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EXECUTIVE SUMMARY

Women have become an increasingly important force in the U.S. labor market and especially in its
knowledge based creative economy. Some argue that the economic crisis has tilted the playing field
away from men, who have borne the brunt of blue collar job losses, and towards women, who are
more concentrated in knowledge and service work. Using data from the American Community Survey
(ACS) of the U.S. Census Bureau, this report provides a numbers-driven look at the status of women
in today’s job market, nationally and state-by-state (plus the District of Columbia). We develop a mea-
sure of the “location premium” states which provide for women overall and for women in the Creative
Class. Utilizing several metrics we then develop a “Women’s Earnings Index” which we use to rank the
best states for women—in the labor market overall and for Creative Class jobs in particular.

Women are in a very different place today than they were in the 1950s. 47.4 percent of the overall
workforce is female. Though women hold only 18.3 percent of blue collar jobs they comprise 62.6
percent of the workforce in the service field. Most of those jobs, unfortunately, are low skill and low
pay. But 52.3 percent of Creative Class jobs are held by women as well —and women are a clear major-
ity in four out of the nine occupational categories that comprise the Creative Class. Women hold three
quarters of the jobs in healthcare, seven out of ten jobs in education, and more than half (54 percent)
of the jobs in the legal profession. Only 40 percent of management jobs are filled by women, and just
30 percent of jobs involving computers and math. Women are most significantly under-represented
in architecture and engineering, where men comprise 85 percent of the workforce.

While women have increased their role in the overall economy and in the Creative Class in parti-
cular, there is a substantial gender gap in earnings. Overall, men are paid 50 percent more than
women; Creative Class men earn a staggering 70 percent more than their female counterparts. The
gap shrinks somewhat when we control for hours worked, education, and skills, but women still earn
$10,600 less than men overall and $23,700 less than men in Creative Class jobs.

The pay gap is widest in occupations where women make up the largest share of the workforce,
e.g. education, training, and libraries (where women outnumber men three to one but earn approxi-
mately 30 percent less), healthcare (where there are three times as many women as men but the pay
difference is more than 50 percent— $49,887 versus $109,938), and law (where the average salary for
women is $65,886 versus $137,680 for men), but there are substantial pay gaps in virtually every Cre-
ative Class field. Women in management, business, and finance occupations earn almost 40 percent
less than their male colleagues. The gaps are smaller but still significant in architecture, engineering,
and the sciences and smaller still in computer and mathematical occupations.

Our report also identifies some notable geographic trends. Women comprise more than half the
total workforce in the District of Columbia and four states: Washington, Rhode Island, Massachusetts,
and South Dakota. Women in the District of Columbia earn the most overall—$53,450, $10,000 more
than the second ranked state. Women’s earnings top $40,000 in just three other states: Maryland
($42,164), New Mexico ($41,452) and Connecticut ($40,716). Women earn less than $25,000 per year
in seven states: North Dakota, Montana, Idaho, South Dakota, Virginia, Utah, and Wyoming. Based on
our Women’s Earnings Index, the best states for women to work are the District of Columbia, Mary-
land, Nevada, Massachusetts, and Rhode Island. Wyoming, Idaho, Virginia, Utah, Montana, North
Dakota, Kansas, and Oklahoma are the worst.

iv | The Rise of Women in the Creative Class



Women make up more than half of the Creative Class workforce in every state but Utah. With aver-
age earnings of $70,395, Creative Class women do best in the District of Columbia. Creative Class
women earn more than $50,000 in ten states: New Mexico ($59,476), Maryland ($58,848), California
($56,876), Connecticut ($56,803), Nevada ($54,630), Massachusetts ($53,645), Vermont ($52,757),
Delaware ($50,929), and New Hampshire ($50,679). According to the Creative Class Women’s Earn-
ings Index, Alaska is also an excellent state for Creative Class women. Creative Class women earn
less than $36,000 in six states: Montana ($34,169), North Dakota ($34,448), South Dakota ($35,018),
Idaho ($35,286), Utah ($35,872), and Wyoming ($35,874).

Our findings are decidedly mixed. Yes, women have been gaining ground—especially in professional,
knowledge, and creative jobs, where they now make up the majority of the workforce. But substantial
pay gaps remain, across all occupations and especially in higher skill Creative Class occupations. The
gaps are widest in the fields where women hold the largest majorities of jobs—even when we control
for education, skill and effort. Also, women’s gains are not evenly distributed geographically—they do
much better in some states than others. So while the economic playing field may be tilting toward
women, it still has a long way to go before it is equal.
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INTRODUCTION

“What if the modern, postindustrial
economy is simply more congenial
to women than to men?”! asks Han-
na Rosin in her provocatively titled
essay “The End of Men” in The At-

lantic. “The attributes that are most
valuable today — social intelligence,
open communication, the ability to
sit still and focus — are, at a mini-
mum, not predominantly male.”

Rosin argues that the post-industrial
playing field has tilted toward the attitudes
and attributes associated with women—such
as their superior social and communication
skills—and away from physical skills long
associated with male advantage in industrial
and agricultural economies. All of this leads
Rosin to ask, bluntly, “why wouldn’t you
choose a girl?”

The current economic crisis has accelerated
this shift. Catherine Rampell of the New York
Times dubbed it the “mancession”. Men have
suffered a full three-quarters of the total 8 mil-
lion jobs lost during the current recession, and
the crisis has hit hardest at men in blue-collar
jobs.? In summer 2010, the unemployment rate
for men was more than two percentage points
higher than for women, 9.9 versus 7.8 percent.?
The new jobs that are being created—in fields
like education and healthcare—also appear to
favor women, who dominate 13 out of 15 of the
fastest-growing job categories. Women have
also seen their earnings rise relative to men’s
over the past three decades or so.> While
they have not closed the pay gap, it has been
narrowing in many fields, particularly for
younger women.°

The tilting playing field is evident in higher
education as well, as women have caught up to

men in educational attainment, and are pulling ahead. Women
earn approximately 60 percent of all bachelor’s and master’s
degrees in the United States, up from 42 percent in 1970, and
57 percent of all bachelor’s degrees.”

This report provides a data-driven look at the status of
women in today’s job market, focusing on the rise of women
in higher-paying, more highly skilled Creative Class jobs. Using
data from the American Community Survey (ACS) of the U.S.
Census Bureau, it charts trends in women’s employment and
wages for all jobs and for Creative Class jobs in particular. It
tracks these trends nationally and across the 50 states and
the District of Columbia. We develop a variety of statistics to
shed light on women’s role in the creative economy, including
measures of the location premium for women that some states
afford. Using a “Women’s Earnings Index,” we generate a list of
the best states for women in the labor market overall and for
women in Creative Class jobs.

The first part of the report examines women’s role in the
overall labor market. The second part turns to the rise of
women in the Creative Class, looking at Creative Class jobs
across the board and also at the fields that make up its major
job categories—business and management; science and tech-
nology; arts, culture and entertainment; law; healthcare; and
education. The third part examines state-by-state patterns in
women’s employment overall. The fourth part tracks state-by-
state patterns for women in Creative Class occupations. We
conclude with a summary of our key findings and a discussion
of their implications as we move forward beyond the crisis. The
appendices provide a full accounting of our data, variables, and
statistical methods.

THE RISE OF WOMEN IN THE WORKFORCE

Here’s a thought experiment. Travel back in time to the 1950s
and in your mind’s eye picture the gender division of labor.
From Wall Street to Main Street, men occupied most of the
good jobs. They were the accountants, professionals and blue-
collar workers. Most women were housewives and stay-at-home
moms; men were the providers and primary bread winners.
Only about a third of the workforce were women and they were
concentrated in lower-skill, traditionally female sectors of the
labor market—think secretary, school-teacher or nurse. Now
fast forward to today. Sure, some areas of work remain male
bastions, but working women are now commonplace and fully
half the labor force is made up of women. Women can be found
in all types of work. Exhibit 1 illustrates the converging pattern
of men and women’s employment over the past half century.
The current economic crisis has accelerated this broad his-
torical trend. For the first time in modern history, women make
up a larger share of the total U.S. workforce® than men accord-
ing to a new report from the Bureau Labor Statistics (BLS).°
But participation is one thing, pay quite another. Although
women have gained ground, a significant earnings gap remains,
according to a detailed study by the Institute for Women’s Policy

www.martinprosperity.org | 1



Research.”® But the most recent figures from the Bureau of
Labor Statistics" suggest that the gap is narrowing, especially
for younger women.

Exhibit 2 brings this into focus. Women composed nearly
half of the workforce (47 percent) as of 2006—2008, according
data from the American Community Survey. But with average
wages of $48,742, men earned 50 percent more than women
($31,608). Some of this is attributable to the fact that men work
considerably more hours than women and have slightly more

education. But even after we control for these
factors, as well the number of years they’ve
worked, in a regression analysis, a consider-
able gap of $10,600 still remains.

Let’s now look at how women fare across the
three major occupational classifications of the
economy—the blue-collar working class, the
service class, and the Creative Class.

We begin with the blue-collar sector, which

Gender composition of the workforce 1950-2009 Exhibit 1
100 —
\
Men
60 — Women
Percentage
40 —
20 —
O —
1950 1960 1970 1980 1990 1998 2009

Source: Institute for Women’s Policy Research, “The Gender Wage Gap: 2009”, 2009, retrieved from http://www.iwpr.org/pdf/C350.pdf

The gender division of the workforce

Share of the workforce (%)

Averages wages ($)

Average hours worked per week

Average years of education
NN\

13.5
13.3

Bl women
N Men

Source: American Community Survey 2006-2008
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include jobs in construction and extraction;
installation, maintenance, and repair; produc-
tion; transportation and material moving. Blue-
collar occupations, which make up 26 million
jobs or 23 percent of the workforce, have been
particularly vulnerable to the economic crisis.
Women hold just 18.2 percent of these jobs and
are out-earned by men by $13,852 or 64 per-
cent (see Exhibit 3). There is a slight education
gap in favor of men, and men also work more
hours. When we control for these factors in a
regression analysis, the pay gap is reduced to
$12,200, which is still a significant sum.

Next we turn to service class jobs in fields
like food preparation and food-service-related

occupations, building and grounds cleaning and maintenance,
personal care and service, low-end sales, office and administra-
tive support, community and social services, and protective
services. These occupations comprise 52 million jobs or 46
percent of the workforce. Though the majority of service class
workers (62.6 percent) are women, here again men out earn
women with $38,188 versus $23,406 —a gap of $14,782 dollars
or 63 percent (see Exhibit 4). An earnings gap of $7,500
remains when we control for education and hours.

This brings us to the high-paid, high-skilled
Creative Class jobs.

Gender and the working class occupations

Share of the workforce (%)

Averages wages ($)

Average hours worked per week

Average years of education

AN\

Exhibit 3

18.3

Y 17

20,852

A I NN 34,169

36.6

I Y 41,7

11.6
11.9

A\

Hl women

Source: American Community Survey 2006-2008

Gender and the service class occupations

Share of the workforce (%)

Averages wages ($)

Average hours worked per week

Average years of education

A Y

N\\N\\\\\

Exhibit 4

62.6

37.2

23,406

A Y 38,188

34.4

I Y 3819

12.9
13.2

A\

Hl women

Source: American Community Survey 2006-2008
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THE RISE OF WOMEN IN THE CREATIVE CLASS

Approximately 36 million Americans, or about one third of the
workforce, hold Creative Class jobs. These jobs pay 60 percent
more than the average and have been far less vulnerable to
unemployment, averaging just half the level of the overall
unemployment rate. Creative Class cities and regions have
also enjoyed greater incomes and greater economic stability
over the course of the past few decades. So how have women
in the Creative Class fared? Exhibit 5 provides a baseline.

Women hold more than half (52.3 percent) of Creative Class
jobs. Their average level of education is almost the same as for
men. But Creative Class men out-earn Creative Class women by
a considerable margin. Creative Class men average $82,009 ver-
sus $48,077 for Creative Class women. This is a gap of $33,932,
where men out-earn women by a staggering 70 percent. Even
when we control for hours worked and education in a regression
analysis, Creative Class men continue to out-earn Creative Class
women by a sizeable $23,700 or 49.2 percent.

Now let’s take a closer look at the occupations that make
up the Creative Class. Exhibit 6 breaks down the gender com-
position of the major job categories that make up the Creative
Class—computer and math; architecture and engineering; life,
physical, and social sciences; arts, design, media, entertainment,
and sports; management; law; finance; business; management;
education; and healthcare occupations.

The gender divisions within the Creative Class are easily
discerned. Men dominate several job categories: architecture
and engineering (where they make up 85.4 percent of the labor
force); computer science and math (where their share is 72.3
percent); management (60.7 percent); and the sciences (55.5
percent). Women comprise larger shares of healthcare (75.5
percent); education (73.6 percent); and legal occupations
(54.0 percent).

Which brings us to wages. Women earn
lower wages across the board, with the big-
gest disparities in the fields where they make
up the largest share of the workforce. Take
healthcare for example: there are three times
as many women as men in the workforce, but
they earn on average half as much ($49,877
versus $109,938). Or law, where women make
up 54 percent of the workforce, but also earn
half as much as men ($65,886 versus $137,680).
In management, business, and finance occupa-
tions women earn almost 40 percent less than
men. Women earn approximately 30 percent
less than men in education, training, and
library occupations, where they make up
73.6 percent of the workforce. Women earn
25 percent less than men in architecture and
engineering and the sciences. The smallest gap
is in computer and mathematical occupations,
where men on average earn approximately 20
percent more than women.

It is important to recognize that wages
reflect more than gender; they are a function
of skill and effort as well. Still, it is clear that
the level of education is fairly similar for men
and women across these Creative Class occu-
pational categories. Generally speaking, skill
differences show up between job categories,
but much less so within them. The largest gen-
der differences for education are in the legal
occupations, with a difference of almost two
years, and healthcare, where the difference is
1.2 years. The education level is about par for
computer and math and science occupations.

Gender and the Creative Class

Share of the workforce (%)

7

Average wages ($)

Average hours worked per week

7

15.2

Average years of education
15.4

NN\

7

Hl women
NN Men

Source: American Community Survey 2006-2008
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Gender and the composition of Creative Class jobs

Architecture and
Engineering

Arts, Design, Media,
Entertainment,
and Sports

Business and
Finance

Computer
and Math

Education

Healthcare

Law

Life, Physical, and
Social Sciences

Management
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R Y 85.4
54,139
R R R R Y 72,829
40.1
R RN 43.4

15.
ANNNNN.S 15,3

A R RN NN NNNY 52,6
35,141

A RN NN 50,382
34.4

A RN NN 3.0

14.
NN\ )

55.6
R RN NN 44,4

50,343
R R R RN Y 79,430
40.0

R RN 43.8

NN 15.4

\\\\\\\\\\\\\\\\\\\\\\\\\\\\.\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\V 72.3

61,285
R R RN RN NN 73,045
40.4

RN - 42.4
15.3
NN\ R

73.6
RTINS - 26.5

33,147
A RN 46,786
36.2
RN 3901

15.8
NN 16.7

75.7
MIMTIIINRIRERRRReeeee. 24,5

49,877
NN

\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\-\\V 451

15.0
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Exhibit 6

Women W Men

Share of workforce (%)
Average wages ($)

Average hours per week

Average years of education

109,938

65,886
RN RN Y 137,680

RN 46,6
\\\\\\\\\\\\\\\\\“15{?5
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NN 16.5
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60,814
Y

42.6
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Source: American Community Survey 2006-2008
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The only occupational categories where women have more years
of education than men are arts, design, entertainment, sports,
and media (0.2 years).

But pay is a function of effort as well as skill. Men consistently
work more hours than women. Consider healthcare for example,
where women work 17 percent less hours than men, or 37.4
versus 45.1 hours per week. The smallest difference in hours
worked is in the computer and math occupations, where men
work just five percent more per week than women. It is interest-
ing to note that wages are also most equal within this occupa-
tional group. The gender difference in hours worked is also
relatively small in architecture and engineering (8.3 percent);
the sciences (7.8 percent); and education (8 percent).

However, even when we control for hours worked, years of
education, and skills, a relatively large earnings gap between
men and women persists. Exhibit 7 illustrates this gender gap

across the major Creative Class occupations,
ranging from $20,000—plus on the high end
($23,400 for management, $24,300 for law,
and $26,600 for healthcare occupations),

to around $8,000-$10,000 on the low end
($8,700 for education, $9,400 for arts, design,
media, entertainment, and sports, $9,800 for
life, physical, and social sciences, and $9,900
for architecture and engineering).

Now that we have looked at women
in the overall labor force and within
the Creative Class, we turn our
attention to state-level patterns.

Gender wage gap with a control for hours worked, education, and skills

Education

Arts, Design, Media, Entertainment, and Sports
Life, Physical, and Social Sciences
Architecture and Engineering

Computer and Math

Business and Finance

Management

Law

Healthcare

Source: American Community Survey 2006-2008
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BEST STATES FOR WOMEN

Americans are being increasingly codified, not
only by culture and attitudes, political parties,
and favored candidates, but also by human
capital levels, technological literacy, skill level,
type of work and income, housing values, and
even by measures of subjective well-being
(or happiness).’*> An underlying geography
of work, money, and class has also become
apparent in the distribution of the 3 Ts of eco-
nomic development (Technology, Talent and
Tolerance, all of them key factors in economic
growth and innovation).!® A growing body
of research has also shown the importance
of diversity to economic growth.'# Overall,
we should expect states that are more open
and tolerant, and where talent and technology
are more concentrated, to be better places for
women to succeed economically.

Let’s get started by looking at women’s share of the labor
force across the fifty states and the District of Columbia (see
Exhibit 8). Women make up a majority of the labor force in
six states: the District of Columbia (52.6 percent), Washington
(50.2 percent), Rhode Island (50.2 percent), Mississippi (50.2
percent), Massachusetts (50.1 percent), and South Dakota (50.1
percent). At the bottom of the list is Utah, where women make
up 45 percent of the labor force. Alaska and New Hampshire
also have relatively low shares of women in the labor force
(45.9 and 46.2 percent respectively) (see Appendix A).

Now let’s look at wages (see Exhibit 9). The District of Colum-
bia, is the clear winner here, with average women’s wages of
$53,450, more than $10,000 more than its closest neighbor
Maryland ($42,164). Average women’s income topped $40,000
in just two other states: New Mexico ($41,452) and Connecti-
cut ($40,716). The lowest-ranked state is North Dakota, where
women earn $23,349 —less than half of what they earn in the
highest paying states. Women also earn less than $25,000 per
year in Montana ($23,669), Idaho ($23,955), South Dakota
($23,961), Virginia ($24,489), Utah ($24,830), and Wyoming

Women'’s share of labor force by state

Source: American Community Survey 2006-2008

Exhibit 8

Women's Share of the Labor Force (%)

475 50 525
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($24,911) (see Appendix B). There are many possible expla- women account for less than 30 percent of total

nations for this gap, including differences in occupational earnings. Women make up less than 35 percent
structures, in which more women are employed in low wage of total earnings in Wyoming (32.0 percent)
jobs or a lower share of women work full time. and Idaho (34.0 percent) (see Appendix C).
Exhibit 10 shows the percent of total wages earned by women We now introduce a new measure into
state-by-state. Once more, the District of Columbia, tops the our analysis, which we call “the location pre-
list, where women generate 45.3 percent of total wages. Next in mium”, to get at how much women benefit
line are Washington (41.3 percent), South Dakota (40.3 percent), from being located in a certain state. The
and Maryland (40.0 percent). Utah again takes last place, where location premium is the amount of earnings

Exhibit 9

Average wages for women by state

Women's Average Wage
o [ ] $23,349.29 - $25,000.00
e [ ] $25,000.01 - $30,000.00
1 [ $30,000.01 - $35,000.00
[ $35,000.01 - $40,000.00
I $40,000.01 - $45,000.00
I $45.000.01 - $50,000.00
I $50.000.01 - $55,000.00

Source: American Community Survey 2006-2008
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that can be attributed to working in a specific premiums, but it only tops $5,000 in four of them: New Mexico

state after controlling for the three factors of ($7,913), Connecticut ($7,121), Maryland ($6,728), and Califor-
education, hours worked, and skill (see the nia ($6,119). The other states with positive location premiums
methodology appendix for details on how this are Massachusetts ($4,522), Nevada ($4,121), Vermont ($2,149),
is calculated). Exhibit 11 shows this location New Hampshire ($1,998), Delaware ($1,834), Rhode Island
premium across the United States. ($1,710), West Virginia ($656), and Illinois ($543).

The location premium in the District There are 38 states with negative location premiums. The
of Columbia, is $13,465, by far the highest. worst of the lot are Montana (-$7,871), North Dakota (-$7,334),
A dozen states also have positive location and South Dakota (-$7,248). Nine more states have negative

Women'’s share of total wages by state Exhibit 10

Women's Share of Total Wages (%)
[ [ .

30 35 40 45

Source: American Community Survey 2006-2008
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location premiums of $5,000 or more: Virginia (-$6,948), Mis- tion premium. Exhibit 12 charts the Women’s

sissippi (-$6,473), Wyoming (-$6,213), Nebraska (-$5,901), Earnings Index scores across the 50 states and

Arkansas (-$5,855), Oklahoma (-$5,644), Maine (-$5,405), the District of Columbia.

Louisiana (-$5,259), and Idaho (-$5,234) (see Appendix D). Once again, the clear winner is the District
This brings us to the obvious question: Given our data, which of Columbia It is followed by Maryland (with

are the best states for working women overall? To get at this, we an index score of 0.931), Nevada (0.873), Mas-
developed a Women’s Earnings Index based on four key vari- sachusetts (0.863), Rhode Island (0.843), and
ables: women’s share of the labor force; average wage levels Delaware (0.838).

for women; women’s share of total state wages; and the loca- In the bottom position we find Wyoming

Women'’s location premium Exhibit 11

Women's Location Premium
[ ](87,870.70) - ($5,000.00)
[ ($4,999.99) - $0.00

[ $0.01 - $5,000.00
I $5.000.01 - $10,000.00
I $10.000.01 - $15,000.00

Source: American Community Survey 2006-2008
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(which scores 0.103 on the Women’s Earnings
Index). Seven additional states have index
scores below 0.300: Idaho (0.123), Virginia
(0.142), Utah (0.157), Montana (0.240), North
Dakota (0.270), Kansas (0.275), and Oklahoma
(0.279) (see Appendix E).

So far, we have examined the economic situa-
tion for all working women. In the next section,
we focus specifically on Creative Class women—
the women with the knowledge jobs that tend
to drive the contemporary creative economy.

Women’s earning index

Source: American Community Survey 2006-2008

Exhibit 12

Women's Index

02 04 06 038
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BEST STATES FOR CREATIVE CLASS WOMEN

As we have seen, women tend to be better-represented in the

Creative Class labor market than in the labor market in general.

But how does this vary from state-to-state?

To start, we look at women’s share of the

Creative Class across the 50 states and the

District of Columbia (see Exhibit 13).

Women'’s share of the Creative Class by state

Women's Share of Labor Force (%)

Source: American Community Survey 2006-2008

12 | The Rise of Women in the Creative Class

Creative Class

475 50 525 55 575

Exhibit 13




The top of the list may seem surprising. Class. It is followed by Maine (58.7 percent), Arkansas (58.2
The state of Mississippi takes first place, where percent), Virginia (57.7 percent), and Louisiana (57.4 percent).
women comprise 58.9 percent of the Creative At the bottom of the list are Utah (45.7 percent), Colorado (50.3

Average wages for Creative Class women by state Exhibit 14

Creative Class
Women's Average Wage

[ $34,168.69 - $40,000.00
[ ] $40,000.01 - $50,000.00
[ $50,000.01 - $60,000.00
I $60.000.01 - $70,000.00
I 570.000.01 - $80,000.00

Source: American Community Survey 2006-2008
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percent), West Virginia (50.5 percent), California (50.7 percent), ($50,929), and New Hampshire ($50,679). At

and Vermont (51.4 percent) (see Appendix F). This is clearly a the bottom of the list are Montana ($34,169)
very different result than for overall women’s labor force par- and North Dakota ($34,448). South Dakota
ticipation (see Exhibit 8), and it is likely due to the different ($35,018), Idaho ($35,286), Utah ($35,872),
occupational structures of these states. and Wyoming ($35,874) are also states where
Now we consider wages: Where do Creative Class women earn Creative Class women earn roughly half of
the most? Exhibit 14 shows the average Creative Class wage what they do in the District of Columbia (see
level for women in the 50 states and the District of Columbia. Appendix G). The ratio between the bottom
The pattern here is more recognizable. The District of Co- and top performer is approximately the same
lumbia, again tops the list for wages of Creative Class women for all women and for Creative Class women,
($70,395), followed by New Mexico ($59,476), Maryland with states at the top earning approximately
($58,848), California ($56,871), and Connecticut ($56,803). twice as much as states at the bottom.
In total, ten states have average annual wages for Creative We now turn to women’s share of total
Class women above $50,000, including Nevada ($54,630), Creative Class wages (see Exhibit 15). The
Massachusetts ($53,645), Vermont ($52,757), Delaware list here is similar to the earlier ranking for
Creative Class women'’s share of total Creative Class wages by state

Creative Class
Women's Share of Total Wages (%)

30 35 40 45

Source: American Community Survey 2006-2008
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all women’s share of total wages (see Exhibit
10). South Dakota tops the list, where women’s
wages comprise 46.6 percent of total wages,
followed by Maine (46.3 percent). Washing-
ton and Virginia both have shares above 45
percent, followed by the District of Columbia
(44.7 percent) and North Dakota (44.1 per-
cent). At the bottom of the list is Utah, the
only state where women receive less than 30
percent of total wages. Connecticut is next
with 36.3 percent, followed by Idaho (36.7 per-
cent), Colorado (37.3 percent), and Texas (37.7
percent) (see Appendix H).

Women in creative occupations earn a
larger share of the total state Creative Class

wages than women overall. The women’s share of total Creative
Class wages exceeds 40 percent in 31 of the 50 states plus the
District of Columbia. Compare this to just four states where the
women’s share of total wages in all occupational groups exceed
40 percent.

So where do Creative Class women have the highest location
premium (see Exhibit 16)? Here again, the District of Columbia
tops the list with a Creative Class location premium of more
than $20,000 per year. It is followed by New Mexico ($16,115),
California ($13,910), Maryland ($13,845), and Connecticut
($13,400) (see Appendix I). Overall, 27 of the 50 states includ-
ing the District of Columbia have positive Creative Class loca-
tion premiums. This is about double the level we found for the
overall labor market, where just 13 states had positive location
premiums (see Exhibit 11). The state with the worst location

Creative Class women’s location premium by state

Source: American Community Survey 2006-2008

Exhibit 16

Creative Class
Women's Location Premium

[ ] (§7.762.50) - ($5,000.00)
[ (54,999.99) - $0.00
[ $0.01 - $5,000.00
[ $5,000.01 - $10,000.00
I $10,000.01 - $15,000.00
I $15.000.01 - $20,000.00
I 520.000.01 - $25,000.00
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premium is Montana (-$7,762), followed by North and
South Dakota (-$6,993 and -$6,759 respectively), and
Washington (-$5,035).

What are the best states for Creative Class women in
general? To get at this, we calculate an overall index for
Creative Class women based on four factors:

women as a share of the Creative Class workforce;
the average wage level for women,;
women’s share of total wages; and
the location premium for women.

PN

Exhibit 17 shows the index across the 50 states and the
District of Columbia.Once again, the District of Columbia, tops
the list with an index score of 0.819. It is both the best place for
women in general and for Creative Class women specifically.

Nevada comes in second with an index score
of 0.775—close to its third place finish on the
overall index. Maryland is third (0.686),
Rhode Island fourth (0.672), and Alaska sud-
denly leaps to fifth place (0.657). Interestingly
four states which scored highly on the overall
Women’s Earning Index—Massachusetts,
New Mexico, Washington, and Connecticut—
dropped significantly on the Creative Class
Women’s Earning Index. Utah comes up last
for Creative Class women (with an index score
of 0.123), followed by Idaho (0.147), Montana
(0.270) and Kansas (0.319) (see Appendix J).

Creative Class women’s earning index by state

Exhibit 17

Creative Class Women's Index

Source: American Community Survey 2006-2008
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CONCLUSION

This study poses a simple, straightforward
question: Is the playing field of today’s knowl-
edge-driven, creative economy tilting toward
women? To determine this, we conducted an
empirical examination of women’s wages and
working hours overall, for the Creative Class
versus other main classes of employment, and
for specific Creative Class occupations. We did
this for the country as a whole, and for the fifty
states and District of Columbia.

Our findings suggest that the answers are
mixed. Women certainly play a larger role
in the labor force today than they did in the
1950s. This is true of jobs overall and of Cre-
ative Class jobs in particular, where women
make up more than half of the total workforce.
Indeed, women make up the majority of the
workforce in six out of the nine major occupa-
tional categories that comprise the Creative
Class. Women make up the majority of workers
in legal jobs as well as those in business and
finance occupations, and hold three out of
four jobs in healthcare and education. Creative
Class women earn higher wages and are better
educated in comparison to women in other
less skilled occupations. They also work more
hours and are catching up to men in terms of
the share of total wages they command.

But a substantial gender gap in earnings
remains. Women make 50 percent less than
men overall, and Creative Class women earn
a staggering 70 percent less than their male
counterparts. When we control for hours
worked, education and skills the gap becomes
somewhat narrower but women still make
$10,600 less than men overall and $23,700
less than men in Creative Class jobs. Ironi-
cally, the pay gap is widest in occupations
where women make up the largest share of
the workforce (e.g. education, training, and
library or healthcare practitioner and technical
jobs), and substantial pay gaps remain across
virtually every Creative Class field.

These are the broad national patterns, but
our research has also identified considerable
variation at the state level. Women comprise

more than the half the total workforce in the District of Colum-
bia and four states—Washington, Rhode Island, Massachusetts,
and South Dakota. In terms of earnings, the District of Colum-
bia is the best place for women. The best states for women
are Maryland, New Mexico and Connecticut. The District of
Columbia, New Mexico, Connecticut, Maryland and California
offer the highest location premiums for women—in excess of
$6,000. Topping the list of the best places for women in the
workforce based upon our Women’s Earnings Index are the
District of Columbia, Maryland, Nevada, Massachusetts, and
Rhode Island.

So where are the best places for Creative Class women?
Women make up more than half of the Creative Class work-
force in every state but one, Utah. The highest levels of pay
and the highest location premiums for Creative Class women
are found in the District of Columbia, New Mexico, Maryland,
California, and Connecticut. In the District of Columbia, the
premium is more than $20,000 and it averages more than
$13,000 in the top states. At the opposite end of the spectrum
women sacrifice more than $5,000 in Montana, North Dakota,
South Dakota and Washington. The location premium is also
low in Virginia, Wyoming, Nebraska, Mississippi, and Okla-
homa. Based on our Creative Class Women’s Earnings Index,
the best places for Creative Class women are the District of
Columbia, Nevada, Maryland, Rhode Island, and Alaska.

So what does it all mean? For Creative Class women and for
women in the workforce overall, the implications are mixed.
Women have become a significant force in the U.S. economy,
making up 47 percent of the overall workforce. While men con-
tinue to dominate blue collar work and women hold a majority
of jobs in the service class, women have become a powerful
force in the Creative Class. Women hold just over half of all
Creative Class jobs and comprise more than half of the Creative
Class workforce in every state but one. But even when we control
for education, skills, and hours worked, men out-earn women
by $10,600 overall and by $23,700 in Creative Class jobs.

So to bring us back to the key question: Is the knowledge
economy tilting the playing field toward women? Our answer
is a strongly qualified yes. Yes, in that women make up a large
and growing share of Creative Class jobs. Yes, in that women
are concentrated in occupations like education and healthcare,
which are less exposed to adverse economic cycles. And yes,
when you consider that women make up the majority of stu-
dents enrolled in undergraduate, graduate, and professional
degree programs.

But alongside these positive trends, we are forcibly struck
with the significant earnings gaps that remain across the board.
Men earn significantly more than women no matter how you
slice it—across the economy as a whole, by major class, or by
specific Creative Class occupation. And these earnings gaps
remain even when we control for education, skill, and effort.
While the economic playing field may be tilting toward women,
it has a long way to go before we can call it equal.

www.martinprosperity.org | 17



METHODOLOGY APPENDIX

VARIABLES, DATA, AND METHODS USED IN THIS STUDY

This study is based on data from the American Community Survey (ACS). *> The ACS is an annual
survey conducted by the U.S. Census Bureau to collect economic, social, demographic, and housing
information. The data covers the years 2006—2008, which provides a bigger sample than data from
a single year. The ACS survey provides detailed data on specific occupations or jobs, wages, and skill
levels based on education, overall and for the fifty states and the District of Columbia.

We examine women’s role in the labor force overall and within the Creative Class. The Creative
Class makes up roughly a third of the U.S. workforce and includes: workers in computers and math;
architecture and engineering; life, physical, and social sciences; education, training, and library; arts,
design, media, entertainment, and sports; management; legal; finance and business; and health care
practitioner and technical occupations.

We examine wages, working hours, and education or skill level for women in the overall labor force
and in the Creative Class specifically. We use the following variables in our analysis:

Women'’s Share of the Labor Force:
This is the percentage of women as a share of the overall labor force.

Education/Skill:
Our skill variable is based on years of education. It tis derived from the ACS variable “SCHL”
(education attainment), which is then converted to years of education.

Wages:
Our wages measure reflects wages or salary income for the past 12 months. It is derived from the ACS
variables “WAGP” as adjusted by the ACS to reflect inflation-adjusted 2008 dollars.

Hours Worked:
This variable measures hours worked per week in the past twelve months. It is extracted from the ACS
variable “WKHP”.

Location Premium:
We calculate the Location Premium as the average saved residual (e) for each state from the regression
based on the model:

logEarnings = a +  SchoolYears + 3, Experience + 5 Experience* + [, Hours/Week + &
which is a traditional Mincer (1974)' wage regression.

Women’s Earning Index:
The Women’s Earning Index is constructed with four variables:

1. women’s share of the labor force;
2. average wage level for women;

3. women’s share of total wages; and
4. thelocation premium for women.

Creative Class Women’s Earning Index:
This index is also composed of four variables:

Creative Class women’s share of the Creative Class labor force;
average wage level for Creative Class women;

Creative Class women'’s share of total Creative Class wages; and
the location premium for Creative Class women.

PO

i Jacob Mincer, Schooling, Experience, and Earnings (Columbia University Press, 1974).
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DATA APPENDICES

Women’s share of the workforce by state Appendix A

1-—— District of Columbia 52.63%
2 Washington 50.24%
3 Rhode Island 50.24%
4 Mississippi 50.15%
5 Massachusetts 50.14%
6 ——— South Dakota 50.10%
7 Maine 49.95%
8 Maryland 49.91%
99— Nevada 49.63%
10— Missouri 49.60%
11— Delaware 49.52%
12— Arkansas 49.49%
13— Nebraska 49.47%
14— New Jersey 49.40%
15— Connecticut 49.36%
16— South Carolina 49.35%
17— Louisiana 49.34%
18— North Dakota 49.27%
19 Ohio 49.26%
20— lowa 49.24%
21— Tennessee 4914%
22— Minnesota 49.06%
23— Alabama 49.00%
24— Kentucky 48.99%
25— Wisconsin 48.95%
26— North Carolina 48.88%
27— Montana 48.88%
28— Georgia 48.88%
29— New Mexico 48.85%
30— lllinois 48.73%
31— Oklahoma 48.71%
32— Pennsylvania 48.63%
33— Michigan 48.59%
34 Florida 48.53%
35— Indiana 48.47%
36— New York 48.37%
37— Hawaii 48.35%
38— Kansas 48.30%
39— Vermont 48.27%
40— Oregon 47.97%
41— Virginia 47.81%
42— Texas 47.42%
43— Colorado 47.39%
44— West Virginia 47.32%
45 Idaho 47.23%
46— Wyoming 47.23%
47— Arizona 4714%
48— California 47.06%
49 New Hampshire 46.21%
50 Alaska 45.93%
51— Utah 45.02%
Rank Percentage share

Source: American Community Survey 2006-2008
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Average wage for women per state Appendix B

1 — District of Columbia $53,450
2 Maryland $42,164
3 New Mexico $41,452
4 Connecticut $40,716
5 California $38,384
6 Massacusetts $38,126
7 Nevada $37,655
8 Vermont $36,605
9 New Hampshire $34,287
10— Delaware $34,163
11— Colorado $33,537
12— Hawaii $33,334
13— West Virginia $32,947
14— Rhode Island $32,836
15— lllinois $32,790
16— Arizona $32,558
17— Georgia $32,351
18— New Jersey $32,310
19— Florida $32,134
20— Texas $31,058
21— Minnesota $30,616
22— Alaska $30,018
23— North Carolina $29,755
24— Pennsylvania $29,618
25— Oregon $29,554
26— Michigan $29,077
27— Ohio $28,731
28— New York $28,605
29 Tenn $28,263
30— Washington $28,132
31— Wisconsin $28,110
32 South Carolina $27,900
33— Kentucky $27,691
34— Missouri $27,524
35— Indiana $27,167
36— Kansas $27,093
37— Alabama $27,034
38— Louisiana $26,492
39— Maine $26,301
40— Nebraska $25,826
41— Oklahoma $25,810
42— lowa $25,646
43 Mississippi $25,275
44— Arkansas $25,091
45— Wyoming $24,911
46— Utah $24,830
47— Virginia $24,489
48— South Dakota $23,961
49— ldaho $23,955
50— Montana $23,669
51— North Dakota $23,349
Rank Average wage

Source: American Community Survey 2006-2008
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Women’s share of total wages by state Appendix C

1-—— District of Columbia 45.29%
2 Washington 41.27%
3 South Dakota 40.34%
4 Maryland 40.03%
5 Maine 39.71%
6 Delaware 39.44%
7 Nevada 39.11%
8 Rhode Island 39.10%
9 Hawaii 39.01%
10— New York 38.34%
11— Nebraska 38.18%
12— lowa 38.18%
13— Minnesota 38.04%
14— North Carolina 38.02%
15 Massachusetts 37.98%
16— Missouri 37.97%
17— Arkansas 37.90%
18 Mississippi 37.79%
19— Georgia 37.77%
20— Kentucky 37.76%
21 South Carolina 37.64%
22— Wisconsin 37.61%
23 Florida 37.56%
24— Ohio 37.35%
25— Tennessee 37.28%
26— Pennsylvania 37.26%
27— California 37.26%
28— Oregon 37.16%
29 New Hampshire 37.08%
30— Vermont 37.05%
31— Montana 36.84%
32— Arizona 36.76%
33— NewJersey 36.73%
34— North Dakota 36.71%
35— Michigan 36.56%
36— Oklahoma 36.51%
37— New Mexico 36.50%
38 Indiana 36.46%
39— lllinois 36.42%
40— Alabama 36.31%
41— Kansas 36.11%
42— Colorado 36.10%
43— Virginia 36.06%
44— Connecticut 35.79%
45— Louisiana 35.77%
46— West Virginia 35.70%
47— Alaska 35.38%
48— Texas 35.37%
49 Idaho 33.96%
50— Wyoming 32.02%
59— Utah 29.95%
Rank Percentage of wages

Source: American Community Survey 2006-2008

www.martinprosperity.org | 21



Location premium for women by state Appendix D

1—— District of Columbia $13,465
2 ————— New Mexico $7,913
3 Connecticut $7,121
4 Maryland $6,728
5 California $6,119
6 Massachusetts $4,522
7 Nevada $4,121
8 Vermont $2,149
9 New Hampshire $1,998
10— Delaware $1,834
11— Rhode Island $1,710
12— West Virginia $656
13— lllinois $543
14— New Jersey -$94
15— Arizona -$152
16— Colorado -$356
17— Minnesota -$684
18— Hawaii -$909
19— Georgia -$1,169
20— Texas -$1,304
21— Florida -$1,335
22— Pennsylvania -$1,487
23— Michigan -$1,839
24— Alaska -$1,871
25— Oregon -$2,058
26— Ohio -$2,193
27— Wisconsin -%$2,591
28— Utah -$2,822
29— North Carolina -$3,072
30— Indiana -$3,281
31 Tenn -%$3,550
32— Kentucky -$3,773
33— New York -$3,798
34— Missouri -$3,849
35 South Carolina -$4,173
36— lowa —-$4,860
37— Kansas -$4,882
38— Washington -%$4,908
39— Alabama —-$4,951
40— ldaho -$5,234
41— Louisiana -$5,259
42— Maine —-$5,405
43— Oklahoma -%$5,644
44— Arkansas -%$5,855
45— Nebraska -$5,901
46— Wyoming -$6,213
47 Mississippi -$6,473
48— Virginia —-$6,948
49— South Dakota -$7,248
50— North Dakota -$7,334
51— Montana -$7,871
Rank Women’s wage location premium

Source: American Community Survey 2006-2008
Note: This figure is based on residual analysis which identified how much more or less women earn in a state on average relative to all other states, controlling for education,
skill, and hours work.
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Women’s earning index by state

1-—— District of Columbia
2 Maryland
3 Nevada
4 Massachusetts
5 Rhode Island
6 Delaware
7 Connecticut
8 —————— New Mexico
9 —————— Washington
10— Minnesota
11— Hawaii
12— New Jersey
13— Georgia
14— California
14— Vermont
16— North Carolina
17— Maine
18— Missouri
19 New Hampshire
19— Ohio
21— lllinois
21— Florida
23— Pennsylvania
23— South Carolina
25— Wisconsin
26— Tennessee
26— South Dakota
28— New York
29— Kentucky
29— Nebraska
31— Arizona
31— lowa
33— Colorado
33 Mississippi
35— West Virginia
36— Michigan
36— Arkansas
38— Oregon
39— Texas
40— Indiana
41— Alabama
42— Louisiana
43— Alaska
44— Oklahoma
45— Kansas
46— North Dakota
47— Montana
48— Utah
49— Virginia
50— Idaho
51— Wyoming
Rank

Source: American Community Survey 2006-2008

Appendix E

1.000
0.931
0.873
0.863
0.843
0.838
0.696
0.672
0.667
0.662
0.647
0.632
0.613
0.603
0.603
0.569
0.564
0.559
0.549
0.549
0.544
0.544
0.510
0.510
0.505
0.500
0.500
0.495
0.485
0.485
0.480
0.480
0.471
0.471
0.456
0.446
0.446
0.441
0.382
0.343
0.338
0.328
0.319
0.279
0.275
0.270
0.240

0.157
0.142
0.123

Earning index

Note: This index is based on four equally weighted variables: women'’s share of total employment; average wage levels for women; women’s share of state wages; and
the location premium for women, that is how much extra or less women earn on average per year, by being in this specific state after we control for education, skill, and

hours worked.
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Appendix F

Women'’s share of Creative Class employment by state

1 Mississippi 58.90%
2 Maine 58.70%
3 Arkansas 58.22%
4 Virginia 57.68%
5 Louisiana 57.40%
6 Washington 57.33%
7 lowa 56.99%
8 South Dakota 56.85%
9 Kentucky 56.68%
10— North Dakota 56.63%
11— Oklahoma 56.40%
12— Nebraska 56.19%
13— Missouri 56.11%
14— Alaska 56.05%
15— Wisconsin 55.97%
16 South Carolina 55.76%
17— Alabama 55.67%
18— North Carolina 55.64%
19— Wyoming 55.59%
20— Minnesota 55.26%
21— Nevada 55.03%
22— Indiana 55.02%
23 Tenn 54.73%
24— Hawaii 54.68%
25— Kansas 54.68%
26— Rhode Island 54.64%
27— Pennsylvania 54.32%
28— Ohio 54.19%
29— Georgia 54.16%
30— Montana 54.09%
31— New Jersey 53.71%
32— lllinois 53.64%
33 Massachusetts 53.63%
34— District of Columbia 53.57%
35— New York 53.45%
36— Michigan 53.16%
37— Delaware 53.07%
38— Maryland 53.06%
39— Connecticut 52.73%
40— Florida 52.63%
41— Texas 52.46%
42— Idaho 52.18%
43— New Mexico 52.01%
44— QOregon 51.91%
45— Arizona 51.63%
46 New Hampshire 51.47%
47— Vermont 51.38%
48— California 50.67%
49— West Virginia 50.50%
50— Colorado 50.32%
51— Utah 45.69%
Rank Percentage share

Source: American Community Survey 2006-2008
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Average wages for Creative Class women by state Appendix G

1 — District of Columbia $70,395
2 New Mexico $59,476
3 Maryland $58,848
4 California $56,871
5 Connecticut $56,803
6 Nevada $54,630
7 Massachusetts $53,645
88— Vermont $52,757
9 ———————— Delaware $50,929
10 New Hampshire $50,679
11— lllinois $48,573
12— Rhode Island $48,078
13— Colorado $47,187
14— West Virginia $47,104
15— Georgia $46,597
16— Arizona $46,303
17— Hawaii $46,047
18— Florida $45,997
19— Texas $45,546
20— New Jersey $45,443
21— Pennsylvania $44,910
22— Minnesota $44,480
23— Michigan $44,440
24— Ohio $43,212
25— North Carolina $43,064
26— Oregon $42,878
27— Alaska $42,089
28— Tennessee $41,641
29— New York $41,417
30— Wisconsin $41,318
31— Kentucky $40,823
32— Missouri $40,526
33 South Carolina $40,492
34— Indiana $40,111
35— Alabama $39,504
36— Louisiana $39,046
37— Washington $38,628
38— Kansas $38,104
39— Maine $38,051
40 Mississippi $37,708
41— Nebraska $37,696
42— Oklahoma $37,527
43— Arkansas $37,471
44— Virginia $37,018
45— lowa $36,668
46— Wyoming $35,874
47— Utah $35,872
48— ldaho $35,286
49— South Dakota $35,018
50— North Dakota $34,448
51— Montana $34,169

Rank Average wage

Source: American Community Survey 2006-2008
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Appendix H

Women'’s share of Creative Class wages

1 South Dakota 46.55%
2 Maine 46.28%
3 Washington 45.50%
4 Virginia 45.08%
5 — District of Columbia 44.65%
6 North Dakota 4410%
7 Nebraska 43.70%
8 lowa 43.57%
9 Alaska 43.55%
10 Arkansas 43.54%
1 Mississippi 43.40%
12 Hawaii 42.94%
13 Kentucky 42.70%
14 Wisconsin 42.32%
15 Missouri 42.19%
16 Louisiana 42.10%
17 Nevada 42.10%
18 Minnesota 42.05%
19 Oklahoma 42.00%
20 Delaware 41.93%
21 Montana 41.85%
22 Rhode Island 41.78%
23 Maryland 41.55%
24— North Carolina 41.46%
25— Indiana 41.32%
26— New York 41.14%
27 South Carolina 40.91%
28— Pennsylvania 40.86%
29— Wyoming 40.71%
30— Ohio 40.44%
31— Georgia 40.37%
32— Alabama 39.96%
33 New Hampshire 39.87%
34 Massachusetts 39.86%
35— Tennessee 39.81%
36— Michigan 39.59%
37— Oregon 39.51%
38— Kansas 39.48%
39— lllinois 39.28%
40— New Jersey 39.11%
41— California 38.74%
42— Arizona 38.65%
43— Florida 38.59%
44— New Mexico 38.35%
45— Vermont 38.17%
46— West Virginia 37.70%
47— Texas 37.69%
48— Colorado 37.30%
49— lIdaho 36.71%
50— Connecticut 36.26%
5 Utah 29.83%
Rank Percentage share

Source: American Community Survey 2006-2008
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Creative Class women’s location premium by state

1-—— District of Columbia
2 New Mexico
3 California
4 Maryland
5 Connecticut
6 Nevada
7 Massachusetts
8 Vermont
9 New Hampshire
10— Delaware
11— Rhode Island
12— lllinois
13— West Virginia
14— Arizona
15— Colorado
16— Georgia
17— Minnesota
18— New Jersey
19— Florida
20— Pennsylvania
21— Michigan
22— Texas
23— Hawaii
24— Alaska
25— Ohio
26— Oregon
27— North Carolina
28— Wisconsin
29 Tenn

30— Indiana
31— Kentucky
32— Missouri
33 South Carolina
34— Utah
35— New York
36— Alabama
37— Louisiana
38— Arkansas
39— Idaho
40— lowa
41— Maine
42— Kansas
43— Oklahoma
44 Mi ippi
45— Nebraska
46— Wyoming
47— \Virginia
48— Washington
49— South Dakota
50— North Dakota
51— Montana

Rank

Source: American Community Survey 2006-2008

-$124
-$359
-$873
-$907
-$1,544
-$1,547
-$1,554
—$1,615
-$2,648
-$3,028
-$3,302
-$3,647
-$3,892
—$4,004
-$4,062
-$4,138
—-$4,256
-$4,365
-$4,721
-$4,901
-$5,035
-$6,759
-$6,993
-$7,762

Appendix |

$21,719
$16,115
$13,910
$13,845
$13,400
$10,803
$9,840
$8,346
$8,178
$7,892
$5,915
$5,625
$5,068
$3,659
$3,396
$3,206
$3,150
$2,969
$2,953
$2,864
$2,637
$2,377
$2,256
$1,572
$1,553
$1,262
$300

Creative Class location premium

Note: This figure is based on residual analysis which identified how much more or less women in Creative Class jobs earn in a state on average relative to all other states,

controlling for education, skill, and hours worked.
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Creative Class women’s earning index

Appendix J

1-—— District of Columbia 0.819
2 Nevada 0.775
3 Maryland 0.686
4 Rhode Island 0.672
5 Alaska 0.657
6 Delaware 0.647
6 Hawaii 0.647
8 Minnesota 0.642
9 Massachusetts 0.623
10— Kentucky 0.608
10— Maine 0.608
12— Wisconsin 0.593
13— New Mexico 0.574
13— Georgia 0.574
15— Missouri 0.569
16— lllinois 0.559
16— North Carolina 0.559
16— Louisiana 0.559
16— Arkansas 0.559
16— Washington 0.559
21— California 0.549
21— Pennsylvania 0.549
21 Mississippi 0.549
24 New Hampshire 0.539
25— Connecticut 0.534
25— Virginia 0.534
27— lowa 0.529
28— Nebraska 0.505
29— Ohio 0.495
29— South Dakota 0.495
31— Vermont 0.490
32— NewJersey 0.485
32 South Carolina 0.485
34— Indiana 0.475
35— Tennessee
35— Oklahoma 0.456
37— Michigan 0.451
37— North Dakota 0.451
39— Arizona 0.446
40— Florida 0.431
40— Alabama 0.431
42— West Virginia 0.422
43— New York 0.407
44— Colorado 0.402
45— Texas 0.387
46— QOregon 0.368
47— Wyoming 0.333
48— Kansas 0.319
49— Montana 0.270
50— Idaho 0.147
51— Utah 0.123

Rank Earning index

Source: American Community Survey 2006-2008

Note: This index is based on four equally weighted variables: women'’s share of Creative Class employment; average wage levels for Creative Class women; women'’s share of
Creative Class wages; and the location premium residual for Creative Class women, that is how much extra or less Creative Class women earn on average per year, by being
in this specific state after we control for education, skill, and hours worked.
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