 13
50	 221	 248	 0.891	 469	 188	 222	 0.846	 12
60	 210	 245	 0.857	 455	 179	 219	 0.817	 11
70	 196	 224	 0.875	 420	 166	 202	 0.821	 9
80	 189	 212	 0.891	 401	 159	 191	 0.832	 8
90	 160	 195	 0.820	 355	 134	 174	 0.770	 6
125	 142	 182	 0.780	 324	 119	 164	 0.725	 5
140	 118	 145	 0.813	 263	 98	 132	 0.742	 3
210	 93	 108	 0.861	 201	 77	 99	 0.777	 2
310	 35	 61	 0.573	 96	 31	 55	 0.563	 1

Table 1. Network linkages vs. firm size for firms employing at least two people. Crea-
tive definition includes individuals who work at a creative position.

respect to categorizing the individualistic or group na-
ture of  groups listed, may reveal some relationship with 
social capital.

Gender balance of  creatives
An interesting divergence was observed with respect 
to the Facebook Creative and non-creative populations 
distributed by age and gender (see Figure 5). Among Fa-
cebook Creatives, females make up a 6.80% majority for 
all ages except 23-25, while among non-creatives, males 
have a 6.22% majority over females, but are less well 
represented at ages 21, 26 and 27. Overall, the Facebook 
Creative sample appears to have a less balanced popula-
tion distribution than does the non-creative population.

Some of  the variance may be explainable by the fact 
that the Facebook Creative population is in part defined 

by employment, where older individuals tend to have 
more employment roles and hence more opportunities 
to have had a creative role. However, removing creative 
employment from the definition of  Facebook Creatives 
increased the overall lead of  females to 12.02% over 
males among Facebook Creatives, and increased the gap 
to 7.41% of  males over females among non-creatives. 
Employment appears to act as a dampening factor of  
the gender difference.

The relationship between gender and creativity may be 
the topic of  future research.

* Successive rows with no changes in links or workers omitted
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Figure 6. Firm connectivities via employees in 
the Calgary area as represented on Facebook. 
Only firms employing more than one person on 
Facebook and users who have had at least two 
employment experiences are shown. Blue ovals 
are firms for which all profiles of  employees 
were obtained from Facebook. Grey ovals are all 
other firms. Green squares are creatives. Orange 
triangles are non-creatives. The number in the 
parenthesis next to a firm indicates total number 
of  people employed and found in FaceBook, the 
number in parenthesis next to a person indicates 
total employments. (Readers of  the PDF version 
of  this document can find exquisite detail by 
zooming in.)

WestJet (124)

6259 (4)10886 (2)10876 (2)10878 (2)2297 (2)

10913 (2)

10907 (2)

10905 (2)10901 (2)10874 (2)10848 (2)
1963 (2)

4829 (2)

10857 (2)898 (4)10858 (4)5508 (2)10861 (2)7577 (2)

7776 (2)

8450 (2)

8428 (2)

2394 (2)

3683 (2)10927 (3)10917 (2)10921 (2)

University of Calgary (302)

10758 (3)10757 (3)10754 (2)10670 (3)1960 (2)1966 (2)
10673 (5)

10738 (2)2156 (3)10744 (3)
10743 (4)
2629 (3)

10764 (3)

10780 (3)10777 (2)10789 (2)10785 (4)10775 (2)10760 (2)10671 (2)10768 (2)3983 (2)2438 (4)10701 (3)10698 (2)10720 (3)10721 (4)2844 (2)
2450 (2)

10696 (2)2284 (2)2813 (4)10708 (2)

10711 (2)

10710 (2)10718 (2)10717 (3)10686 (2)2516 (2)2512 (4)10735 (2)2562 (5)10732 (2)10661 (2)10729 (3)2898 (2)10663 (2)10693 (2)10694 (5)10659 (2)10794 (2)10778 (2)6827 (2)6717 (3)6952 (2)

8840 (5)

6453 (2)

10136 (2)

887 (3)

9126 (5)

9918 (4)

9589 (3)

6367 (2)

9404 (2)

6235 (3)

9593 (3)

8417 (2)8366 (3)8332 (3)8260 (2)

8480 (4)

8572 (2)8739 (3)7807 (2)8063 (2)9922 (2)8040 (5)
10808 (4)

4727 (2)

4700 (2)

10829 (2)10815 (4)10816 (2)10812 (2)4611 (3)10821 (3)10823 (3)1539 (2)10832 (2)10800 (2)10795 (3)4419 (2)10835 (2)

TELUS Sourcing Solutions (127)

3251 (3)10597 (3)

10621 (3)

10624 (3)10595 (2)

10639 (2)

10644 (3)10645 (4)

10588 (3)

10608 (3)10648 (3)10612 (2)10585 (2)3387 (2)

10655 (5)

10579 (2)3970 (4)10339 (3)
10330 (5)

9347 (4)

4016 (2)6915 (3)
4439 (2)

4686 (2)

4888 (2)10224 (5)9854 (5)

8780 (2)

8769 (4)
84 (4)

8947 (3)

The Real Canadian Superstore (80)
10513 (2)10567 (5)5933 (3)6420 (2)10556 (2)

8884 (2)

8819 (3)8805 (3)

10514 (4)

10554 (2)

10572 (2)10549 (2)

10563 (2)

10560 (5)10559 (2)10544 (2)10543 (2)10526 (2)10525 (2)10522 (2)10521 (2)10518 (5)10516 (2)10540 (3)10539 (2)10537 (3)

9297 (3)

10536 (3)10534 (2)10531 (3)10515 (2)

Schlumberger (37)
10252 (3)

9786 (2)

10253 (2)
5524 (3)

7867 (2)

10238 (2)
10237 (2)
10242 (2)

2476 (2)

Fairmont Palliser (42)

10172 (2)9223 (2)10173 (2)8860 (2)10168 (3)10171 (2)10166 (2)9891 (3)

9591 (2)

3327 (5)10184 (2)10182 (2)

10180 (3)

10177 (3)2850 (2)

Chateau Nova Hotel (40)

10142 (5)10146 (2)

10143 (4)

10138 (2)10154 (2)10159 (4)10158 (2)

10162 (2)

10149 (3)1042 (3)10153 (2)10160 (2)

10161 (4)

10155 (3)

Neteller (6)
8663 (4)

4588 (3)

123 (3)

Moxies (75)

10092 (2)10104 (4)10098 (2)10101 (5)10103 (2)

10087 (4)

10070 (2)
10084 (2)

10083 (2)

10125 (3)

2132 (3)3834 (2)10129 (3)

10132 (2)

10133 (5)10109 (2)10110 (2)10112 (2)

Encana Wellness Centre - Mount Royal College (17)

5392 (3)

35 (4)

8031 (2)

9511 (2)

10483 (2)6776 (2)9940 (5)

9580 (3)

KPMG (11)

9822 (3)
10057 (2)

Esso Restaurant (61)
9996 (3)771 (3)6237 (2)

6277 (2)

9087 (4)

9935 (4)

9960 (2)9949 (2)9962 (2)

9972 (4)

7883 (2)8101 (2)9967 (2)8120 (2)4010 (4)2198 (2)

Husky Energy (11)

8899 (5)

4424 (3)

7688 (4)5446 (4)1751 (2)

6321 (2)

2411 (2)

General Electric (3)

5232 (2)

5233 (2)

5537 (3)

Department of National Defence (20)

6598 (2)7778 (2)10944 (4)

8742 (3)

8074 (2)

Dalhousie Earls (17)

6838 (2)

8954 (2)

9647 (3)

Directors Guild Of Canada (4)

634 (2)5969 (2)

ConocoPhillips Company (39)

9820 (2)9801 (3)9805 (2)9807 (2)4910 (2)

COLT Engineering (41)

9777 (4)

9779 (2)9778 (2)9769 (2)

2147 (2)

9780 (2)9788 (2)9764 (2)9793 (2)

City of Calgary (203)

9625 (2)

9604 (2)8165 (2)9718 (2)

9637 (2)

9618 (2)9613 (2)9617 (2)9619 (3)9610 (2)
9715 (2)

9671 (4)9676 (2)9668 (2)9662 (2)9667 (2)

7584 (2)

9705 (2)9701 (2)9682 (2)9688 (2)9690 (2)9640 (2)9641 (3)9759 (2)9644 (2)9756 (2)9754 (2)9739 (2)9722 (2)9721 (2)9651 (2)317 (2)9669 (2)9726 (5)9737 (2)9727 (2)9602 (2)9577 (2)5844 (4)
976 (5)

9169 (3)4864 (2)9286 (3)1871 (2)2509 (3)9594 (2)9598 (3)9590 (2)9588 (3)5117 (2)

Ceili&#039;s Irish Pub &amp; Restaurant (13)

9225 (2)10040 (2)8711 (3)8460 (2)

canadian tire (6)

4162 (5)1282 (2)

6396 (4)

Canadian Pacific Railway (11)

2295 (3)

8948 (2)
572 (4)

Canadian Natural Resources Ltd. (35)

8911 (3)8890 (2)8915 (2)8898 (2)8891 (2)8901 (2)8902 (2)

Calgary Health Region (547)

9566 (4)9270 (2)9230 (2)

9375 (2)

9434 (3)9219 (5)9262 (2)9252 (4)9250 (2)9312 (2)9338 (2)9310 (3)9309 (2)9458 (2)9323 (2)9331 (2)9481 (3)9467 (3)9569 (3)9294 (2)9357 (2)9352 (2)9451 (2)9486 (3)9388 (2)9104 (2)9501 (2)9550 (3)9092 (3)9123 (3)9416 (2)9108 (2)9109 (2)9529 (2)9392 (2)

9545 (3)

9543 (2)9505 (3)9502 (3)9409 (2)9082 (2)9525 (2)9523 (4)9391 (5)8848 (2)9174 (3)9198 (2)9204 (2)9490 (3)9197 (2)9193 (2)9195 (2)9149 (2)9131 (2)9387 (2)9553 (2)9168 (2)9157 (3)9386 (2)9496 (2)9158 (3)854 (4)3879 (3)1777 (2)1306 (2)1300 (2)7268 (2)

4393 (3)
5721 (3)4460 (2)4957 (3)4924 (3)6193 (3)6200 (2)10385 (2)

Calgary Flames (12)6368 (3)

9031 (5)

6924 (2)1265 (2)3072 (2)7374 (3)
10031 (2)

3520 (4)

6508 (2)

Calgary Co-op (12)

8832 (3)

10937 (5)

4188 (4)2185 (2)

BP (9)

Boston Pizza Beddington (14)

645 (2)88 (2)6387 (2)5183 (5)1006 (2)

BJ Services (5)8743 (5)

Bell Mobility (20)

7708 (3)8535 (2)10329 (3)3996 (2)8924 (2)5981 (2)4682 (4)10261 (4)55 (3)9846 (2)

Bantrel Co. (9)
5157 (3)

Bank of Montreal (45)

8794 (5)8798 (2)8788 (3)8768 (2)
254 (5)
8767 (4)8771 (2)8775 (2)8777 (2)

ATCO (64)

8725 (2)5049 (2)7783 (3)8730 (4)
8709 (3)

8712 (2)8715 (4)8718 (2)

6805 (3)

8760 (2)8745 (2)

Amec Infrastructure (7)

9932 (2)7502 (2)1791 (2)

Air Canada (21)

8632 (2)

8619 (2)

5460 (2)8623 (3)

8627 (2)

8621 (4)

5151 (2)

The Calgary Zoo (7)

10955 (2)

10954 (5)

10960 (2)10956 (3)10932 (2)

Sobeys (59)

10423 (5)10419 (2)10447 (2)10422 (2)10444 (2)

10441 (2)

10429 (2)10451 (4)10438 (2)10463 (2)3216 (2)6564 (2)

Global Surveys Group (2)

Blockbuster (7)

10233 (3)2624 (5)

dairy queen (3)

Sobeys Bridlewood (2)10455 (2)

Michael&#039;s Arts and Crafts (2)

City of Airdrie (3)

10431 (3)

Calgary Stampede (6)

8472 (3)

8939 (3)

Wal-Mart (19)

10959 (5)10035 (2)4068 (5)3486 (3)1335 (4)218 (2)6437 (3)

Calgary Zoo (26)

10931 (2)10936 (4)10950 (4)10952 (2)

10948 (4)

10945 (2)10940 (2)2666 (5)9045 (2)

YMCA (12)

1962 (2)6686 (3)6843 (2)8092 (2)

Shaw Cable Systems (7)

10380 (2)

10323 (5)

Shaw TV (5)

10382 (5)

10370 (5)

Chat TV (3)

10314 (4)

Shaw Cable (37)

10384 (2)10350 (2)10343 (2)4467 (2)4494 (2)

SMART Technologies Inc. (9)

10407 (2)8818 (2)

Smart Technologies (16)

10409 (2)

10405 (2)

Critical Mass (9)

10413 (5)

554 (4)
2407 (2)2136 (3)

SMART Technologies Inc (8)

5073 (3)

Symcor Inc. (2)IC Group Inc (2)

5357 (3)

SMART Technologies (16)

10408 (4)

10402 (2)10404 (2)

Deloitte (12)

5016 (3)2233 (2)

Sears (2)

Intuit Canada (2)

4511 (2)

Mentor Engineering (4)

2808 (5)

ADT Security (2)

Roots (2)

Safeway (22)

9825 (2)3584 (3)5618 (2)2323 (2)2266 (3)

8647 (4)

6138 (2)5963 (2)

Fabutan (3)

Infuse Catering (3)

10056 (5)

Calgary Tower (2)

McDonalds (8)

5093 (3)

FFWD (2) 8413 (2)

self employed (27)

The Walt Disney Company (2)

4485 (3)

Best Buy (9)

9873 (2)6032 (2)
Reitmans (6)

9904 (5)

Bernard Callebaut Chocolates (3)

Westfair Foods (2)GARDA (3)

Golder Associates Ltd. (4)

5325 (2)

Panago (3)

Petro-Canada (9)

3436 (2)8045 (2)

7730 (4)

Chateau World (2)

1321 (3)

CIBC (9)

4502 (2)

142 (3)2956 (2)

Sunterra (5)

9882 (2)1770 (2)

Home Depot (16)

3864 (2)5112 (2)

4940 (2)

8804 (2)6687 (4)

Self (2)

Rogers Video (4)

Janus Academy (2)

3304 (2)

Rogers Wireless (2)

Gap (3)

8684 (5)

IBM (10)

4140 (2)1950 (3)

AIESEC Calgary (2)

Heritage Park (13)
1771 (2)2075 (4)
5920 (2)

7850 (2)

Self Employed (27)

4144 (2)2885 (2)8565 (2)

Canadian Forces (35)
2767 (3)

8868 (2)

8887 (2)8861 (2)8626 (2)

Kilkenny Irish Pub (6)

5162 (2)

Staples (8)

StoryBook Theatre (2)

World Health Club (6)

6349 (4)

Alberta Childrens Hospital (9)

Telvent (2)

YMCA Calgary (2)10818 (2)

AIESEC (2)

6610 (2)

EB Games (3)

Black&#039;s photography (2)

Calaway Park (8)

1567 (5)

2968 (2)1684 (2)

Theatre Junction (2)

Ric&#039;s Grill (3)9002 (2)

The Banff Centre (4)

Katimavik (2)

Myself (23)4748 (2)4747 (2)1388 (3)576 (2)2003 (3)8926 (3)

9014 (2)

6181 (3)6404 (2)

Phoenix Grill (2)10472 (2)

Stantec Consulting (11)

10480 (2)10488 (3)10497 (3)10499 (5)

2196 (3)

Stantec (15)

10501 (2)

Calgary Laboratory Services (3)

Evans Consoles (2)

Grant Thornton (2)

The Zoo (2)

University of Alberta (3)

8930 (5)

Le Chateau (3)

1115 (4)

6224 (4)

Epcor Centre for the Performing Arts (2)

Earl&#039;s (6)

10016 (3)

6467 (2)

Joey&#039;s (10)

10026 (3)

Cardel Place (3)

Joey Tomato&#039;s (14)

10028 (2)10027 (2)

9992 (3)

Joey&#039;s Only (4)

10021 (2)

Joey Tomatoes (18)

10020 (2)10000 (2)

9994 (2) 10050 (2)

iStockphoto (9)

9987 (2)

Starbucks (34)

3780 (2)
2988 (3)1809 (2)7072 (2)

6328 (2)7844 (3)7241 (3)

Cafe Metro (2)

Joey Tomatos (8)

9998 (2)10043 (2)

Fugro SESL (2)Aldo Group (3)

Royal Bank of Canada (2)
9993 (2)

9008 (2)

GUESS (2)

Airborne Dance Studio (2)

Old Navy (4)

6212 (3)

Sierra Centre for Dental Wellness (2)

Jugo Juice (3)

Red Robin Gourmet Burgers (3)5152 (2)
9053 (2)

HMV (2)

Country Hills Golf Course (2)

Equinox Engineering (2)

Landmark Homes (2)

9875 (2)

7116 (3)

Estee Lauder (2)

Government of Canada (6)9886 (2)

Government of Alberta (17)

9883 (2)9856 (2)

Government Of Alberta (17)

9877 (2)

9843 (3)

Fluor Corporation (5)

8415 (3)

Ensign Energy (2)

9840 (2)

Government (5)

OAS Oilfield Accounting Services (2)

Cadvision (2)

Alberta Cancer Board (3)

Alberta Government (6)
9849 (2)

PwC (7)

741 (2)

Westside Recreation Center (2)

Calgary Herald (20)9933 (2)9930 (3)9926 (3)9906 (2)9903 (4)9923 (2)9920 (2)
8852 (3)
8850 (3)

Edmonton Journal (2)

The Calgary Herald (4)

6318 (2)

Olive Garden (3)

3266 (2)5607 (2)

Ideaca (5)

9937 (2)

Sun Life Financial (2)

Compton Petroleum (4)Xerox (3)

Ideaca Knowledge Services (2)

Calgary Real Estate Board (2)

Userful Corporation (2)

The Gauntlet (6)

6446 (3)

Bustloose.com (2)

Shaw Communications (30)

10317 (2)10347 (3)10266 (2)10279 (3)

Subway (3)

10315 (2)

3555 (3)

7243 (2)

SHAW TV (5)

CTV (2)

Foot Locker (2)

London Drugs (7)
10288 (2)
6160 (2)

Future Shop (17)

3468 (2)

A&amp;W (2)

465 (5)

Sport Chek (7)

10346 (2)

Shaw-Nee Slopes Golf Course (3)

SAIT Polytechnic (12)

10203 (2)

10214 (2) 10220 (2)

SAIT (23)

10211 (2)10225 (2)10222 (2)

Chartwells (2)

8055 (3)

Outback Steakhouse (5)

Gimbel Eye Centre (4)

3212 (2)

Rare Method (10)

10186 (5)10189 (5)

Carriage House Inn (2)
Fairmont Banff Springs (2)

Moxie&#039;s Classic Grill (3)6908 (2)
Petro Canada (2)

Second Cup (7)

3283 (2)

Acrodex (2)

Sunwest Aviation (2)10195 (2)

Convergys (7)1171 (2) 9070 (2)

Southern Alberta Institute of Technology (2)

SHAW (10)10274 (2)

Nexen (7)

Smitty&#039;s (2)

Ernst &amp; Young (8)

798 (2)2888 (2)8149 (2)

Direct Energy (3)

Calfrac Well Services (2)

Jubilations Dinner Theatre (4)

4519 (4)8952 (3)

Calgary Sun (16)
4653 (2)
8842 (2)8841 (2)8839 (2)

8838 (3)

Arbonne International (3)

4006 (2)

CJSW 90.9 FM (2)

4002 (3)

6423 (2)

Petland (2)

Process Color Print (2)4048 (2)

Peter Lougheed Hospital (2)
3955 (2)

David Thompson Health Region (11)

SNC-Lavalin (2)3892 (3)

myself (23)

3903 (2)

Angles Hair Design (3)

4580 (2)

Resorts of the Canadian Rockies (4)4454 (2)

Crown Energy (2)4129 (2)

Rhetoric Retail (2)

EA (2)3354 (2)

WorleyParsons Komex (2)3423 (2) Waterous Power Systems (2)3400 (2)

VRRI (2)3145 (2)

Star Choice (6)

2954 (2)

Decidedly Jazz Danceworks (2)

3244 (2)

Metropolitan Grill (3)

Shoppers Drug Mart (3)

3235 (2)

Self-employed (7)

3806 (3)

Town of Cochrane (3)

3670 (2)

Paramount Energy Trust (2)3642 (2)

me (10)

3540 (3)

storybook theatre (2)

FedEx (4)

6871 (2)

Shell Canada (6)

3558 (2)

8099 (2)

Shell Oil (4)

7098 (2)

Positive Projects (2)

SNC Lavalin Inc. (2)5186 (2)

Tao of Peace Martial Arts (2)5245 (2)

Hydroqual Laboratories (2)

Easter Seals Camp Horizon (2)

Mountain Equipment Coop (2)5095 (2)

IMV Projects (2)

AirSprint Inc. (2)

Sports Swap (2)

5851 (2)

1914 (2)

Music Makers (2)5724 (2)

Costco (3)

The Den (6)

5807 (2)

5941 (2)

The Body Shop (2)5773 (2)

PM Hobbycraft (2)

5507 (2)

Red Lobster (7)5576 (2) 9081 (3)

Julio&#039;s Barrio (2)

Dairy Queen (3)5598 (2)

Meyers Norris Penny LLP (2)4551 (2)

RBC (6)

8139 (2)

Travel Alberta (2)

8534 (3)

Elbow River Casino (4)

Calgary Winter Club (4)

4507 (2)

O&#039;Rourke Engineering Ltd. (2)5031 (2)

Goldman Sachs (2)5052 (3)

Master&#039;s Academy &amp; College (2)5036 (3)
Newalta (4)4965 (2)

The Keg (7)

426 (2)7795 (2)

Talisman Energy (3)

4849 (2)

2571 (4)

Christian Publications (2)

4846 (3)

Phelps Drilling (2)

Abitibi Consolidated (2)

4811 (2)

Burnco (4)

Hyatt (5) 1072 (2)
766 (2)

7239 (2)

Spruce Meadows (3)1056 (3)

Stewart Creek Golf and Country Club (2)

Banff Springs Hotel (4)9079 (2)

Geophysical Service Inc. (2)1138 (4)

Bluenotes (2)

Banana Republic (6)

5862 (2)

Technicoil (2)980 (2)

Elk Valley Coal (3)

839 (2)

7736 (2)

Columbia College (3)

8097 (3)

Wolf Creek Golf (2)

1419 (2)

5991 (3)

Sylvan Learning Center (2)

1480 (2)

8821 (2)

Zellers (2)

Red Deer Regional Hospital (2)

203 (2)

TD Canada Trust (15)

281 (2)

Swimco (5)

2417 (3)6870 (2)

Kelseys (3)236 (2)

Hewlett-Packard (2)408 (2)

Fairmont Chateau Lake Louise (2)344 (2)

Coca-Cola Bottling (2)75 (3)

Kananaskis Country Golf Course (2)
3079 (4)

Calgary Public Library (25)

9 (2)8833 (2)8815 (2)8814 (2)8811 (3)8809 (2)8820 (3)8829 (2)
8802 (2)6415 (2)

Earth Signal Processing Ltd. (2)

Precision Well Servicing (2)599 (2)

Old Spaghetti Factory (2)626 (2)

Saint Germain (2)700 (2)

Canada Olympic Park (6)

6049 (2)7743 (2)

Champs (2)550 (2)

GES Exposition Services (2)477 (2)

Tim Hortons (3)

Glenmore Audi (2)485 (2)

Ajilon Consulting (2)514 (5)

West Jet (3)

Research In Motion (6)

2537 (2)

Indigo Books and Music (2)

Apache Corporation (4)

Olympic Oval (6)

2744 (2)

Out There (2)canada olympic park (6)2435 (2)

Calgary Board of Education (133)

2149 (5)8508 (2)9043 (4)9042 (3)9061 (2)9059 (2)
9039 (2)9037 (2)9035 (2)9033 (2)

8961 (2)9005 (3)

Lululemon (2)

Coast Mountain Sports (4)

3028 (2)

8412 (2)

Forest Lawn Outdoor Pool (2)2805 (3)

ATB Financial (80)
8693 (2)8635 (3)8640 (2)8692 (2)8675 (4)8688 (2)8670 (4)6521 (2)

Mosaic (3)2002 (3)

The Mustard Seed Street Ministry (2)1969 (4)

Call-Us Info (2)

1706 (2)

LaFarge (2)1627 (2)

Towers Perrin (2)1737 (2)

CDL Systems Ltd. (3)
7632 (2)

Glencoe Golf and Country Club (2)

Gauntlet (2)

Scotiabank (4)7290 (2)

Nakina Systems (2)2162 (2)

The Keg Steakhouse and Bar (4)2089 (2)

Student&#039;s Union (2)

H2Safety Services Inc. (2)

Heritage Park Historical Village (3)

8951 (2)

Professional Centre Pharmacy (2)5858 (3)

Alberta Electric System Operator (2)

Talisman Energy Inc. (2)
Nortel (2)Cibc (9)

Liquor Barn (3)

The Calgary Sun (6)8855 (5)

Flames (2)

Delta Bow Valley Hotel (2)

Central Mountain Air (2)

Western Avionics (2)

8078 (2)

EDS Corporation (2)8471 (3)

McKinsey &amp; Company (2)

Enmax (2)CMHC (2) 7887 (2)
KLS Contracting (2)Canadian Cancer Society (2)

Symantec (3)

River Cafe (2)

Shopper&#039;s drug mart (2)

Siemens (3)

7840 (2)

FanAttic (3)

7089 (2)

Garda (3)

Michaels Arts and Crafts (2)

Talisman Centre (6)7789 (3)

Enerplus Resources Fund (2)

Ski Cellar (3)A-Assured Plumbing &amp; Heating Ltd. (2)

Peace Country Health Region (2)

Calgary Catholic School Board (13)

8922 (2)
8931 (2)

Calgary Catholic School District (10)Red Deer Catholic School Division (2)

Symcor (2)

Alberta Energy and Utilities Board (3)

CNRL (5)

CADVision (2)

JET Program (2)

CO-OP (3)6609 (4)

Self-Employed (7)

6677 (2)

7019 (2)

Marks Work Wearhouse (2)

Brandette Well Servicing (2)6498 (3)

Dr. Michael O&#039;Connell (2)6475 (3)

Sports Rent (3)6464 (2)

Calgary Airport Authority (3)6528 (2)

Art Gallery of Calgary (2)6519 (2)

Alberta Sustainable Resource Development (2)7013 (2)

Calgary JCC (2)6982 (2)

Avocado Fresh Mexican Grill (2)6958 (2)

Rockyview General Hospital (5)

Student Geeks Inc. (2)6759 (2)

ABJHI (2)

Calgary Humane Society (2)

The Cheesecake Cafe (3)

6867 (2)

8301 (2)

Geological Survey of Canada (2)

6096 (2)

7969 (2)

Mosaic Sales Solutions (2)6165 (2)

e-children (2)5879 (2)

Remax (2)6357 (2)

Chapters (3)

Shell Canada Limited (3)

6231 (3)

8212 (3)

Moxie&#039;s (4)

7968 (5)

Roadhouse (2)

Det Norske Veritas (DNV) (2)8032 (3)

Student Works Painting (3)7824 (2)

Calgary Alpine Racing Club (2)

Helly Hansen (2)

Gord&#039;s Running Store (2)8422 (4)

UMA Engineering (6)

Grand &amp; Toy (2)

8410 (5)

Black&#039;s Photography (2)

Pisces Pet Emporium (2)8095 (2)

United Way (2)

Lifemark Health (2)8159 (2)

Calgary (2)

Tommy Hilfiger (2)7105 (2)

Devon Energy (3)

Microsoft (2)7719 (2)

ABB Switzerland (3)

Nabors Production Services (3)7753 (2)

Country Hills Golf Club (2)

TransCanada Pipelines (2)7698 (2)

Casino Lethbridge (3)7569 (2)

General Dynamics Canada (2)

Creative links: 1009 Non-Creative links:456 Firm links:1465 Employing:1 Work:1 Creatives represented:623 Non-Creatives represented:287 Firms represented:403

WestJet (124)

6259 (4)10886 (2)10876 (2)10878 (2)

10913 (2)

10905 (2)10901 (2)10848 (2)
1963 (2)

4829 (2)

10857 (2)

10858 (4)

5508 (2)10861 (2)

7577 (2)

8450 (2)

8428 (2)

2394 (2) 10917 (2)10921 (2)

University of Calgary (302)

10758 (3)
10757 (3)

10670 (3)

1966 (2)

10673 (5)

10738 (2)
2156 (3)

10744 (3)
10743 (4)
2629 (3)

10764 (3)

10780 (3)
10777 (2)

10789 (2)
10785 (4)

10760 (2)
10671 (2)

10768 (2)
3983 (2)2438 (4)

10701 (3)
10698 (2)

10720 (3)10721 (4)
2844 (2)

2450 (2)
2284 (2)2813 (4)10708 (2)

10711 (2)

10710 (2)
10718 (2)10717 (3)10686 (2)2516 (2)10735 (2)2562 (5)10661 (2)10729 (3)2898 (2)10663 (2)10693 (2)10659 (2)6827 (2)6717 (3)6952 (2)

8840 (5)

6453 (2)887 (3)9126 (5)

9918 (4)
9589 (3)

6367 (2)

9404 (2)9593 (3)8366 (3)8332 (3)8260 (2)8480 (4)8572 (2)8739 (3)7807 (2)9922 (2)8040 (5)4727 (2)4700 (2)10815 (4)10816 (2)4611 (3)10821 (3)10795 (3)4419 (2)

Telus Communications Inc. (127)

3251 (3)10597 (3)10595 (2)
10639 (2)10588 (3)10608 (3)

10648 (3)3387 (2)

10655 (5)

10339 (3)

9347 (4)

4016 (2)
4439 (2)

4686 (2)

4888 (2)
10224 (5)

9854 (5)

84 (4)

The Real Canadian Superstore (80)

10513 (2)10567 (5)5933 (3)6420 (2)

8884 (2)

8819 (3)

10514 (4)

10554 (2)10572 (2)10549 (2)
10560 (5)10559 (2)10543 (2)10525 (2)10522 (2)

10521 (2)
10518 (5)10540 (3)

9297 (3)

10536 (3)
10534 (2)

10531 (3)10515 (2)

Schlumberger (37)

9786 (2)

10253 (2)5524 (3)

7867 (2)

10238 (2)10237 (2)10242 (2)

2476 (2)

Fairmont Palliser (42)

9223 (2)8860 (2)10168 (3)10171 (2)10166 (2)9891 (3)

3327 (5)

10182 (2)10180 (3)2850 (2)

Nova Scotia Power Inc (40)

10142 (5)10146 (2)

10143 (4)

10138 (2)10162 (2)1042 (3)10153 (2)10160 (2)

10161 (4)

Neteller (6)

8663 (4)

4588 (3)123 (3)

Moxies (75)

10098 (2)
10103 (2)
10070 (2)

10083 (2)

3834 (2)
10129 (3)

10133 (5)

10110 (2)
10112 (2)

Encana Wellness Centre - Mount Royal College (17)

5392 (3)
35 (4) 8031 (2)

9511 (2)

10483 (2)
6776 (2)9940 (5)

9580 (3)

Iradesso Communications (61)

9996 (3)
6237 (2)

6277 (2)

9087 (4)

9935 (4)

9960 (2)
9949 (2)
9962 (2)
7883 (2)

8101 (2)

9967 (2)
8120 (2)
4010 (4)

Husky Energy (11)

8899 (5)

4424 (3)

7688 (4)
1751 (2)

6321 (2)
2411 (2)

General Electric (3)

5232 (2)

Department of National Defence (20)7778 (2)
10944 (4)

8742 (3)

Earls Restaurants (17)

6838 (2)

8954 (2)

Directors Guild Of Canada (4)

634 (2)5969 (2)

ConocoPhillips Canada (39)

9801 (3)

9807 (2)

Colt Engineering (41)
9779 (2)
9778 (2)
9769 (2) 2147 (2)
9780 (2)
9788 (2)
9764 (2)

City of Calgary (203)

9604 (2)8165 (2)

9637 (2)

9618 (2)9613 (2)9619 (3)9610 (2)9715 (2)9671 (4)9676 (2)9668 (2)9662 (2)

7584 (2)

9701 (2)9682 (2)9688 (2)9640 (2)9759 (2)

9722 (2)

9721 (2)9651 (2)317 (2)9726 (5)

9737 (2)

9727 (2)9577 (2)
976 (5)

9169 (3)9286 (3)1871 (2)

9594 (2)

9588 (3)5117 (2)

Ceilis (13)

8711 (3)

Canadian Tire Corp. (6)4162 (5)

Canadian Pacific Railway (11)

8948 (2)

Canadian Natural Resources Ltd. (35)

8911 (3)
8890 (2)

8915 (2)
8902 (2)

The Calgary Health Region (547)

9566 (4)
9230 (2)
9375 (2)
9434 (3)
9219 (5)
9252 (4)
9250 (2)
9312 (2)
9458 (2)
9331 (2)
9481 (3)
9467 (3)

9569 (3)
9294 (2)
9451 (2)
9486 (3)
9104 (2)
9550 (3)
9123 (3)
9108 (2)
9392 (2)

9545 (3)

9502 (3)
9409 (2)
9082 (2)
9525 (2)
9174 (3)
9204 (2)
9193 (2)
9195 (2)
9149 (2)
9131 (2)

9387 (2)

9168 (2)
9157 (3)
9496 (2)

854 (4)
3879 (3)
1306 (2)1300 (2)

4393 (3)5721 (3)4957 (3)
4924 (3)6193 (3)6200 (2)

Calgary Flames (12)

9031 (5)

3072 (2)
10031 (2)

3520 (4)

Calgary Co-op (12)

8832 (3)

10937 (5)

4188 (4)2185 (2)

Boston Pizza Beddington (14)

645 (2)
88 (2)

5183 (5)

1006 (2)

BJ Services (5)

8743 (5)

Bell West (20)

7708 (3)8535 (2)
10329 (3)

8924 (2)5981 (2)4682 (4)10261 (4)

Bantrel Co. (9)

5157 (3)

Bank of Montreal (45) 8794 (5)

8788 (3)

254 (5)

8767 (4)

ATCO (64)7783 (3)
8730 (4)

8709 (3)

8712 (2)
8715 (4)
8760 (2)
8745 (2)

Amec Infrastructure (7)

9932 (2)

7502 (2)1791 (2)

Air Canada (21)

8632 (2)8619 (2)

8623 (3) 8627 (2)

The Calgary Zoo (7)

10955 (2)
10954 (5)

10960 (2)
10956 (3)

Sobeys (59)

10423 (5)10419 (2)10447 (2)10422 (2)10444 (2)

10441 (2)

10429 (2)
10451 (4)

10463 (2)3216 (2)

Global Surveys Group (2)

Blockbuster (7)

2624 (5)

dairy queen (3)
Michael&#039;s Arts and Crafts (2)

City of Airdrie (3)

10431 (3)

Calgary Stampede (6)

8472 (3)

8939 (3)

Shaw Cable (37)

10384 (2)
10350 (2)
10343 (2)

Smart Technologies (16)10409 (2)

Critical Mass (9)
10413 (5)

554 (4)
SMART Technologies Inc (8)

Symcor Inc. (2)
IC Group Inc (2)

5357 (3)

SMART Technologies (16)

10408 (4)

10402 (2)

10404 (2)

Deloitte (12) 5016 (3)

Sears (2)

Mentor Engineering (4)

10407 (2)

2808 (5)

SMART Technologies Inc. (9)

8818 (2)

ADT Security (2)

Calgary Zoo (26)

10931 (2)10950 (4)

10948 (4)

10945 (2)10940 (2)9045 (2)

Roots (2)

Fabutan (3)

Infuse Catering (3)

10056 (5)

McDonalds (8)

FFWD (2) 8413 (2)

The Walt Disney Company (2)

4485 (3)

Best Buy (9)

6032 (2)

Reitmans (6)

9904 (5)

Westfair Foods (2)GARDA (3)

Golder Associates Ltd. (4)

Petro-Canada (9)

3436 (2)
8045 (2)

7730 (4)

Chateau World (2)

1321 (3)

Self (2)

Rogers Video (4)

Janus Academy (2)

3304 (2)

IBM (10)

AIESEC Calgary (2)

Heritage Park (13)

1771 (2)2075 (4)5920 (2)

7850 (2)

Self Employed (27)
2885 (2)8565 (2)

Canadian Forces (35)

2767 (3)

StoryBook Theatre (2)

World Health Club (6)

6349 (4)

YMCA Calgary (2)10818 (2)

AIESEC (2)

6610 (2)

EB Games (3)

Safeway (22)

9825 (2)
3584 (3)
5618 (2)
2266 (3)
5963 (2)

Black&#039;s photography (2)

Calaway Park (8)
1567 (5)

2968 (2)

Ric&#039;s Grill (3)

9002 (2)

The Banff Centre (4)

Katimavik (2)

Myself (23)

4748 (2)4747 (2)1388 (3)576 (2)8926 (3)

9014 (2)

6181 (3)6404 (2)

Stantec Consulting (11)

10480 (2)
10488 (3)
10497 (3)
10499 (5)

2196 (3)

Stantec (15)

Calgary Laboratory Services (3)

Rogers Wireless (2)
Evans Consoles (2)

Grant Thornton (2)

The Zoo (2)

University of Alberta (3)

8930 (5)

Le Chateau (3)

1115 (4)
6224 (4)

Earl&#039;s (6)
10016 (3)

6467 (2)

Joey&#039;s (10)
10026 (3)

Cardel Place (3)

Joey Tomato&#039;s (14)

10027 (2)

9992 (3)

Joey Tomatoes (18)

10020 (2)

10000 (2)

10050 (2)

iStockphoto (9)

9987 (2)

YMCA (12)

6686 (3)

6843 (2)

Starbucks (34)

1809 (2)7072 (2)

6328 (2)7844 (3)
7241 (3)

Cafe Metro (2)

Fugro SESL (2)

Royal Bank of Canada (2)

9993 (2)

9008 (2)

GUESS (2)

Airborne Dance Studio (2)

Gap (3)

8684 (5)

HMV (2)

Wal-Mart (19)

10035 (2)
4068 (5)
1335 (4)
6437 (3)

Equinox Engineering (2)

Joey&#039;s Only (4)

Joey Tomatos (8)

10043 (2)

Estee Lauder (2)

Government of Canada (6)9886 (2)

Government of Alberta (17)

9883 (2)

9856 (2)

Sunterra (5)9882 (2)

Ensign Energy (2)

9840 (2)

Government (5)

OAS Oilfield Accounting Services (2)

Cadvision (2)

Westside Recreation Center (2)

Calgary Herald (20)

9933 (2)9926 (3)9906 (2)9903 (4)9923 (2)
8852 (3)8850 (3)

Edmonton Journal (2)

The Calgary Herald (4)

6318 (2)

Ideaca (5)

9937 (2)

Compton Petroleum (4)
Xerox (3)

Ideaca Knowledge Services (2)

Calgary Real Estate Board (2)

Userful Corporation (2)The Gauntlet (6)

Shaw Communications (30)

10317 (2)10347 (3)10266 (2)

Subway (3)

10315 (2)

3555 (3)

7243 (2)

Chat TV (3)

10314 (4)SHAW TV (5)

CTV (2)

Foot Locker (2)

10323 (5)

Shaw Cable Systems (7)

London Drugs (7)

10288 (2)6160 (2)

Shaw TV (5)10370 (5)

Future Shop (17)

3468 (2)

SAIT Polytechnic (12)

10203 (2)

10214 (2) 10220 (2)

SAIT (23)

10211 (2)
10225 (2)
10222 (2)

Chartwells (2)

8055 (3)

Rare Method (10)

10186 (5)
10189 (5)

Carriage House Inn (2)Calgary Tower (2)

Petro Canada (2)

Second Cup (7)

3283 (2)

Acrodex (2)

Convergys (7)

9070 (2)

Southern Alberta Institute of Technology (2)

SHAW (10)10274 (2)

Nexen (7)

Ernst &amp; Young (8)

4511 (2)8149 (2)

Direct Energy (3)

Calfrac Well Services (2)

Calgary Sun (16)

4653 (2)8842 (2)8841 (2)8839 (2)8838 (3)

Arbonne International (3)
4006 (2)

CJSW 90.9 FM (2)

4002 (3)

6423 (2)

David Thompson Health Region (11)

SNC-Lavalin (2)3892 (3)

myself (23)

3903 (2)

Angles Hair Design (3)

4580 (2)

Olive Garden (3)

3266 (2)

Rhetoric Retail (2)

EA (2)3354 (2)

VRRI (2)3145 (2)

Star Choice (6)

Shoppers Drug Mart (3)3235 (2)

Gimbel Eye Centre (4)

3212 (2)

Self-employed (7)

3806 (3)

me (10)

3540 (3)

storybook theatre (2)

FedEx (4)

6871 (2)

Shell Canada (6)

3558 (2)

8099 (2)

Shell Oil (4)

7098 (2)

Positive Projects (2)

Staples (8)

Tao of Peace Martial Arts (2)5245 (2)

Kilkenny Irish Pub (6)5162 (2)

IMV Projects (2)

Red Robin Gourmet Burgers (3)

5152 (2)

9053 (2)

Music Makers (2)5724 (2)

The Body Shop (2)5773 (2)

PM Hobbycraft (2)5507 (2)

Red Lobster (7)

5576 (2)

9081 (3)

Julio&#039;s Barrio (2)

Dairy Queen (3)5598 (2)

Meyers Norris Penny LLP (2)4551 (2)

Travel Alberta (2)

8534 (3)

Elbow River Casino (4)
4519 (4)

Jubilations Dinner Theatre (4)

8952 (3)

Intuit Canada (2)

Calgary Winter Club (4)

4507 (2)

O&#039;Rourke Engineering Ltd. (2)5031 (2)

Goldman Sachs (2)5052 (3)

Master&#039;s Academy &amp; College (2)5036 (3)

Talisman Energy (3)

4849 (2)

2571 (4)

Christian Publications (2)

4846 (3)

Phelps Drilling (2)

Abitibi Consolidated (2)4811 (2)

Burnco (4)

4940 (2)

Home Depot (16)

8804 (2)
6687 (4)

Stewart Creek Golf and Country Club (2)

Bluenotes (2)

Banana Republic (6)

Hyatt (5)766 (2)

Town of Cochrane (3)

Wolf Creek Golf (2)1419 (2)

Sylvan Learning Center (2)

1480 (2)

8821 (2)

Petland (2)

Zellers (2)

Red Deer Regional Hospital (2)

Kelseys (3)236 (2)

Hewlett-Packard (2)408 (2)

Calgary Public Library (25)

9 (2)
8815 (2)8814 (2)8811 (3)8809 (2)8820 (3)8829 (2)

6415 (2)

Earth Signal Processing Ltd. (2)

741 (2)

Old Spaghetti Factory (2)626 (2)

PwC (7)

Saint Germain (2)700 (2)

Canada Olympic Park (6)

6049 (2)

A&amp;W (2)

465 (5)

Tim Hortons (3)

Ajilon Consulting (2)514 (5)

West Jet (3)
Research In Motion (6)

2537 (2)

Indigo Books and Music (2)

Apache Corporation (4)

Olympic Oval (6)

2744 (2)

Out There (2)

canada olympic park (6)2435 (2)

Swimco (5)2417 (3)

Panago (3)

Calgary Board of Education (133)2149 (5)8508 (2)9043 (4)9042 (3)9061 (2)9059 (2)9037 (2)9035 (2)9033 (2)

9079 (2)8961 (2)9005 (3)

Kananaskis Country Golf Course (2)3079 (4)

Forest Lawn Outdoor Pool (2)2805 (3)

ATB Financial (80)

8635 (3)8692 (2)8688 (2)8670 (4)6521 (2)

The Mustard Seed Street Ministry (2)1969 (4)

Call-Us Info (2)

1706 (2)

Towers Perrin (2)1737 (2)

CDL Systems Ltd. (3)

7632 (2)

Gauntlet (2)

Nakina Systems (2)2162 (2)

The Keg Steakhouse and Bar (4)2089 (2)

Student&#039;s Union (2)

Professional Centre Pharmacy (2)5858 (3)

Alberta Electric System Operator (2)

Nortel (2)

Sport Chek (7)

Telvent (2)

Liquor Barn (3)

The Calgary Sun (6)8855 (5)

Flames (2)

Western Avionics (2)

McKinsey &amp; Company (2)

Canadian Cancer Society (2)

Symantec (3)

River Cafe (2)

Shopper&#039;s drug mart (2)

FanAttic (3)

Garda (3)

Michaels Arts and Crafts (2)

Talisman Centre (6)7789 (3)Enerplus Resources Fund (2)

A-Assured Plumbing &amp; Heating Ltd. (2)

Peace Country Health Region (2)

Banff Springs Hotel (4)

Heritage Park Historical Village (3)

8951 (2)

Calgary Catholic School Board (13)

8922 (2)
8931 (2)

Red Deer Catholic School Division (2)

Symcor (2)

Alberta Energy and Utilities Board (3)

Calgary Catholic School District (10)

CADVision (2)

JET Program (2)

CO-OP (3)6609 (4)

Self-Employed (7)

6677 (2)

7019 (2)

Marks Work Wearhouse (2)

Brandette Well Servicing (2)6498 (3)

Dr. Michael O&#039;Connell (2)6475 (3)

Sports Rent (3)6464 (2)

Art Gallery of Calgary (2)6519 (2)

Alberta Sustainable Resource Development (2)7013 (2)

Calgary JCC (2)6982 (2)Student Geeks Inc. (2)6759 (2)

ABJHI (2)

The Cheesecake Cafe (3)

6867 (2)

8301 (2)

Geological Survey of Canada (2)6096 (2)

Mosaic Sales Solutions (2)6165 (2)

Peter Lougheed Hospital (2)

e-children (2)5879 (2)

TD Canada Trust (15)

Remax (2)6357 (2)

Shell Canada Limited (3)6231 (3)

Old Navy (4)6212 (3)

Moxie&#039;s (4)

7968 (5)

Roadhouse (2)

Det Norske Veritas (DNV) (2)8032 (3)

Siemens (3)7840 (2)

Student Works Painting (3)7824 (2)

Helly Hansen (2)

CMHC (2)7887 (2)

Gord&#039;s Running Store (2)8422 (4)

UMA Engineering (6)

8415 (3)

Fluor Corporation (5)

Grand &amp; Toy (2)

8410 (5)

Black&#039;s Photography (2)

Columbia College (3)8097 (3)

Pisces Pet Emporium (2)8095 (2)

United Way (2)

Lifemark Health (2)8159 (2)

RBC (6)8139 (2)

Scotiabank (4)7290 (2)

Tommy Hilfiger (2)7105 (2)

Devon Energy (3)

Nabors Production Services (3)7753 (2) TransCanada Pipelines (2)7698 (2)

General Dynamics Canada (2)

Creatives: 1009 Non-Creatives:0 Firms:1009 Employing:1 Work:1 Creatives represented:0 Non-Creatives represented:0 Firms represented:323

WestJet Airlines (124)

2297 (2)
10907 (2)

10874 (2)
898 (4)

7776 (2)

3683 (2)
10927 (3)

University of Calgary (302)

10754 (2)

1960 (2)

10775 (2)

10696 (2)

2512 (4)

10732 (2)

10694 (5)

10794 (2)

10778 (2)

10136 (2)

6235 (3)

8417 (2)8063 (2)10808 (4)10829 (2)10812 (2)10823 (3)1539 (2)10832 (2)10800 (2)10835 (2)

TELUS Sourcing Solutions (127)

10621 (3)

10624 (3)

10644 (3)

10645 (4)

10612 (2)

10585 (2)

10579 (2)

3970 (4)

10330 (5)

6915 (3)

8780 (2)

8769 (4)

8947 (3)

Real Canadian Superstore (80)

10556 (2)8805 (3)

10563 (2)

10544 (2)
10526 (2)

10516 (2)
10539 (2)

10537 (3)

Schlumberger Drilling and Measuring (37)10252 (3)

Fairmont Palliser (42)

10172 (2)
10173 (2)

9591 (2)

10184 (2)
10177 (3)

Chateau Nova Hotel (40)

10154 (2)

10159 (4)

10158 (2)

10149 (3)

10155 (3)

Moxies (75)

10092 (2)
10104 (4)
10101 (5)

10087 (4)

10084 (2)

10125 (3)

2132 (3)
10132 (2)

10109 (2)

Mount Royal College (17)

KPMG (11)

9822 (3)

10057 (2)Esso Restaurant (61)

771 (3)

9972 (4)

2198 (2)

Husky Energy (11)5446 (4)

General Electric (3)

5233 (2)

5537 (3)

Department of National Defence (20)

6598 (2)

8074 (2)

Dalhousie Earls (17)

9647 (3)

ConocoPhillips Company (39)9820 (2)

9805 (2)

4910 (2)

COLT Engineering (41)

9777 (4)

9793 (2)

City of Calgary - Parks and Recreation (203)

9625 (2)
9718 (2)9617 (2)9667 (2)9705 (2)9690 (2)9641 (3)

9644 (2)

9756 (2)
9754 (2)

9739 (2)

9669 (2)

9602 (2)
5844 (4)
4864 (2)
2509 (3)
9598 (3)
9590 (2)

Ceili&#039;s Irish Pub &amp; Restaurant (13)

9225 (2)

10040 (2)8460 (2)

canadian tire (6)

1282 (2)

6396 (4)

Canadian Pacific Railway (11)

2295 (3)

572 (4)

Canadian Natural Resources Limited (35)

8898 (2)

8891 (2)

8901 (2)

Calgary Health Region (547)

9270 (2)9262 (2)9338 (2)9310 (3)
9309 (2)

9323 (2)

9357 (2)
9352 (2)

9388 (2)
9501 (2)

9092 (3)
9416 (2)

9109 (2)
9529 (2)

9543 (2)
9505 (3)

9523 (4)
9391 (5)

8848 (2)

9198 (2)

9490 (3)

9197 (2)

9553 (2)

9386 (2)

9158 (3)

1777 (2)

7268 (2)

4460 (2)

10385 (2)

Calgary Flames (12)

6368 (3)
6924 (2)

1265 (2)

7374 (3)
6508 (2)

Calgary Co-op (12)

BP (9)

Boston Pizza (14)6387 (2)

Bell Mobility (20)

3996 (2)

55 (3) 9846 (2)

Bantrel (9)

Bank of Montreal (45)

8798 (2)

8768 (2)

8771 (2)
8775 (2)

8777 (2)

ATCO GAS (64)8725 (2)

5049 (2)

8718 (2)

6805 (3)

Air Canada (21)

5460 (2)

8621 (4)

5151 (2)

Sobeys Bridlewood (2)10455 (2)

Sobeys (59)

10438 (2)

6564 (2)

Wal-Mart (19)
10959 (5)

3486 (3)

218 (2)

Calgary Zoo (26)10936 (4)

10952 (2)

2666 (5)
YMCA (12)

1962 (2)

8092 (2)

Shaw Cable Systems (7)10380 (2)

Shaw TV (5)

10382 (5)

Chat TV (3)

SMART Technologies Inc. (9)

Intuit Canada (2)

10405 (2)

Smart Technologies (16) Safeway (22)

2323 (2)

8647 (4)

6138 (2)
Calgary Tower (2)

self employed (27)

Bernard Callebaut Chocolates (3)

Panago (3)

CIBC (9)

4502 (2)
142 (3)2956 (2)

Sunterra (5)

1770 (2)

Home Depot (16)

3864 (2)

5112 (2)

The Calgary Zoo (7)10932 (2)

Rogers Wireless (2)

Gap (3)

Kilkenny Irish Pub (6)

Staples (8)

Alberta Childrens Hospital (9)

Telvent (2)

Theatre Junction (2)

Phoenix Grill (2)10472 (2)

Epcor Centre for the Performing Arts (2)

Stantec (15)10501 (2)

Joey Tomato&#039;s (14)

10028 (2)

Joey&#039;s Only (4)10021 (2)

Joey Tomatos (8)9998 (2)

Joey Tomatoes (18)9994 (2)

Aldo Group (3)

Myself (23)
2003 (3)

Old Navy (4)

Sierra Centre for Dental Wellness (2)

Jugo Juice (3)

Red Robin Gourmet Burgers (3)

Country Hills Golf Course (2)

Best Buy (9)9873 (2)

Landmark Homes (2)

9875 (2)

7116 (3)

Government Of Alberta (17)

9877 (2)

9843 (3)

Fluor Corporation (5)

4140 (2)

Alberta Cancer Board (3)

Alberta Government (6)

9849 (2)

PwC (7)

Edmonton Journal (2)

9930 (3)

Olive Garden (3)

5607 (2)

Calgary Herald (20)

9920 (2)

Reitmans (6)

Sun Life Financial (2)

Starbucks (34)

3780 (2)
2988 (3)

Bustloose.com (2)

Calaway Park (8)

1684 (2)A&amp;W (2)

Sport Chek (7)

10346 (2)

Shaw-Nee Slopes Golf Course (3)

Shaw Communications (30)

10279 (3)

5073 (3)

Outback Steakhouse (5)

Gimbel Eye Centre (4)

Fairmont Banff Springs (2)

Moxie&#039;s Classic Grill (3)

6908 (2)

Sunwest Aviation (2)10195 (2)

Smitty&#039;s (2)

SAIT (23)

10233 (3)Blockbuster (7)

Jubilations Dinner Theatre (4)

Petland (2)

Process Color Print (2)4048 (2)

Peter Lougheed Hospital (2)3955 (2)

Shaw Cable (37)

4467 (2)
4494 (2)

Resorts of the Canadian Rockies (4)4454 (2)

Self Employed (27)4144 (2)

IBM (10)

1950 (3)

Crown Energy (2)4129 (2)

WorleyParsons Komex (2)3423 (2)

Waterous Power Systems (2)3400 (2)

Decidedly Jazz Danceworks (2)

3244 (2)

Metropolitan Grill (3)

Town of Cochrane (3)3670 (2)

Paramount Energy Trust (2)3642 (2)

SNC Lavalin Inc. (2)5186 (2)

Hydroqual Laboratories (2)

5325 (2)

Golder Associates Ltd. (4)

Easter Seals Camp Horizon (2)

Mountain Equipment Coop (2)5095 (2)

McDonalds (8)

5093 (3)

SMART Technologies Inc (8)

AirSprint Inc. (2)

Sports Swap (2)

5851 (2)

1914 (2)

Costco (3)

The Den (6)

5807 (2)

5941 (2)

Positive Projects (2)

RBC (6)

PM Hobbycraft (2)

Newalta (4)4965 (2)

The Keg (7)

426 (2)
7795 (2)

Hyatt (5)

1072 (2)

7239 (2)

Spruce Meadows (3)1056 (3)

Banff Springs Hotel (4)

Convergys (7)1171 (2)

Geophysical Service Inc. (2)1138 (4)

Technicoil (2)980 (2)

Ernst &amp; Young (8)

798 (2)

2888 (2)

Elk Valley Coal (3)

839 (2)

7736 (2)

Columbia College (3)

TD Canada Trust (15)

281 (2)

Swimco (5)

6870 (2)

Fairmont Chateau Lake Louise (2)344 (2)

Red Deer Regional Hospital (2)203 (2)

Coca-Cola Bottling (2)75 (3)

Kananaskis Country Golf Course (2)

Precision Well Servicing (2)599 (2)

Champs (2)550 (2)

GES Exposition Services (2)477 (2)

Glenmore Audi (2)485 (2)

Critical Mass (9)

2407 (2)

2136 (3)

Second Cup (7)

Star Choice (6)2954 (2)

Lululemon (2)

Coast Mountain Sports (4)

3028 (2)

8412 (2)

Mosaic (3)2002 (3)

Abitibi Consolidated (2)

Research In Motion (6)

London Drugs (7)

LaFarge (2)1627 (2)

Glencoe Golf and Country Club (2)

Deloitte (12)2233 (2)

Scotiabank (4)

H2Safety Services Inc. (2)

Heritage Park Historical Village (3)

Calgary Public Library (25)

8833 (2)8802 (2)

Talisman Energy Inc. (2)

Future Shop (17)

Cibc (9)

ATB Financial (80)

8693 (2)
8640 (2)

8675 (4)

Canadian Forces (35)

8868 (2)8887 (2)

8861 (2) 8626 (2)

EB Games (3)

Delta Bow Valley Hotel (2)

Central Mountain Air (2)

EDS Corporation (2)8471 (3)

Enmax (2)
CMHC (2)

KLS Contracting (2)

Calgary Board of Education (133)9039 (2)

West Jet (3)

Siemens (3)

Government of Alberta (17)

Ski Cellar (3)

Shoppers Drug Mart (3)

Calgary Catholic School District (10)

CNRL (5)

Calgary Stampede (6)

Calgary Airport Authority (3)6528 (2)

Avocado Fresh Mexican Grill (2)6958 (2)

FanAttic (3)7089 (2)

Rockyview General Hospital (5)
Calgary Humane Society (2)

Banana Republic (6)5862 (2)

Wolf Creek Golf (2)5991 (3)

Chapters (3)

The Gauntlet (6)6446 (3)

Bluenotes (2)

Geological Survey of Canada (2)7969 (2)

Calgary Alpine Racing Club (2)

Shell Canada Limited (3)8212 (3)

Western Avionics (2)8078 (2)

Elbow River Casino (4)

Calgary (2)

Microsoft (2)7719 (2)

ABB Switzerland (3)

Canada Olympic Park (6)

7743 (2)

Country Hills Golf Club (2)

Casino Lethbridge (3)7569 (2)

Creative links: 0 Non-Creative links:456 Firm links:456 Employing:1 Work:1 Creatives represented:0 Non-Creatives represented:287 Firms represented:208

Creatives: Creative links: 1009 Firm links: 1009 Creatives 
represented: 623 Firms represented: 323

Combined: Creative links: 1009 Non-Creative links: 456 
Firm links: 1465 Creatives represented: 623 Non-Creatives 
represented: 287 Firms represented: 403

Non-Creatives: Non-Creative links: 456 Firm links: 456 
Non-Creatives represented: 287 Firms represented: 208

more than one employment experience and firms em-
ploying more than one person, each Facebook Creative 
provide more than twice as many links between firms 
studied than do non-creatives (recall that the default 
definition of  creative includes counts of  job creativity). 
Excluding job creativity from the definition of  creative, 
the number of  interfirm links and firm representations 
generated by the Facebook Creative and non-creative 
groups becomes exactly proportional to the size of  

the groups. Of  those studied, 251 firms were linked by 
418 creatives (0.6005 firms per non-creative), while 295 
firms were linked by 492 creatives (0.5995 firms per 
creative). The result is similar if  we increase the mini-
mum number of  employments to three (0.476 firms 
per creative, 0.500 firms per non-creative), four (0.627 
firms per creative, 0.666 firms per non-creative).

The most striking feature to note about this com-
parison is that people employed in creative jobs are 



Habits of  Online Creatives – April 25, 2007 – Page 13

Figure 7. A much more readable maps of  151 Calgary firms and workers (creative 
workers include the creative work definition) with employment instances less than 4 
removed. Most of  the combined network as in Figure 6 remains connected, but the 
majority of  connections (166 out of  298) are made by a 71 creatives (60 non-creatives 
are also represented). Nodes are labelled in the same manner as in the previous figure. 
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Direct Energy (3)

SAIT (23)

Edmonton Journal (2)

Sun Life Financial (2)

Rare Method (10)

10189 (5)

10186 (5)

YMCA (12)

Petro-Canada (9)7730 (4)

Safeway (22)
8647 (4)

EB Games (3)

Fabutan (3)

Evans Consoles (2)

The Zoo (2)

Heritage Park (13)

2075 (4)

Westfair Foods (2)

GARDA (3)

Rogers Wireless (2)

Critical Mass (9)

554 (4)

Rogers Video (4)

AIESEC Calgary (2)

AIESEC (2)

Katimavik (2)

The Walt Disney Company (2)

Telvent (2)

Blockbuster (7)

2624 (5)

Golder Associates Ltd. (4)

Theatre Junction (2)

ADT Security (2)

Sunterra (5)
Home Depot (16)

6687 (4)

Shaw TV (5)

10370 (5)

Deloitte (12)

Fluor Corporation (5)

The Calgary Zoo (7)

dairy queen (3)

Sobeys (59)

10423 (5)

Global Surveys Group (2)

IC Group Inc (2)

Symcor Inc. (2)

Petland (2)

1567 (5)

Calgary Sun (16)

FedEx (4)

Staples (8)

Elbow River Casino (4)

4519 (4)

Jubilations Dinner Theatre (4)

Geophysical Service Inc. (2)1138 (4)

Bluenotes (2)

1115 (4)Le Chateau (3)6224 (4)

Banana Republic (6)

Town of Cochrane (3)

Columbia College (3)

me (10)

Zellers (2)

Tim Hortons (3)

Ajilon Consulting (2)514 (5)

Research In Motion (6)

Indigo Books and Music (2)

Apache Corporation (4)

2571 (4)

Talisman Energy (3)

Kananaskis Country Golf Course (2)3079 (4)

Mentor Engineering (4)

The Mustard Seed Street Ministry (2)1969 (4)

Calaway Park (8)

Calgary Board of Education (133)
2149 (5)

9043 (4)

Student&#039;s Union (2)

Future Shop (17)Shaw Cable (37)

Sport Chek (7)

Starbucks (34)

6349 (4)

Liquor Barn (3)

ATB Financial (80)
8670 (4)

8675 (4)

CADVision (2)

The Calgary Sun (6)8855 (5)

Delta Bow Valley Hotel (2)

Central Mountain Air (2)

Gord&#039;s Running Store (2)8422 (4)

Grand &amp; Toy (2)

8410 (5)

Black&#039;s Photography (2)

Canadian Cancer Society (2)

Symantec (3)

Enmax (2)

CMHC (2)

KLS Contracting (2)

Red Lobster (7)

Calgary Catholic School Board (13)

8930 (5)

University of Alberta (3)

CO-OP (3)6609 (4)

Marks Work Wearhouse (2)

Costco (3)

Airborne Dance Studio (2)World Health Club (6)

Chapters (3)

Moxie&#039;s (4)

7968 (5)

Roadhouse (2)

General Dynamics Canada (2)

Devon Energy (3)

Nexen (7)
Creative links: 166 Non-Creative links:132 Firm links:298 Employing:1 Work:3 Creatives represented:71 Non-Creatives represented:60 Firms represented:151
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Table 2. Network linkages vs. number of  employments for firms employing at least 
two people. Creative definition includes individuals who work at a creative position.
Min. # of	 Creative	 Non-cr.	 Links ratio	 Firm	 Creative	 Non-cr.	 Workers ratio	 Firms
employments	 links	 links	 C/NC	 links	 workers	 workers	 C/NC			 
1	 1560	 2672	 0.583	 4232	 1305	 2372	 0.550	 554
2	 673	 792	 0.849	 1465	 418	 492	 0.849	 395
3	 317	 324	 0.978	 641	 157	 163	 0.963	 242
4	 166	 132	 1.257	 298	 71	 60	 1.183	 151
5	 83	 49	 1.693	 132	 34	 21	 1.619	 88

responsible for such a large fraction of  inter-firm link-
ages (68.8% in the example in Figure N). This indicates 
that a firm’s connectivity to other firms via workers is 
largely related to how it defines its job roles (or rather, 
how employees reported about the creativity of  their 
jobs in the information provided to Facebook). The 
comparison also indicates that creative activities and 
interests of  employees do not on their own translate 
into more inter-firm connectivities since varying those 
attributes of  employees did not affect inter-firm link-
ages.

It bears repeating that self-identification of  creativity, 
or creativity identified through non-vocational activi-
ties have little effect on inter-firm linkages via staff  
mobility within the network studied. This is surprising 
not just because it implies that personal creativity and 
professional creativity are distinct and separable char-
acteristics, but because externally-identified creativ-
ity is positively linked to worker mobility (number of  
employment experiences), which should help to build 
inter-firm linkages.

Table 1 lists the number of  Facebook Creatives 
(defined by including creative work). The most obvi-
ous feature is that the ratio between Facebook Crea-
tives to non-creatives falls steadily with an increasing 
number of  employees, but peaks at 0.895 and 0.846 
creatives per non-creative when a firm has 16 employ-
ees listed on Facebook, and again when the number of  
employees is 50, respectively. That is despite the fact 
that within the population, the ratio between Facebook 
Creatives and non-creatives is 0.629. At firm with more 
than 50 listed employees on Facebook, the ratio slowly 
declines, reaching a ratio closer to that predicted by 
population alone: 0.563. Lesser peaks are also observed 
at 80 and 210 employees listed. A similar pattern holds 
for the number of  linkages originating from creatives 
to firms, and the first peak also holds for links into 
firms.

Such local islands of  peak creative employment and 
linkage are difficult to explain within the current data 

Firm		  Number of 	 Number of
		  employees	 Creatives
Shaw Communications	 5	 3
McDonalds		  4	 1
Calgary Zoo		  3	 1
Wal-Mart		  3	 0
A&W		  2	 0
Ajilon Consulting		  2	 0
Calgary Board of Education	 2	 1
Critical Mass		  2	 0
Gap		  2	 1
Global Surveys Group	 2	 2
Grand & Toy		  2	 0
Rare Method		  2	 2
Reitmans		  2	 2
Staples		  2	 1
Student’s Union		  2	 0
Tim Hortons		  2	 0
(59 other firms with a single employee not shown)

Table 3. Calgary Firms with employees 
on Facebook with five employment in-
stances.

set and warrant further investigation. 
Turning our attention to Figure 7 of  the network 

of  151 Calgary area firms and employees, we find 
that removing employees who have worked at fewer 
employment opportunities from the network reduces 
the number of  non-creatives than the number of  
Facebook Creatives. Examining Table 2, from which 
the data for Figure 7 is drawn, it is readily visible that 
non-creatives dominate both in numbers and linkages 
when considering individuals with single employment 
experiences, whereas at two employment experiences 
and above, the Facebook Creatives clearly contribute 
proportionally more numbers and linkages than non-
creatives. This reaffirms the previous observation that 
externally observable personal creativity is positively 
linked to the number of  employment opportunities 
experienced, although it does not reveal the direction 
of  causation.
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Min. # of	 Creative	 Non-cr.	 Links ratio	 Firm	 Creative	 Non-cr.	 Workers ratio	 Firms
employments	 links	 links	 C/NC	 links	 workers	 workers	 C/NC			 
1	 1560	 2672	 0.583	 4232	 1305	 2372	 0.550	 554
2	 673	 792	 0.849	 1465	 418	 492	 0.849	 395
3	 317	 324	 0.978	 641	 157	 163	 0.963	 242
4	 166	 132	 1.257	 298	 71	 60	 1.183	 151
5	 83	 49	 1.693	 132	 34	 21	 1.619	 88

Creatives
Instances	 #	 percentage	
5		  51	 1.21%
4		  58	 1.37%
3		  168	 3.97%
2		  486	 11.49%
1		  2212	 52.28%
0		  1256	 29.69%
Total		  4231	 100.00%

Non-Creatives
Instances	 #	 percentage	
5		  8	 0.%%
4		  24	 0.36%
3		  64	 0.95%
2		  238	 3.54%
1		  2264	 33.64%
0		  4133	 61.40%
Total		  6731	 100.00%

Creatives excluding work
Instances	 #	 percentage	
5		  37	 1.15%
4		  39	 1.21%
3		  103	 3.21%
2		  333	 10.36%
1		  1445	 44.97%
0		  1256	 39.09%
Total		  3213	 100.00%

Non-Creatives excluding work
Instances	 #	 percentage	
5		  22	 0.28%
4		  43	 0.55%
3		  129	 1.66%
2		  391	 5.05%
1		  3031	 39.11%
0		  4133	 53.34%
Total		  7749	 100.00%

Table 4. Employment instances vs creativity

Firm connectivities and employment
It is clear from Table 4 that the majority of  interfirm 
connectivities for firms represented by Facebook users 
are through Facebook Creatives, as opposed to non-
creatives. Indeed, when the links are tallied, we find 
that a minority of  the working population, consisting 
of  those individuals labelled as Facebook Creatives, 
are responsible for the majority of  inter-firm links. 
Combined with the previous observation that creative 
work is also positively linked to multiple employment 

instances, we can draw the conclusion that having crea-
tive positions at firms are a mixed blessing.

Firms offering the most creative positions can 
benefit from new tacit information gained through 
the circulation of  creative individuals within the work-
force. However, the mobility of  the workforce itself, 
and particularly of  creatives, results in significant staff  
turnover.

In the survey, 19.7% of  individuals were found to 
have multiple employment experiences (out of  5,573 
individuals with at least one employment experience), 
with 9.1% of  them belonging to Facebook Creatives 
(defined without considering previous employment in a 
creative capacity).

Also interesting to note is that in the all-inclusive 
dataset, creative occupations made up 28% of  all jobs. 
Indeed, even though non-creatives outnumber creatives 
by an approximate ratio of  2.6 to 1, at least twice as 
many creatives are multiply employed as creatives in all 
multiple employment categories (see Table 4). Recalling 
Table 2, there is approximately one Facebook Creative 
for every non-creative in firms among employees with 
two or more employment experiences.

 Table 3 lists several of  the 88 firms in the last row 
of  Table 2 having at least two employees each with five 
previous employment experiences. 

In it, we see an uneven distribution of  Facebook 
Creatives and non-creatives among firms. This is to be 
expected since the number of  firms having at any point 
employed an individual with five employment experi-
ences far exceeds the number of  Facebook Creatives 
who have had that much previous employment experi-
ence. This again suggests that the pool of  Facebook 
Creatives are highly mobile and circulate to multiple 
firms.
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Creative employment implications for 
education
Table 5 compares Facebook users attending the Univer-
sity of  Calgary and the Southern Alberta Institute of  
Technology (SAIT) with respect to the number of  crea-
tive job indicators in their derived from their attendees 
profiles. (A creative job indicator is simply one match in 
either a Facebook user’s job title or description against 
the expanded list of  creative occupations described 
previously. Thus, a person titled “Industrial Design 
Manager” with a description containing “engineering 
samples” would gain three creative job indicators from 
that employment, while another user whose job title was 
simply “Data Analyst” would gain only one indicator. 
Indicators are cumulative across jobs.)

The table shows that while SAIT attendees on Fa-
cebook have fewer non-creative jobs (total number of  
creative job indicators for a person equals 0), almost 6% 
more SAIT attendees on Facebook than University of  
Calgary attendees have been employed in a job with a 
single creative indicator, and slightly more SAIT attend-
ees have held a job with two creative indicators than 
those attending University of  Calgary. However, Uni-
versity of  Calgary attendees outnumber SAIT attendees 
in having experienced jobs contributing a total of  more 
than two creative job indicators.

This implies that, on average, University of  Calgary 
attendees are either employed in a larger number of  
creative roles than their SAIT counterparts, or each of  
their employments had more creative indicators than 
individual employments by SAIT attendees.

Grad school vs creative/employment
Table 6 compares Facebook users attending a graduate 

school program and users attending an undergraduate 
program with respect to the number of  creative job indi-
cators in their derived from their attendees profiles. In 
general, its features resemble those of  the previous table 
comparing the creative employment of  University of  
Calgary and SAIT attendees. Comparing graduate degree 
program attendees with undergraduate degree program 
attendees reveals that proportionately more graduate 
school attendees have a higher number of  creative job 
indicators than undergraduate attendees, with graduate 
school attendees holding a proportionally larger percent-
age of  jobs with three or more creative indicators than 
undergraduate attendees.

Data extracted from collected profiles includes a per-
son job title and post-secondary education program fo-
cus, which could provide a valuable platform for further 
studies of  the relationship between level and focus of  
education and creative employment in the professional 
world.

Creative job	 U of C	 SAIT	 Total
Indicators
0	 4161	 85.07%	 526	 77.24%	 4687
1	 508	 10.39%	 109	 16.01%	 617
2	 153	 3.13%	 27	 3.96%	 180
3	 43	 0.88%	 12	 1.76%	 55
4	 16	 0.33%	 3	 0.44%	 19
5	 6	 0.12%	 2	 0.29%	 8
6	 3	 0.06%	 2	 0.29%	 5
7	 1	 0.02%	 0	 0.00%	 1
Total	 4891		  681		  5572

Table 5. Number of  creative job indica-
tors per attendee for University of  Calgary 
and Southern Alberta Institute of  Tech-
nology.

Creative job	 Graduate	 Undergraduate	 Total
Indicators
0	 746	 75.97%	 6421	 77.32%	 7167
1	 153	 15.58%	 1252	 15.08%	 1405
2	 42	 4.28%	 390	 4.70%	 432
3	 15	 1.53%	 118	 1.42%	 133
4	 8	 0.81%	 51	 0.61%	 59
5	 10	 1.02%	 37	 0.45%	 47
6	 5	 0.51%	 29	 0.35%	 34
7	 0	 0.00%	 1	 0.01%	 1
8	 0	 0.00%	 3	 0.04%	 3
9	 1	 0.10%	 0	 0.00%	 1
10	 2	 0.20%	 2	 0.02%	 4
Total	 982	 100.00%	 8304	 100.00%	 9286

Table 6. Number of  creative job indica-
tors per attendee for graduate school at-
tendees versus undergraduate attendees.

Words matter
Some words used to describe creative occupations and 
activities were more effective than others, as shown in 
the heat maps in Tables 7 and 8. Florida’s list of  creative 
occupations had a high success rate matching positions 
in Facebook Creatives’ profiles, particularly among man-
ager and planner occupation categories, but relatively 
less success with respect to matching words used in job 
descriptions. Choosing one of  the alternative occupation 
categories for some words (for example, categorizing 
programmer or marketing occupations as analysts) does 
not significantly change the overall hot spots on the 
map.
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Employer Word Position Description Category Total
analyst 179 1 analyst 180
draft 19 6 architect 25
architect 16 3 architect 19
art 35 25 artist 60
chef 22 4 artist 26
stylist 20 1 artist 21
photo 18 27 artist 45
carpenter 14 2 artist 16
music 13 26 artist 39
dance 13 15 artist 28
piano 11 4 artist 15
DJ 10 3 artist 13
flair 1 0 artist 1
creat 10 23 creating 33
engineer 176 31 engineer 207
network 26 21 engineer 47
programmer 18 1 engineer 19
finance 7 5 finance 12
nurse 203 39 health care 242
therap 39 5 health care 44
doctor 7 5 health care 12
legal 17 10 law 27
lawyer 2 2 law 4
manag 339 94 manager 433
consult 86 16 manager 102
owner 68 10 manager 78
president 28 1 manager 29
everything 18 45 manager 63
c?o 17 1 manager 18
chief 12 3 manager 15
founder 5 1 manager 6
marketing 52 13 planner 65
plan 38 74 planner 112
researcher 14 2 scientist 16
scientist 5 1 scientist 6
writ 29 37 writer 66
freelance 11 2 writer 13
teach 217 132 knowledge worker 349
instructor 117 12 knowledge worker 129
develop 87 58 knowledge worker 145
design 64 55 knowledge worker 119
train 59 52 knowledge worker 111
communic 32 13 knowledge worker 45
build 2 68 knowledge worker 70

Table 7. Heat map and count of  words 
matching creative occupations and job de-
scriptions. Darker colours indicate a high-
er number of  matches. Words are given in 
their root form, if  applicable. “art” match-
es “art”, “artist”, “artisan”, etc. 

The appended list of  knowledge worker words tended 
to match more profiles than Florida’s list, and did so 
more consistently in both the job positions and descrip-
tions. The teaching and instructing roles tended to pro-
duce the most matches in the appended list, possibly due 
to the significant number of  current and former Univer-
sity of  Calgary education students within the “University 
of  Calgary” and “Calgary, Alberta” Facebook networks. 

Both Florida’s list and the knowledge worker list, how-
ever, matched job positions better than job descriptions 
overall. 

With respect to the personal profile heat map, creative 
activities drew the most hits in the “Activities” and “In-
terests” categories, and to a lesser extent, in the “About 
Me” category. It is not surprising at all that Facebook 
Creatives would list indisputably creative activities such 
as writing and design within their activities and interests.

Some caution, however, is required in the interpreta-
tion of  these heat maps. Extremely high numbers of  
matches indicates some loss of  selectivity. “Manager”, 
from the occupations list, which recorded 339 hits, 
could match a top level research manager, or the assist-
ant manager at a fast food establishment, or the assist-
ant to the one of  the managers just described. While all 
three roles require some form of  creativity, the natures 
of  their roles in employment and the local innovation 
system differ significantly. Lack of  specificity also exists 
in the personal profile heat map. “Cool”, “new” and 
“music” are the top hits from the “About Me” list, yet 
each can have little to do with creativity in any sense 
important to the study of  innovation. Someone who en-
joys listening to “cool new music”, for example, would 
register as a creative, yet such a data point provides no 
analytical value.

Self  identification of  creatives
As a rule, Facebook Creatives do not self-identify as 
such. Only 328 individuals sampled listed themselves 
as creative by including the word “creative” or its syno-
nyms in the relevant sections of  their profiles. And 
even when such individuals self-identified as being 
creative provided virtually no predictive power about 
anything. Particularly, they did not show any significant 
correlation to number of  colleges attended (R2=0.000, 
n=250), group membership (R2=0.000, n=230), interests 
(R2=0.004, n=222), participation in activities (R2=0.000, 
n=203), musical preference diversity (R2=0.006, n=232) 
nor direct interactions with friends (R2=0.000, n=317). 
Again, the small sample size of  self-identified creatives 
should be recalled.

Self-identifying as a creative did slightly correlate with 

multiple employment when all the singly-employed and 
singly-self-creative members were removed from the 
sample (R2=0.049, n=222). This very small sample size 
of  creatives overall (n=328) does not strongly dispute 
that self-identified creativity is a poor predictive meas-
ure. Self-identification with creativity related positively 
with external identification (R2=0.040, n=226) but in-
completely. Almost one-third of  self-identified creatives 
would not be externally identified as creatives through 
their activities alone.
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Word About Me Activities Interests List Total

writ 88 155 185 Activity 428
danc 79 428 332 Activity 839
making 57 119 122 Activity 298
cook 41 143 270 Activity 454
comput 36 61 164 Activity 261
design 27 24 87 Activity 138
english 20 5 26 Activity 51
photog 18 76 277 Activity 371
film 15 12 67 Activity 94
draw 12 73 88 Activity 173
fashion 11 8 93 Activity 112
gadget 2 0 13 Activity 15
music 126 291 1122 Artistic 1539
pict 45 34 45 Artistic 124
styl 19 2 12 Artistic 33
grand 17 6 5 Artistic 28
drama 16 7 22 Artistic 45
culture 14 5 83 Artistic 102
fine 7 2 16 Artistic 25
ideal 6 0 2 Artistic 8
poet 5 9 50 Artistic 64
imaginat 4 0 2 Artistic 6
sensitive 4 0 0 Artistic 4
decorat 3 5 18 Artistic 26
rhythm 1 2 0 Artistic 3
satisfying 1 1 1 Artistic 3
aesthetic 1 0 0 Artistic 1
graceful 1 0 0 Artistic 1
harmonious 1 0 0 Artistic 1
refined 1 0 0 Artistic 1
tasteful 1 0 0 Artistic 1
cool 96 28 22 Creative 146
creat 33 18 39 Creative 90
origina 22 1 5 Creative 28
hip 14 13 18 Creative 45
inspir 8 1 5 Creative 14
invent 3 3 3 Creative 9
artistic 2 3 2 Creative 7
innovat 2 1 1 Creative 4
clever 2 0 1 Creative 3
gifted 2 0 0 Creative 2
productive 1 1 2 Creative 4
stimulat 1 1 5 Creative 7
visionary 1 0 0 Creative 1
way out 1 0 0 Creative 1
new 195 97 210 Original 502
quick 13 3 2 Original 18
ready 12 3 4 Original 19
fresh 10 5 8 Original 23
novel 6 5 14 Original 25
unusual 2 0 1 Original 3
cherry 1 0 0 Original 1
resourceful 1 0 0 Original 1
unconventional 1 0 0 Original 1
unprecedented 1 0 0 Original 1
devis 0 1 2 Original 3
envision 0 0 1 Original 1

Words (and roots) omitted from map above with no matches:
Artistic: cultivated, elegan, exquisite, ornamental, pleas-
ing, sublime.
Creative: demiurgic, deviceful, fertile, formative, hep, 
ingenious, prolific
Original: avant-garde, causa, conceiv, generative, seminal, 
untried

Table 8. Heat map and count of  words 
matching “About Me”, “Activities”, “In-
terests”.

External identification of  creatives
In contrast, many more individuals were identified as 
being creative through their activities, and such identi-
fications had greater value in distinguishing them from 
non-creatives. External identification of  creatives had 
some correlation with interests (R2=0.099, n=2,601 
for non-creatives; R2=0.121, n=2811 for creatives), but 
weak correlation with respect to musical preference di-
versity (R2=0.038, n=2,841). It had a similar relationship 
for the non-creatives (R2=0.032, n=2,628), and it had 
slightly better predictive power with respect to activi-
ties (R2=0.063, n=2325 for non-creatives; R2=0.067, 
n=2,512 for creatives). External identification of  creativ-
ity had no relationship to college attendance (R2=0.000, 
n>=2,885), direct interaction with friends via their own 
Wall (R2=0.001, n>=2,726) and exactly no correla-
tion with the number of  friends a creative person had 
(R2=0.000, n>=2,789). Externally-identified creatives 
didn’t join groups (R2<=0.009, n>=2,558) or acquire 
friends (R2=0.000, n>=2,789), nor interact with them 
on a one-to-one level (R2<=0.002, n>=2,726) with them 
through the wall. 

Creativity as identified through employment had in-
termediate to good correlative value overall. The degree 
to which a job is creative was strongly related to the 
number of  times the person holding the job is em-
ployed (R2=0.151, n=1,268 for non-creatives; R2=0.180, 
n=2,035 for creatives), but this effect is less significant 
when non-creatives who only list a single employment 
instance and have only worked at one job are removed 
from the sample (R2=0.040, n=164). Removing the same 
groups from the sample of  Facebook Creatives results in 
the same type of  effect, but to a lesser extent (R2=0.101, 
n=316).  This could indicate that creatives sample more 
jobs before settling on one, or that they are difficult to 
retain. Note, however that many creatives who are self-
employed or employed on a contract basis may in reality 
go through several different jobs under the banner of  a 
single employer or employment opportunity.

As with previous observations about the comparative 
predictive values of  self-identification and external iden-
tification of  creativity, the number of  creative jobs held 
is only marginally predicted by self-identified creativity 
in FaceBook Creatives (R2=0.116, n=305 among Fa-
cebook Creatives; R2=0.160, n=449 for non-creatives), 
and much more poorly by externally-identified creativity 
among Facebook creatives (R2=0.021, n=300).

This is a key observation since it decouples personal 
creativity from professional creative employment.
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Further analysis and im-
plications

Validity and reliability
This dataset can be examined in two ways with respect 
to reliability: as a single entire dataset, or as two over-
lapping sets of  data from which certain parts may be 
excluded. 

First, because FaceBook is an on-line representation 
of  networks derived from prior real-life relationships, 
the opportunities for individuals to provide grossly false 
demographic information are limited (they will be dis-
covered by peers in their network). Thus, we will assume 
without further justification that the externally-derived 
information contained in the dataset (education, employ-
ment) are subject to sufficient peer review so as to deter 
the display of  false information. However, information 
about individuals who joined the social networking site 
independently of  any existing real-world relationships 
can not be said to be as reliable because there is less re-
view. Individuals having no friends and no wall posts (or 
choosing to suppress the display of  such information to 
the public) make up less than 2% of  the entire data set.

Second, however, activities, interests and favourites, 
are less verifiable through third parties in all cases. It 
may be the case that close friends who are familiar with 
each others personal preferences can detect obvious 
contradictions, but errors and lies within personal infor-
mation can be given much more leeway due to incom-
plete information and the less critical nature of  these 
data to external personal and professional relationships. 

With respect to validity, original text from the gathered 
profiles was used as much as possible for analysis for 
objective measures. Counting and pattern matching were 
automated, resulting in high validity (Krippendroff, pg. 
178). Data transformations were limited to normalizing 
variations on spelling and punctuation for firm names. 
Although the normalization rules, dictionaries, and field 
extraction rules are inputted by hand, data was never re-
coded by hand. 

Precautions 
Several percautions should be kept in mind when con-
sidering the results of  this study. First, only self-selected 
individuals who sign up for Facebook are represented in 
the data set. Despite common-sense assumptions, fac-
tors such as Internet access may or may not be pervasive 

within the young creative population.
Second, nearly 100% of  males had accessible profiles, 

while approximately 90-95% of  females did, varying 
with age. Therefore, more males were effectively sam-
pled than females in the data obtained.

Third, employment and education information are un-
der-representative of  actual experiences because not all 
individuals list comprehensive career histories, and there 
appears to be little to no social penalty for omission of  
such data.

Finally, data points about religious affiliations, activi-
ties and employment may appear in the list of  groups a 
user may be part of, but they are not necessarily detected 
in fields in which they would normally appear, or using 
terminology differing from local norms.

“Creatives”
Self-assigned attributes of  creativity were universally 
unusable in this study. Individuals’ perceptions, or, more 
accurately, their descriptions of  themselves with respect 
to being creative, were not detected using the firm-based 
definitions of  creativity. 

The vast majority individuals on Facebook do not 
identify themselves as being creative, or any of  the 
other homonyms identified by Rogets. In the dozens of  
possible correlates examined, the population of  Face-
book Creatives were not clearly distinguishable from the 
Facebook population as a whole. External definitions of  
creativity—those defined by observable characteristics 
such as employment and activities—were far more use-
ful in identifying creative individuals.

Creative assistants?
In an age group where people are beginning their 
professional careers, many undoubtedly work in assist-
ant roles as adjuncts to individuals whose professional 
careers the young people would like to emulate.

In the complete dataset, 358 assistant employment 
roles were identified in total using the same method by 
which creative roles were identified from the dataset.  
Of  those, only 102 positions were not identified as crea-
tive positions, covering a diversity of  positions and role 
descriptions.

By the definition of  the role, any professional indi-
vidual or organization requiring assisting on an ongoing 
basis is creative. Otherwise, the tasks performed while 
assisting would be broken out and codified into well-
defined roles and given a proper position names. While 
assisting someone in the performance of  a creative task 
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Future work and  
Conclusions
According to Richard Florida, the creative class is a 
proportionally large source of  wealth generation for 
proportion of  the population (Florida 2005, pg. 29), and 
this study indicates that creative employees identified 
externally account for many interfirm connectivities and 
potentially knowledge flows via their own mobility. The 
mobility of  creative youth, or youth in creative employ-
ment positions undoubtedly deserves further study as 
they will not only become our next generation of  lead-
ers, but also the next generation of  creative infrastruc-
ture.

The generation of  young Facebook Creatives entering 
the workforce has already broken away from some tradi-
tional definitions and concepts of  creativity. A thesaurus 
reflects a language as it is in contemporary use. Many 
of  the words by which we attempted to detect creativity 
utterly failed to do so with youth who have adopted the 
Facebook innovation at a relatively early stage. 

When this paper was first proposed in early February 
2007, there were perhaps 1,700 users of  Facebook at the 
University of  Calgary with a population of  over 25,000 
students. Within three months, the number of  users at 
the University of  Calgary has grown to seven times that 
number, but even at an impressive 11,620 members, it 
barely touches 1% of  all University of  Calgary alumni.

This paper described a single study of  creative youth 
on Facebook in Calgary in terms of  data collection, 
analysis and critical review of  the available data. But like 
the Facebook social networking site itself, it has barely 
scratched the surface of  its full potential. 

At every step along the way, key observations were 
identified about the Facebook creatives, including their 
propensity to not describe themselves as creatives, their 

apparent tendency to disconnect personal creativity 
from professional creativity, and their already significant 
role in the local network of  firms.

Some observations and inferences were more startling 
than others. It’s no surprise that skill level relates to crea-
tive employment, or that searching for creative activities 
would locate creative people, but the same might not be 
said about the fact that, as a whole, the Facebook crea-
tives do not view themselves or their skills as anything 
special with respect to creativity. Yet they observably 
are, and that latent creativity has profound effects and 
implications yet to be explored.

As this was a first attempt at exploratory research 
with a new dataset and a combination of  traditional and 
improvised tools, not all possible directions of  research 
or analysis have been pursued, and many avenues of  
potential discovery have already been indicated within 
the current dataset alone: 

• Since the dataset contains post-secondary educa-
tional and work history, we may be able to study the 
on-line attitudes and behaviour of  students as they 
move from institution to institution to firm within 
an extended innovation network. 

• Activities lists include extra-curricular and social 
capital-building activities which have not been char-
acterised or examined in this study. How do they 
contribute to the development of  creative profes-
sionals?

• It was noticed that women reveal less than men on 
some aspects of  the profile. What other gender 
differences exist in the data set, particularly with 
respect to innovation and creativity? 

The relative ease of  gathering large data sets, along 
with the availability of  the analytical tools developed for 
this study should enable anyone interested in any aspect 
of  this data set and the creative youth it represents to 
easily replicate this type analysis for any other city or 
university, in any other set of  dimensions.

In addition, there are several other significant social 
networking websites founded around communities other 
than educational institutions and cities. MySpace was 
founded on sharing user-generated multimedia con-
tent. Orkut, Google’s social networking service popular 
among Internet-savvy users around the world. And 
Friendster which tends to connect people from geo-
graphically disperse regions. 

These additional social networking websites provide 
ample opportunity to study specific dimensions of  
each broad topic addressed in this paper. Possibilities 

is not the same as performing that task, the activity can 
be a great opportunity for tacit knowledge transfer.

In addition, assistants can be gatekeepers for informa-
tion to the creative, they might serve as creative trouble-
shooters or implementers of  creative decisions, and they 
may be involved in creative planning, scheduling, and 
resource allocation tasks that at any given moment might 
fit any or all of  Florida’s descriptors of  creative occupa-
tions.

However, as a direct intersection between current and 
future creative professionals, they have much potential 
as subjects of  future study.
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include describing networks based on creative interests 
or occupation group, content analyses to identify and 
describe gender-, age- or geographically- based trends in 
self  identification with occupation or interests, and the 
potential to track, through time, trends in any values or 
attitudes identified above. Further, this study may be eas-
ily repeated with minimal modification in any major city 
in Canada by selecting a different geographic focus.

Reproducing this study in any city
Software source code for data parsing and exploration 
are available at the author’s website at:
http://www.ucalgary.ca/~bali/
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