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Abstract: The paper aims to briefly present the relation between creativity and innovation and the
ways in which a modern management can favourably influence the employees’ attitude in various contexts
so that they are creative and, at the same time, finishers. We can mark out the fact that the management of
a company can design intensive learning methods and facilitate the exchange of ideas in order to increase
the speed of innovation in business. Intensive learning methods, collecting significant information from
case studies generate value and powerful business solutions. Facing avant-garde competitors and the real
improvement of internal processes represent the stakes of high-performance companies. Opportunities also
mean taking risks that make the difference between conventional solutions and unconventional solutions.
In such circumstances, the differences are also achieved by the quality of the evaluation and the selection of
team members.
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Introduction

Management should be concerned with
encouraging employees to generate new
ideas on the one hand and creating the condi-
tions to be put into practice on the other hand.
In the current context, creativity and innova-
tion are becoming the ingredients needed to
increase the organizational performance on
the one hand and motivate employees on the
other. This is the reason why of high-perfor-
mance companies are looking for solutions to
promote creative employees and, at the same
time, to identify executives who can turn to
profit the ideas of the creative and innova-
tive employees. In the world of globaliza-
tion, the distance between the moment of the
emergence of an idea and its materialization
is very small. Modern technologies facilitate
the transmission of ideas and this is the rea-
son why in today’s world, the traditional
company is replaced by the virtual company.

This is why organizations need creative
and innovative staff. There are enough situ-
ations where decision-makers, through poor
management, hinder the creation of an or-
ganizational culture that has as ingredients
creativity and innovation. Unfortunately,
in such situations, leaders are incapable of
stimulating a creative climate. Successful
management needs to focus on: designing
high-performance teams, creating a climate
to facilitate collaboration, encouraging em-
ployee creativity, creating the conditions
for benefitting from creative ideas. In many
situations, managers are more concerned
about maintaining order and controlling
costs without taking into account that cre-
ative people are nonconformist and, most
of the times, neglect financial issues. Even if
they seem apparently incompatible, manag-
ers and creative people are complementary,

and the success of the organization depends
on the collaboration between them.

Freedom and flexibility at work pro-
vides innovating employees the opportu-
nity to have more vision and therefore they
have to work with conventional colleagues
who have the ability to focus on details and
processes.

Benchmarking and synergy become
powerful arguments of organizations that
encourage creative people and facilitate their
collaboration with human profiles centred on
details and processes.

For that matter, there are models within
the field of human resources that mention the
importance of complementarities in design-
ing teams. The relationship between role and
competencies becomes decisive (Belbin).

Creativity and innovation - organiza-
tional realities

Organizational life is decisively influ-
enced by the creativity of each employee
and by the organization’s teams as well. The
ability of a company to find new solutions
to emerging issues (conflict situations, stress
situations, poor use of time) may lead to the
creation of new technologies, new methods
of organization and leadership. Enhancing
creativity allows the anticipation of change
and the process of finding new operational
methods. The dynamic environment and the
tolerance in which the routine is eliminated,
the stimulation of the creative behaviour, as
well as the creation of control and modelling
methods for creative ideas, are of utmost sig-
nificance in encouraging creativity.

Creativity and innovation

Creativity involves generating new
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ideas and innovation means using ideas to
create new products / services.

Thus, Creativity creates mutations with-
in us and innovation creates mutations with-
in our existence. Naturally, the shift from
creativity to innovation is made through ac-
tion. Educating people in a creative and inno-
vative spirit requires an adequate selection,
but also a permanent training. Implementing
ideas for the benefit of organizations and the
community requires another management
model (more creative and innovative).

“Creating Ideas” implies a coherent
way of thinking and action that takes into ac-
count the unfolding of some stages in which
ideas emerge and actions are defined; such
ideas and actions will be promoted through a
process that takes into account the following
stages: defining the problem, the collection
and assessment of information, incubation,
illumination, verification and application.

In fact, the creative process requires:
generating new ideas, solving the problem
(developing ideas), and implementing it.

The restrictions imposed by the mar-
ket determine companies to find solu-
tions in terms of resources, processes and

relationships with markets. From this per-
spective, we can speak of a creative and in-
novative management.

Benchmarking and synergy become
methods by which companies can adapt
themselves using either the experiences of
others or by building their own experiences.

The process of generating ideas can be-
come innovation when such ideas come from
all levels of the organization through the in-
volvement of as many employees as possible.
These radical changes can cause real colli-
sions inside the company and within the re-
lationships of the company with the external
environment.

Within the process of innovation, a
close collaboration between technical spe-
cialists, financial specialists and administra-
tive staff is needed in order to keep the costs
of innovation within acceptable limits (Toma,
Gradinaru & Papuc, 2013).

Figure 1 presents a model for improv-
ing the managerial processes and the quality
of products and services through creativity,
innovation and invention.
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Figure 1 - Model for improving the managerial processes and the quality of products and services through creativity,
innovation and invention
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Performing companies use creativity,
innovation and invention as catalysts not
only at product, services and events level, but
also at decision level. Thus, we can speak of a
“network” of creativity, invention and inno-
vation at the level of the entire organizational
system. The methodological-managerial sys-
tem by means of the methods, techniques and
procedures used in carrying out the manage-
rial processes and relationships within some
organizations also becomes a “creative labo-
ratory”. Thus not only the employees are cre-
ative, but also the organization is creative.

Furthermore, avant-garde companies
(GOOGLE, FACEBOOK, APPLE, etc.) have

revolutionized management just because of
creative managers. Thus, the idea that man-
agement is just a form of efficient business
management is no longer valid. It also be-
comes a means by which creative contexts
are built. The organizational environment
thus becomes a laboratory in which the so-
lutions imposed by the market are validated.
The presented model suggests that the sig-
nals we receive from the market has the abil-
ity to influence the components of creativity,
invention and innovation both at the level of
the decision makers, as well as at the level of
those working in the research and creative
departments. We can talk about “pyramidal”
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creativity, invention and innovation because
the creative management of the company
influences the specialized departments that
in turn produce creative products. In this
“economic equation” we have introduced as
absolutely necessary “ingredients” both syn-
ergy and benchmarking as elements that sig-
nificantly improve the end result.

By creating a favourable climate, the
quality of the communication process de-
cisively influences the organizational per-
formance in the context of some complex
changes.

There are researchers who argue that
competitive leadership is essential to cre-
ate a climate favourable to creativity and
innovation at the level of working groups
(Amabile et al., 2004) and at the level of re-
search and development groups, as well as
at the level of the management of organiza-
tions (Woodman, Sawyer & Griffin 1993).
Unfortunately, leadership is rarely studied as
a motor of creativity (Mumford et al., 2002).

Fjola Bjork Hauksdoéttir  presents
in the thesis Positivity: a key to enhanc-
ing creativity (http://skemman.is/stream/
get/1946/7400/19813/1/Master_thesis.pdf)
the way in which creativity can be improved
through a quality leadership. Obviously
there are certain behaviours of leaders that
encourage employee creativity. The author
made a qualitative study based on nine inter-
views at three companies in the Icelandic cre-
ative industry (PCC, CAOZ and the Icelandic
Advertising Agency).

The results of the processing reveal
that positive attitude and thinking represent
key factors that contribute to the increase of
creativity, motivation of employees and the
setting of a psychological well-being. The
feeling of belonging to the group is created,

the desire to treat people with respect is
manifested, and one learns that the quality
of the effort increases and the organization
of work and performance are improved. The
experience of freedom (autonomy) at work,
the consistency of the mission, good morale,
and meaningful dialogues with the manager
can lead to constructive solutions. It would
be extremely useful to have an indicator that
highlights how creativity can be improved.
Specialised literature mentions several vari-
ables which can contribute to the increase of
creative capacity: intelligence, abilities, be-
liefs, values and cognitive styles (Nickerson,
1999). It is encouraging to observe that cre-
ativity can be improved (Amabile, 1983;
Sternberg & Lubart, 1996), as well as the
motivation of those involved in the creative
process. Analysing the perspectives of sev-
eral authors regarding the stages of a cre-
ative process, we note the significance of the
catalyst role of the management within the
cause-effect relationship between creativity
and innovation.

The analyses of Wallas, Rossman,
Osborn and Amabile emphasize the relation-
ships that exist between preparation, incu-
bation and understanding the problem as
elements that lead to creative solutions.

We further mention a few of their contri-
butions to defining the relationship between
the problem and the creative solution, enu-
merating the phases that each author consid-
ers to be edifying in the process of creativity:

Wallas (1926) - preparation (exploring
the dimensions of the problem), incubation
(internalizing the problem in the unconscious
mind); “intimation” (a feeling that a solution
is on its way), illumination or understand-
ing, insight (the idea is consciously verified
and applied). (In numerous publications, the
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referral stage is considered to be a sub-stage
and, in this case, the model has four stages).

Rossman (1931) - observing a need or a
difficulty, the analysis of a need, a study of
all the available information, a definition of
all objective solutions, a critical analysis, the
birth of the new idea, experimentation, selec-
tion and the final improvement, achievement.

Osborn (1953) - emphasizing the prob-
lem, preparation, analysis, idea, incubation,
synthesis, evaluation.

Amabile (1983) - presentation of the
task, preparation, generation of ideas, valida-
tion of the idea, evaluation of the results.

It is of interest how Trott defines the
innovation cycle (Trott, 2008, p. 97). The fol-
lowing are the elements of the innovation
cycle that Trott takes into account: the attrac-
tion of creative people, the organizational
encouragement of creativity and innovation,
the development of innovative products, the
willingness within the organization to accept
new ideas, the motivation of the people with-
in the organization, the organization and its
concern to reduce frustration, the process of
identifying the motivational components to
facilitate the growth of the morale and the
encouragement of creative people.

The strategies specific to the innovation
process are influenced by the quality of the
decision to innovate. Innovative organiza-
tions rely on their own resources, as well as
on ideas and technologies from outside. An
important source of ideas and technologies is
related to the partnerships with universities
and government institutions. From a theo-
retical point of view, the stages are distinct,
but, from a practical point of view, it is dif-
ficult to make a distinction between them.
Innovations with a major impact are based

on teamwork because it has the virtue of en-
hancing the complementary competencies of
team members. The analysis of the organiza-
tional environment, the stakeholder analysis
and the SWOT analysis provide convenient
signals in reference to: performance issues,
technical information, financial resources
needs. The structure of the organization can
facilitate: its relationship with its environ-
ment, the creation of ideas, and the transition
to and between the stages of the innovation
process.

Conclusions

The practice of systematic innovation
demonstrates that some innovations that
seem very large can become technical vir-
tuosity, and some, with modest claims or
expectations, can become huge profitable
businesses. No matter their individual moti-
vation (money, power, curiosity, or desire for
fame and recognition), successful innovators
aim as high as possible.

The size of a company does not consti-
tute an impediment to innovation and there
are no rules regarding the amount of resourc-
es or the size of the business. The innovative
system and innovation can be taught and, if
perceived as a training investment, they can
generate success. If we see change as oppor-
tunity, we shall be able to facilitate a creative
climate. Managing innovation requires an
encouraging behaviour towards staff. This
is why there is a close relationship in cause-
effect relationship between creativity, inven-
tion and innovation, as the triggering factor
of a relationship between the aforementioned
can be any of them. Therefore, the manage-
ment of an organization can use the results of
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these causal relationships to increase perfor-
mance and, at the same time, it can increase
their efficiency to the extent that it is actively
involved in creating a favourable climate for
ideas.

Unexpected success offers excellent op-
portunities for successful innovations, but
also risky situations whose analysis is dif-
ficult. In no other area, innovative opportu-
nities are no less risky and their pursuit less
tedious. Unexpected failure cannot be avoid-
ed if there are contexts where mistakes are
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