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The World Is Flat

A BRIEF HISTORY OF
THE TWENTY-FIRST CENTURY

Thomas L. Friedman







The World in Numbers: THE WORLD IS SPIKY
by Richard Florida

Population:
Urban areas house half of all the world’s
people, and continue to grow in both rich

and poor countries.

Map by Tim Gulden. University of Maryland.
From Richard Florida, “The World 1s Spiky.”
The Arlantic Monthly, October 2005




The World in Numbers: THE WORLD IS SPIKY
by Richard Florida

Light Emissions:

Economic activity — roughly estimated here
using light-emissions data — is remarkably
concentrated. Many cities, despite their
large populations, barely register-.

Map by Tim Gulden, University of Maryland.
From Richard Florida. “The World is Spiky.”
The Atlantic Monthly. October 2005




The World in Numbers: THE WORLD IS SPIKY
by Richard Florida

Patents:
Just a few places produce most of the world’s
innovations. Innovation remains difficult without
a critical mass of financiers, entrepreneurs, and
scientists, often nourished by world-class J
universities and flexible corporations. { 0 l
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Map by Tun Gulden, University of Maryland.
From Richard Florida, “The World 1s Spiky.”
The Atlantic Monthly, October 2005




The World in Numbers: THE WORILD IS SPIKY
by Richard Florida

Scientific Citations:

The world’s most prolific and influential
scientific researchers overwhelmingly
reside in U.S. and European cities.

Map by Tiun Gulden, Umversity of Maryland.
From Richard Florida, “The World is Spiky.”
The Aantic Monthly, October 2005




Place and ‘creativity’

‘Rise of the creative class’ (R Florida)

— Talent & creativity: mobile ‘raw material’ of the knowledge
economy

— The ‘bobo’ creative ethos?
— Cities: how attractive as places to live and work?

Whereas in the ‘Industrial Age’ people followed jobs, In
the Knowledge Economy jobs follow people (who move
to ‘talent’ pools or ‘Creative Cities’)

Quality of Place

— creativity (bohemians, creative class)
— openness, diversity, tolerance (melting pot)

— distinctiveness, authenticity of built, natural, and cultural
environments

Application of model in UK

— continued debate on links to economic outcomes
— redefining and reworking
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