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To all the students of Kwara State University that were the foundation 
class of Creativity and Innovation Courses at the Undergraduate level, 
the basis of introducing Advanced Creativity and Innovation Courses 

at the postgraduate level. 
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The plan for this book was conceived in 2013 after taking the first lecture in 
Advanced Creativity and Innovation with the first set of postgraduate 
students of the Kwara State University, Malete. The course of Creativity and 
Innovation in the study for a degree programme in Business, Management 
and Entrepreneurship was made a part of the curriculum of these 
postgraduate programmes as a follow up to the introduction of the 
undergraduate courses of Creativity and Innovation at the undergraduate 
levels of the programmes in the Department of Business and 
Entrepreneurship from inception of the University in 2009. Thus, as the 
postgraduate classes were held, week in, week out, for the sets of 2013/2014 
and 2014/2015, the urge developed further. 

 

It is therefore natural to acknowledge the class of students of these 
programmes, who were used as guinea pigs, some of whom are now 
graduates and contributors to the same book. My gratitude to them is based 
on their believe in not just my vision for the department, school and 
university as a whole, but their strong show of commitment and perseverance 
that saw most of them through the programme, and brought about the reality 
of this book, over a four-year period of working on the chapters that make up 
the book. 

 

Following quickly is the Late Professor Sunday Oyewole Otokiti whose 
encouragement to write, not only this book but also the foundational book in 
Creativity and Innovation (almost completed). His support did not just end 
with words of encouragement, but also worked together with some of the 
contributors, before his demise, to make the drafts into what they turn out to 
be. Though, he could not complete the work which he started on some of 
these chapters with some of the graduate students, however, he will 
definitely be proud that these students, who have since graduated were able 
to complete the work-in-progress he left behind. 

 

While we were putting finishing touches to the final draft of the book in 
January 2018, we also lost Dr O. J. K. Ogundele, another great supporter of 
the project and co-contributor to the book. Despite these losses hwever, we, 
in the spirit of entrepreneurship, went ahead to see through the dreams we 
had and shared about the book on Creativity and Innovation. 
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The editorial work would not have been as smooth as it turned out without 
the works and support of Professor Mary Kolawole, Professor Deboye 
Kolawole and Professor Kenneth Adeyemi. These trio have remained untired 
and unrelenting in their support for this and other projects that have been 
brought to their attention. Working under my tight deadlines, they, as usual, 
continue to deliver and have never disappointed. Thus, few words of 
gratitude as expressed here are just the least of what can be offered to them 
for their commitments and trust. 

 

I will however not want to forget my secretariat that has now been enlarged 
to include several people. First among them is Isaac Jimoh, the age-old 
graphic artist that have worked with me for more than 15 years now. Also 
joining the team last year is Faizu Edu (in the United Kingdom) whose first 
assignment as a member of the team was to work within the set target to see 
to the completion of this project. I also most sincerely acknowledge my team 
at the Kwara State Internal Revenue Service; Habibah Aiyelabegan, Ibrahim 
Saliu and Micheal Dada, who have to endure long hours of work as they wait 
till very late, after the official closing hours, which I mostly commit to 
attending to this and other such projects. 

 

Finally, my gratitude to my darling wife, Marian Awodun, and children who 
have come to accept my coming home late from office, and my commitment 
of some of my nights and weekends to this project, despite several 
challenges. Borrowing from the thoughts of West-Burnham, 2008, a creative 
leader is one who have a vision for his work or organization that is premised 
upon a clear and consistent moral, social or ethical purpose. In bringing 
about this book, what have just been demonstrated is what West-Burnham 
has described, and to God alone be all the glory for its accomplishment. 

 
Muritala Awodun, PhD 
March 01, 2018 
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This book, Innovation, Taking Creativity to the Market, draws its title from 
the confirmed submission that innovation springs from the creative 
application of knowledge, and that stock of knowledge, ideas or skills without 
translating into improved products or processes that can better the lot of the 
society is valueless. 
 
In thirteen (13) chapters, fourteen (14) lecturers of the Kwara State 
University, Malete and ten (10) graduate students examines different aspects 
of creativity and innovation that could further assist our understanding of the 
concepts of creativity and innovation, and proffer answers to the question, 
why study creativity and innovation?  
 
The first chapter is dedicated to examining creativity as the foundation upon 
which innovation is built. This chapter is a contribution from the trio of 
Muritala Awodun, Abdulrahman Mustapha and Ojo Sunday, all at one time 
responsible for teaching this subject to undergraduate students of the entire 
Kwara State University under the General Studies Entrepreneurship 
Curriculum for a period of four years (2010 – 2013). The chapter attempts to 
look at the root of creativity itself alongside innovation, and submits that 
creativity is the bedrock of innovation. 

 

Chapter Two is a contribution of the trio of Joel Aransiola, Adejuyigbe 
Aladegbola and Muritala Awodun, and it examines diverse perspectives on 
creativity, innovation and innovation management for economic growth in 
Nigeria. It further defines creativity and innovation and shed more light by 
analyzing some areas of creative and innovative misconceptions, and the 
benefits of innovation management. It also examines sources of innovation, 
innovation management, innovation strategy and various means of 
reinvigorating creativity and innovation for economic growth in a developing 
country like Nigeria.  

 

The third chapter by Olugbenga Philips Adebayo, Muftau Afolabi and 
Sunday Otokiti explores Aalborg Project approach in examining creativity 
and innovation. The chapter clarifies the difference between innovation and 
creativity and then elaborates on the usefulness of ideation in bringing out 
new skills and ideas from the existing knowledge. The chapter, in part 
focuses on the discussion of the challenges involved in both theoretical 
narrow version of the concept, in movement towards the broader approach 
on how the concept could be adapted, especially by the policy makers. 



ix 

 

 

 

The focus of chapter four by Habibah Kamaluddeen and Hakeem Ajonbadi is 
a look at the construct of innovation, the adoption of innovation, the research 
findings on the influence of national culture and the implications of such 
findings to innovators. This chapter attempts to take its findings further by 
deducing implications from those findings for innovations.  

 

Felix Olaifa, Femi Akingbola and Sunday Otokiti in chapter five examines 
the tenants of knowledge management and its importance to innovation. 
They use Innovation Capability Maturity Model (ICMM) to distinguish 
between two views of knowledge management. One approach focuses on 
knowledge resources to facilitate access and the reuse of existing explicit 
knowledge by using information technology tools almost exclusively. The 
other approach is to treat knowledge management as a multidisciplinary 
subject that focuses on the context and environment for knowledge 
acquisition. The chapter further sheds light on the relevance of patents in 
innovation and creativity world, submitting that without adequate protection 
of inventions and innovations, creativity will be meaningless.  

 

In chapter six, Hauwah Kamaluddeen and Kenneth Adeyemi attempt to 
address what led to poverty, especially in the less developed countries. The 
chapter develops a poverty model of creativity and innovation to depict the 
poverty, creativity and innovation relationship. The chapter further 
elucidates that the relationship between poverty and creativity and 
innovation is not un-dimensional; but multidimensional as poverty remains a 
critical global issue. It establishes the crucial role of poverty in creativity and 
innovation as well as in the process of transforming a creative idea into 
innovation in underdeveloped countries. Rather than considering poverty as 
a barrier to creativity and innovation, this chapter postulates that poverty can 
and actually does serve as a motivation to be creative and innovative.  

 

Adetayo Adekeye and Abdulrahman Mustapha contributed chapter seven 
that embodies a comprehensive summary of current research and theory on 
the sources of innovation, both in individuals and organizations. Based on the 
recurring concepts in the existing literatures, this chapter concludes with 
some recommendations for how education systems can best foster these 
attributes in students.  
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Susan Kolo and OJK Ogundele, in chapter eight examines job design, from a 
broad perspective, as a contributor to organizational effectiveness, and 
considers how managers can interrelate individual and organizational goals 
for effectiveness. How job attributes suggest that certain people would be 
more or less effective doing some jobs, and how physical layout can help 
communication. They submit that jobs should be designed to promote the 
interrelationship of personal and organizational goals, match available 
personnel, and be consistent with the physical layouts that are good for 
communication. 

 

Chapter nine, contributed by Omolara Ojulari and Muritala Awodun, 
examines the process of using enterprise creation to maximize public wealth. 
The chapter established that the complex nature of the economy 
notwithstanding, the various implications of the activities of the economy, 
particularly as concerning enterprise creation, requires proper 
understanding for economic progress to be accomplished in every economy.  

 

Aminat Akorede and Bisayo Ilori-Otokiti, in chapter ten, assumes that 
organizations will need to make fundamental changes in the way they 
conduct business because their outcome can only be achieved through high 
levels of innovation within the organization, leading to product, process or 
service redesign. The earlier approaches to planned organizational 
development and change in relation to achieving ecological sustainability 
requirements has shortcomings, and issues have been raised about the 
change mechanism at the institutional versus organizational level. They 
proffer a suggestion that the newer, systems-based and inclusive approaches 
to organizational development practice and theory may overcome 
shortcomings of earlier approaches to planned change.  

 

Chapter eleven of the book examines the concept of creativity from an 

understanding that creativity has to be managed and championed through 

leadership. The chapter therefore narrow down the concept of creativity to 

the internal organization and how creative thinking within an organization 

could be managed and led. Creative leadership was explicitly defined along 

with creative management and the two were differentiated from one to 

another. It is a contribution from the duo of Muritala Awodun and Lukman 

Adam. 
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The twelfth chapter, by Jimoh Ibrahim and Hakeem Ajonbadi, discusses 
the national and international policies that influence school education, 
especially those concerning the two, intersecting national school policy 
priorities of how to meaningfully include technologies into teaching and 
learning, and how to build innovation capabilities in students. The 
contributors adopt some operational definitions looking at the crucial 
pathways to post-school success as adopted by Australian Government 
developed National Curriculum along with Melbourne Declaration that 
provided computers to all secondary school students in year 9 to 12 
through National Secondary School computer fund.  

 

The final chapter, thirteen, by the trio of Adebanjo Okeowo, Moshood 
Bankole and Kenneth Adeyemi is a review of two papers. One is a paper 
by Gopalakrishnan and Damanpour on “Innovation Research in 
Economics, Sociology and Technology Management”. The paper 
analyzed studies of innovation research from the perspectives of many 
fields, namely; economics, organizational sociology, and technology 
management. While the second paper “PERSPECTIVE: Ranking the 
Technology Innovation Management Journals” written by Jonathan D. 
Linton and Narongsak (Tek) Thongpapanl and published in the Journal of 
Production and Innovation Management as a citation analysis of the 10 
leading Technology and Innovation Management (TIM) specialty 
journals conducted to gain insights into the relative ranking of the 
journals. The contributors, through this chapter, alerts the academic 
researchers in this field of the fact that journals are ranked based on 
number of citations, citations adjusted for publication frequency, citations 
corrected for age, citations corrected for self-citation, and an overall 
score.  

 

In summary, this book on creativity and innovation is composed of 
submissions from diverse authors focusing on specific areas of the 
concepts, and writing from the hindsight of their diverse experiences. 
Innovation, drawing from creativity, forms the first perspective of 
chapters in this book, and this is complemented with the realities of 
innovation as taking creativity to the market. The topics covered varied 
from creativity to product innovation, and the role of technology in 
innovation development. The authors wrote taking cognizance of the  
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need to use local examples to authenticate the significance of creativity 
and innovation for economic development of a nation. The diversity of 
the contributors’ experiences gave the book the required impetus to 
inform and educate on the processes involved in transforming creative 
ideas to marketable innovative products that will add value to the society, 
all done in thirteen (13) chapters by twenty-four contributors. 

 

Muritala Awodun, PhD 

Editor 
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CHAPTER 1 

 

 

Creativity: The Bedrock of 
Innovation 

 

Awodun, Muritala, PhD 
Mustapha, Abdulrahman, PhD 

Sunday, Ojo 

 

 

Abstract 

This chapter examines the concept of creativity from 

different perspectives. It draws from the origin or 

creation of man, and the biological as well as the 

economic fundamentals of creativity. It touches the 

fact that without creativity there is no innovation, 

thus, presenting creativity as the foundation upon 

which innovation is built. It is a chapter that brings 

out the various dimensions to the concept of creativity 

in an attempt to assist our understanding of the 

concept even as it relates to our daily lives.  

 

Key words: Creativity, Innovation, Talent, Skills, 

Knowledge 
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Introduction 

We have been told at different times that talent is the bedrock of 
a creative society (Yusuf, 2009). This position has not changed, 
hence in any society desirous to develop, encouraging and 
developing talent and skill acquisition is given priority. Doing so 
involves mobilizing culture and tradition, building institutions 
to increase the stock of human capital, enhancing its quality, and 
instilling values that favour advancements and initiative. The 
challenge often faced in most societies is how to translate this 
creativity, when encouraged and developed, into innovation? 
This is just the natural question that follows our understanding 
of the foundation and process of creativity. How to translate 
creativity into innovation is, however, a function of multiple 
incentives, and multidimensional. More important is the 
creation of capacities to sustain innovation afterwards, which is 
inseparable from heavy investment in research. 

 

Innovation has been established to spring from the creative 
application of knowledge. So, innovation can be said to be 
knowledge-based. However, innovation has two major 
ingredients, namely; (1) creativity, which could be talent-based 
(artistic) or skill-based (scientific), (2) a stock of knowledge. 
Knowledge and the functionalities derivable from it, are the 
essential raw materials for innovation, but it is the creative act 
that is the basis (foundation) of innovation. Arising from the 
above, is the basis of our resolve that creativity is the bedrock of 
innovation. As crucial and important that knowledge is seen to 
be, knowledge not acted upon is of no consequence on the 
society. 

 

Creativity is therefore knowledge acted upon, and without any 
gain saying, culture and traditions strongly influence creative 
interest, the degree of creativity and the forms of it in any 
society. It is important, at this junction, to note that not all 
societies gravitate toward or can sustain a culture of systematic 
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scientific enquiry grounded in formal rules of logic, proof and 
empirical validation of hypothesis. In some societies, for 
instance, creativity might be expressed through art, music, and 
crafts or through institutions that ensure survival in harsh 
environments, while in some others, this is not so. While many 
forms of creativity can be available in any society, it is the 
economic measure that encourages creativity that ultimately 
leads to innovation, and from innovation to commercial success. 

 

Going into Literature 

Creativity is a multifaceted phenomenon that might be imagined 
as an extravagant idea, but its conceptualization is much more 
complex than it appears. Going into the theoretical to form a 
background for the study of creativity, our search revealed that 
it was in 1950 that Guilford (cited in Zilch 2011, p. 2) stated that 
between 1927 and 1950, only 186 articles from the index of 
psychological abstracts concerning creativity were discussed, 
and over 121,000 articles analyzed. However, after nine years of 
raising awareness for increased research in creativity, Taylor, 
1959 discovered the existence of more than one hundred 
definitions of creativity in literature (Soliman, 2005, p. 49). 
Furthermore, Welsch reviewed twenty-two concepts of 
creativity in an attempt to cross check elements of agreement 
and disagreement from experts in the field. The results of this 
review led to her conceptualization of creativity as follows: 

‘Creativity is the process of generating unique products by 
transformation of existing products. These products, tangible 
and intangible, must be unique only to the creator, and must 
meet the criteria of purpose and value established by the 
creator.’ (1980 cited in Isaksen, 1995, p. 147) 

 

From the above, we know that definitions of creativity are 
numerous and they vary in concepts, meaning and 
terminologies. From the perspective of Harris (2009, pp. 9-11), 
creativity is a way of being, relying on sensitivity, and therefore 
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difficult to measure. This perspective of creativity allows 
individuals to view things from different angles, depending on 
each person’s unique perception. West Burnham (2008) 
however added some precision to the above concept, using 
terms such as imagination as the root of any creative output, the 
development of a different product, or the improvement of an 
existing one, and the idea of the potential to make a difference.  

 

To Kanter (1986, p. 11), creativity is seen as a way of thinking 
similar to ‘kaleidoscope thinking’ that helps individuals to twist 
the reality from different perception in order to give birth to 
new patterns. Depending on a particular context and the way 
our brain interprets a situation, the perception will obviously 
differ from one individual to another, thus demonstrating that 
our five senses are complex and some external factors are able to 
alter our unique perception. However, we should be quick to 
add that the brain is not the only reason of misinterpretations. 
Other factors such as culture, age, past experiences, etc. also 
influences these decisions. 

 

Based on the above observations, it is certain that it will be 
wrong to conceptualize creativity from just one perspective. We 
will therefore present a four perspectives dimensional appraisal 
of creativity. We will examine creativity from the process 
perspective, the product perspective, the person perspective 
and the environment perspective. This is based on Rhodes 
(1961) observation which identified these four strands in an 
attempt to address Guilford’s earlier observation. 

 

The Process Perspective of Creativity 

From antiquity to the most recent models, creativity has been 
seen as a process. Philosophers believed that creativity is like a 
whisper coming from a gift from a muse (Zilch 2011, p. 1). It is 
seen as inspirational, and from the etymology of the Latin word 
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‘inspirare’ (2014, p. 1) means ‘immediate influence of God or a 
God.’ Creativity here is seen to be inspired from a supreme 
source different from the person. While Plato considered 
creativity as a gift from a source, Aristotle, on the other hand 
disagreed stating otherwise that creativity obeys the natural 
laws. With the development of Christianity, however, creativity 
has been strongly propagated as a gift from God (Zilch 2011, pp. 
1-2). 

 

At the beginning of the 19th century, creativity was viewed as an 
internal characteristic of individuals with a mysterious notion of 
man’s inner mind waiting to be explored (Williams & 
Stockmyer, 1987). However, towards the end of the same 
century, a new approach of escaping from social constraints in 
order to be more creative was propounded. By the turn of the 
20th century, Graham Wallas’ stage model focusing on different 
steps of the creative process came up with the five steps of 
preparation, incubation, intimation, illumination and verification 
(Wallas, 1926). This was followed by Alex Osborn and Sidney 
Parnes’ Creative Problem Solving (CPS) Process. The first 
model presented in 1953 identified seven steps namely; 
orientation, preparation, analysis, hypothesis, incubation, 
synthesis and verification. Further testing and development of 
the above brought about the discovery that the CPS Process 
develops the creative thinking skills with a modern 
interpretation of the model as a contemporary approach for 
leaders to develop their thinking skills and procedures to 
facilitate their effectiveness in creating and managing change 
(Puccio, Mance & Murdock, 2011, p. 42).  

 

Following from the above, the CPS model was described as a 
comprehensive cognitive and affective system built on our 
natural creative processes that deliberately ignites creative 
thinking and, as a result generates creative solutions and change 
(Puccio, Mance and Murdock, 2011, p. 50). The authors came 



Creativity: The Bedrock of Innovation 

 

6 

 

up with a scheme on how individuals are able to generate 
creative ideas to solve complex problems based on the initial 
creative process classified into three stages, namely; clarification 
stage, transformational or ideation stage and implementation 
stage. These three categories were further sub-divided into 
seven sub-steps, namely; assessing the situation (Problem 
Thinking), exploring the vison (Vision Thinking), formulating 
the challenges (Strategic Thinking), exploring ideas (Ideation 
Thinking), formulating solutions (Evaluation Thinking), 
exploring acceptance (Contextual Thinking), and formulating a 
plan (Tactical Thinking). The success of the above is said to 
depend on three attitudes, namely; openness to novelty, 
tolerance for ambiguity and tolerance for complexity (pp. 64).  

 

The Product Perspective of Creativity 

MacKinnon (1970) led the research in creative product, and he 
described a creative product as ‘anything that is experienced or 
made by man – an idea, a work of art, a scientific theory, the 
design of a building that meets the following five criteria; 

- Novelty (original or unexpected) relative to a given 
population 

- Appropriate (useful, adaptive concerning task 
constraints) to reality 

- Production (produced or concretely communicated) 
- Aesthetic (which could increase its creative perception) 
- Impact (adding value capable of creating change) to 

solve problems (MacKinnon 1970, cited in Roslansky 
1970). 

 

The Personality Perspective of Creativity 

The creative personality study reveals that there are multiple 
facets to this but could be divided into three, namely; 
personality and motivational characteristics, cognitive 
characteristics and developmental events (Zilch 2011, p. 3). The 
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first is referring to the traits of the creative person which 
MacKinnon (1978) found out to include, intelligence, 
independence, intuition, destiny, originality, openness, risk-
taking, theoretical and aesthetic interests. Further to the above, 
Amabile (1989 pp. 48-49) described other traits as self-discipline 
about work, perseverance even when frustrated, independence, 
tolerance for unclear situations, nonconformity to society’s 
stereotypes, ability to wait for rewards, self-motivation to do 
excellent work, and willingness to take risk. The second is 
cognitive abilities referred to as the thinking skills associated 
with creative individuals which Guilford (1986) organized into 
three, namely; contents, operations and products, and finally 
asserted that four main cognitive abilities are inherent to 
creative persons. These were identified as fluency, flexibility, 
originality and elaboration. Finally, Zilch (2011, p. 7) came up 
with some other cognitive abilities such as imagination, 
evaluation, visualization, use of metaphor or sensitivity to the 
concerns. 

 

The Environment Perspective of Creativity  

The environment plays a major role in determining the extent of 
creative process, products and persons. The developmental 
events, which is the third face of the creative personality 
described above, are specific life circumstances of individuals 
and affects the human personality, the way a person view 
situations and circumstances and the person’s creative 
potentials. According to Simonton (1988, p. 75) age is one 
determinant of creative expression. Also birth order is another, 
education (formal or informal), and life events such as illness or 
loneliness or death of close relations or friends.  

 

Laying the Innovation Foundation 

Drucker (1985) stated that innovation is the specific tool of 
businessman/entrepreneurs, the means by which they exploit 
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change as an opportunity for a different business or service. It is 
capable of being learned and capable of being practiced. 
Branson (1998) considers innovative business as on which lives 
and breathes ‘outside the box’. According to him, innovation is 
not just good ideas. It is a combination of good ideas, motivated 
staff and an instinctive understanding of what customers of the 
business want and need.  

 

Davila et all (2000) assert that innovation is the application of 
better solutions that meet new requirements, inarticulate needs 
or existing market needs. It can also be defined as something 
original and as consequence, new that ‘breaks into’ the market 
or into society. While something novel is often described as an 
innovation in management and other social science-related 
disciplines. It is generally considered as a process that brings 
together various novel ideas in a way that they have an impact 
on society. This is accomplished through more effective 
products, processes, services, technologies or ideas that are 
readily available to markets, governments and society. 
Innovation differs from invention in that; it refers to the use of 
better, and as a result, novel idea or method, whereas invention 
refers more directly to the creation of the idea or method itself. 

 

The Process Perspective of Innovation 

Innovation as a process requires turning ideas into reality and 
capturing value from them. Successful process innovation is in 
four stages. According to Tidd & Bessant (2013), these stages 
are: 

Search: This involves finding opportunities for innovation- 
bringing new ideas to the system. These ideas may come from 
research and development, copying, market signals, regulations, 
competitor’s behaviour and so on. The main issue here is how to 
organize an effective search process to ensure a steady flow of 
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genetic variety which gives a better chance of surviving and 
thriving in business in the face of environmental constraints.  

Select: Generating variety of ideas is not enough. Managers 
need to select from a set of opinions the variants most likely to 
help grow and develop. This requires some form of strategic 
choice out of all the things the businessman could do, what is 
going to do and why? This stage takes into account some form of 
competitive differentiation, that is, which choice may give the 
best chance of standing out from the crowd and previous 
capabilities that can be built on.  

Implementation: Generating ideas and selecting still leaves the 
problem of actually making it happen. That is, committing 
scarce resources and energies to doing something different. 
Implementation involves channelling or converting ideas into 
reality. It is essentially a task of managing a growing 
commitment of resources, time, energy, money, materials and 
mobilizing knowledge of different kinds against the background 
of uncertainty. Here businesses do take calculated risk rather 
than random throws of the dice or through intuitive approach 
with the hope that it will deliver the calculated value which 
exceeds or at least equals what we put into it.  

Capture: This stage involves determining how to get the 
benefits from innovation. The business needs to consider the 
challenge of capturing value from its innovative efforts- 
justifying efforts in commercial terms or in terms of creating 
social value. It also involves the determination of how to protect 
the gain from appropriation by others, how to learn from the 
experience and capture useful learning about how to improve 
the innovation process in the future.  

 

How to make this simple process work has been the concern of 
entrepreneurs and business practitioners, the world over. And 
this is particularly disturbing in the Nigerian business 
environment where majority of businesses are managed on trial 
and error, intuitive methods or rule of thumb approach. 
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Drucker (1985) identified the following seven (7) sources of 
innovation: the unexpected, incongruities (conflicts between 
opposing functions, requirements or values), process needs 
(necessity), industry and market structure, local and global 
demographics, changes in customer perception and new 
knowledge. 

 

These factors clearly provide direction for some key changes 
and awareness that may lead to innovation. For this study, the 
aspects of innovation explored by Tidd & Bessant (2013) are 
useful. These are: incremental innovation, platform innovation, 
discontinuous innovation. 

 

Incremental Innovation: This involves ‘doing what we do but 
better’ and requires increasing the degree of novelty involved in 
different places across the innovation space. Consider an 
innovation in a car. It may require updating the styling on the 
car and not coming up with a completely new one or increasing 
the speed and accuracy of a lathe instead of replacing it with a 
computer-controlled laser forming process. There are degrees of 
novelty in the above examples running from minor incremental 
improvement through to radical changes which may transform 
the way we think about and use them.  

 

Sometimes these changes are common to a particular sector or 
activity, but sometimes they are so radical and far-reaching that 
they change the basis of society. It is a fact that innovation may 
involve a discontinuous shift, most of the time it takes place in 
incremental fashion. Essentially this is a product/process 
improvement along the lines of ‘doing what we do, but better’. 
Hollander (1965) stated that the cumulative gains in efficiency 
are often greater over time than those which come from 
occasional radical changes. After all, ‘disruptive or new to the 
world, innovations constitute only 6 percent to 10 percent of all 
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projects labelled innovation. (Ettlie, 1999). It is on record that 
the Japanese improvement in quality and productivity over the 
years is as a result of sustained incremental change or 
innovation. (Imai, 1987). 

 

Conclusion 

We can see that the concepts of creativity and innovation are 
like not only related but dependent on one another. The basis of 
creativity is found in talent, knowledge and/or skills. Whether 
coming as a gift or as a consciously developed capacity, it has no 
value or of no benefit if it cannot be transformed into 
innovation. Coming up with a creative idea is not enough, but 
that creative idea must be transformed into an innovative 
product that has the capacity to affect or impact the society. 
Creativity is thus the bedrock of innovation, as it forms the basis 
of innovation, and must be consciously worked upon, 
particularly the various factors that has the capacity to affect or 
influence the creative capabilities of individuals, organizations 
or societies. The rate or level of success accomplished by people 
or institutions or communities depends heavily on the creative 
capacities of the individuals.    

 

Policy Implication for Nigeria 

The above explains why we have remained underdeveloped, 
and many of our graduates lacking capacities to add value to 
organizations or communities they find themselves. As a 
conscious effort, we therefore introduced in 2009, the teaching 
of the subjects of creativity and innovation at the undergraduate 
degree programme of the Department of Business and 
Entrepreneurship of the Kwara State University, Malete, 
Nigeria, and the General Studies Entrepreneurship Programme 
called Enterprise Creation and Skills Acquisition (ECSA) 
Programme with a foundational subject in creativity and 
innovation to all students of the University. To build capacity for 
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the sustainability of this innovation, the Advanced Creativity 
and Innovation Course was added to the postgraduate degree 
programme of the Department as soon as the programme 
started, to not only transform the graduate students, but 
consciously develop capacity for teaching the various 
programmes. This, we believe will bring about a generational 
change in thoughts, actions and capacities for the country over a 
sustainable period. 
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Abstract 

This chapter examines diverse perspectives on 
creativity, innovation and innovation management 
for economic growth. It defines creativity as 
generation of new ideas while innovation is the 
implementation of those ideas, thus bringing about 
changes in the order of the world. The contributors 
adopt qualitative approach in the presentation of this 
particular work as the chapter further sheds light in 
some other areas of creative and innovative 
misconceptions, and the benefits of innovation 
management. It also examines the sources of 
innovation, innovation management, innovation 
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strategy and various means of reinvigorating 
creativity and innovation for economic growth in a 
developing country like Nigeria. Finally, the chapter 
recommends, among others, that the Federal 
Government of Nigeria should be more pro-active 
and put in place a conscious and versatile research 
policy to develop, micro, small and medium scale 
enterprises. To achieve this goal, the chapter 
recommends that the government set aside funds for 
this purpose. 

 

Keywords: Creativity, Innovation, Innovation 
Management, Innovation Strategy and Innovative 
Economy  

 

Creativity and Innovation: Concepts and Misconceptions 

Amabile (1996) defines creativity as the generation of novel and 
appropriate ideas, while innovation implements those ideas. 
Innovation is therefore seen as what changes the order of the 
world and not creativity. (Awodun, 2008). As put forward by 
Henry (2001), there are a number of reasons for this, foremost of 
which are perceived increase in the pace of change, 
globalization and deregulation. The way forward for developed 
economics is to add value through creativity and innovation. In 
addition to the above is the shift from the industrial to the 
information age, and the rise of knowledge-based industries 
(Henry et al., 2001; Gates 1999; Sloan, 2003 and Meredith, 
2005). 

 

Creativity is the generation of new ideas while innovation is the 
implementation of these ideas by transforming them to action. 
In other words, creativity plus action is innovation. In the words 
of Theodore Levitt, creativity is thinking up new things, while 
innovation is doing new things (Dubois, 2004). It is important to 
point out that creativity has little misconception, but innovation 
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has many misconceptions. Creativity can be a social process, as 
well as the product of individual capabilities and orientations. 
Creativity is not the preserve of any particular discipline. 
However, innovation is not limited to what is in existence, but 
also extends to creation of new things which we call invention. 
Consequently, innovation is greater than invention. 
Nevertheless, invention is innovation but innovation is not only 
invention. Innovation implies much more than mere invention. 
Invention can be an aspect of innovation and, in fact, is often the 
first step in innovation.  

 

However, the crucial difference occurs between the relatively 
discrete creative act of invention and the far longer process of 
innovation. Innovation involves the process of convincing 
people to change their material or intellectual habits and 
replace old behaviors or ideas with new ones. Thus, the 
investigation of innovation inherently includes an examination 
of historical significance.  Innovation is not limited to product. 
Innovation is not about originality. For example, you might not 
be an originator of a product or idea but you can introduce your 
own idea to make it more attractive and available to those who 
need it. Innovation is something that brings about a better 
society through value addition. 

 

Secondly, the aspect of rules and regulation must be 
maintained.  It is not necessary to break the rules, at the same 
time, rules and regulations should not be the limiting factor to 
innovation. We should realize that rules bring about limitations. 
We should not allow rules to hinder our progress. For instance, 
an institution such as university where the rule stipulates that a 
lecturer can go for only one course in a year but three important 
and relevant courses are slated for the year and the university 
has approved only #500,000 as maximum amount, which any 
lecturer is entitled to per year. If such lecturer would have to 
attend the three courses, he will have to look for other options. 
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One of such options could be either to get salary advance or to 
look for other alternatives, i.e. private funding. The lecturer may 
approach a bank to sponsor the program as well.  

 

Sources of Innovative Opportunities  

When we talk about innovation opportunities, we realize we can 
draw or come across different circumstances that ginger or 
bring about innovative products. Seven of such sources have 
been identified in literature. These sources could however be 
extended as follows: 

(1) Failure or Success: In most cases, we find out how this can 
ginger us to create better opportunities. However, failure has 
better ways of gingering us than success. When you know, you 
are down, you will not want to remain down rather you will 
want to rise to the top. The case study of four 
telecommunication companies in Nigeria such as, MTN, 
ECONET, GLOBACOM and NITEL, is a point of reference. 
These companies were asked to register for the GSM licence 
within a stipulated time. Three of these four companies 
completed their registration papers before the due date but 
GLO registration failed because of money transfer issues with 
the bank. GLO could not meet the registration deadline, but it 
has completed the normal process with the bank. This is enough 
to kill one’s morale. Eventually, after a protracted and frantic 
effort, GLO got its registration. This initial failure spurred GLO 
into creative actions. GLO became the first telecommunication 
company to introduce phone call per second in Nigeria. 
Whereas, originally, phone call charges was based on per 
minute any call less than a minute and would be rounded up to 
a minute. It became amazing that a company can introduce per 
second charging system to Nigeria arena for GSM. This became 
a huge success and was brought about by GLO, despite the fact 
that it came late to the telecommunication market. 
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An example of a case where success can be the source of 
innovative opportunity can be sited in the case of Dangote. In 
view of Dangote’s success in its known area of business, the 
company decided to diversify its businesses in both Nigeria and 
other part of Africa. One of Dangote’s biggest cement factory is 
now under construction in Republic of Niger. This makes Africa 
to be one of the leading producers of cement in the world. 

 

(2) Shift in Perception or Attitude: By this we mean something 
that is different from the norms or incongruous. That is 
something that is unusual that can lead to innovation. For 
instance, the circumstances that surround the process that 
produced the immediate past President of Nigeria; Dr Goodluck 
Ebele Jonathan is abnormal.  Nigeria generates huge revenue 
from crude oil found in Niger Delta; the country home of the 
former President Goodluck Ebele Jonathan, despite this fact, 
the region was still backward. They started the major crisis in 
Nigeria due to lack of development and uneven distribution of 
oil revenue to the region. The change in revenue allocation in 
their favor, which could have been used to their advantage 
emanated into crisis. To compensate them, somebody who did 
not struggle at all eventually emerged as president. The Niger 
Delta crisis consumed so many people but landed the 
presidency on the lap of Goodluck Ebele Jonathan. Those that 
have the opportunity on their way lost totally. It is an incredible 
thing. 

 

(3) Necessity: Necessity is the mother of invention, is the 
popular saying, but creativity is the father of innovation. What 
you think you cannot do when necessity arise, you will not only 
do but do even more. For instance, during Biafra war in Nigeria 
in the mid-70s, due to suffering that the people went through, 
they think inwardly and produced locally made bombs to fight 
the Nigerian army. This gives them remarkable success. 
However, Awolowo had to caution Gowon to stop exporting 
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food items to Biafra (Eastern Region) if Gowon wanted the war 
to end quickly. This worked very miraculously and the war 
ended. 

 

(4) Market Structure: Perfect market, imperfect market, 
monopoly, oligopoly and other types of market are the types of 
the structure of market. How do we control these markets? If 
we want to gain the control of the market, you have to do it the 
way they do it (i.e. the way they should operate it) capture them 
(markets) back. When you look at the structure of the market, 
you make use of the opportunity you have and create them (the 
markets) back in order to capture them back. 

 

(5) Demographic: This concerns the issue of population. 
Nigerian population changes rapidly like any other developing 
nations in the world. We should learn about the population of 
the country. For instance, the population of Kwara State is 
increasing at a faster rate. There is mass migration to Kwara 
State from the North East- away from the danger zone. Most of 
the neighboring states from the Northern part of the country 
seek refuge in Kwara Sate due to the peaceful condition and 
many other economic opportunities found in the state. In the 
light of this development, the population of Kwara State has 
increased at a geometric rate recently. The government of 
Kwara State needs to utilize this opportunity to the advantage of 
the people; especially being a peaceful state of Nigeria. 
Anything that will unify (bring us together) is now being 
brought to Kwara State. The government needs to create more 
opportunities for such activities that will lead to the growth of 
the state. 

 

(6) Change in Perception: This can be progressive or 
retrogressive which can bring about value. They improve on the 
pattern or add value to the existing product. The way things are 
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perceived could go a long way in affecting the innovative 
capacities of a state or nation. 

 

(7) New knowledge can bring about innovation prospective: 
Something you do not know before now came your way. 
Nobody understood what you know. Apart from the 7 sources, 
the following extension could be added:  

(a) Government policy/law can also be a source of 
innovative opportunities 

(b) Past experience can create innovative opportunities 
(c) Natural Factor, Environmental/Disaster can bring 

about innovation.  
(d) Challenge can bring about improvement/innovation. 

(Drucker – 7 Sources) 

 

Creativity and Innovation as Catalysts for Economic Growth 

Given the diffuse and multi-disciplinary nature of creativity, 
understanding its role in the so-called “Innovation Economy” 
and more importantly are some ideas and examples as to how 
creativity fuels economic growth as highlighted herein 
underneath: 

 

(i) Creativity is in part a product of place and circumstance. The 
concentration of such interactions and worldviews in creative 
knowledge “clusters” can generate economic development, 
innovation and creative capability across disciplines and 
industries. For example, Lab. 3000 in Melbourne successfully 
operates as a broker and catalyst for collaboration between 
digital design industries, cultural institutions and education 
providers in building capability and developing solutions across 
design-related industries. In the process of doing so, it crosses 
educational borders, providing industry-oriented educational 
opportunities in design for senior secondary school students. It 
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also draws on, and supports university-based research in design-
related disciplines  

 

(ii) Creativity fosters new approaches to problem solving by 
bringing together disparate knowledge and ideas in new ways. 
It can be sparked by interaction and connections between 
different world views, different ways of thinking and different 
fields of knowledge. A simple, oft-invoked example is in the 
field of mathematics known as “combinatorics” which 
introduces the image into the notion of formal proof. 
Combinatorics uses pictures – creative visualization – to explain 
mathematical processes which formal mathematical languages 
and symbols have captured inadequately, and some of its most 
effective practitioners have been people who lacked formal 
mathematical training but have, through their creative, visual 
approach to problem solving, advanced mathematical 
knowledge and understanding (Petkovic, 2005). This type of 
approach can be extended to the ‘big issue’ problems facing the 
society, which are increasingly complex and multidisciplinary in 
nature, so require multidisciplinary solutions. Salinity, 
terrorism, indigenous health and biotechnology, for example, all 
have technical, social, and cultural dimensions, which require 
creative and multidisciplinary approaches.  

 

(iii) Notwithstanding, the cross-disciplinary nature of much 
creative activity, those fields of study and endeavors, which are 
most readily identified with creativity can play a direct role in 
driving innovation. For example, cross-cultural understanding is 
assuming increasing importance in the world of global business; 
so the study of languages and cultures are integral to future 
economic competitiveness. Theatre is being used in educating 
doctors to deal with the human dimensions of their work, and 
surgeons in the UK are given training in the visual arts. Artists 
and graphics designers are working with scientists and 
technicians on projects such as human/machine interaction. In 
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short, these disciplines provide reservoirs and pathways to 
human creativity across the board.   

 

(iv) As the changes brought by globalization and the digital 
revolution become more apparent, the importance of creativity 
in education and training increases. The labor market of the 
future will increasingly demand high-level, generic skills such as 
flexibility, sophisticated communication skills, the capacity to 
re-engage with education and training throughout a working 
life, imagination and cross-cultural understanding. Therefore, 
the importance of a ‘creative education’, which incorporates 
inter-disciplinary, personal, and social learning as well as, 
bodies of discipline-specific knowledge can only increase. So 
too will the development of creative capabilities across all 
discipline areas  

 

Innovation Management and Benefits of Innovation  

Innovation is not creativity. The latter is the manner by which 
one identifies, invents something new or renews something, 
which already exists. While the former is the process which 
attain the value of the creation or idea. Innovation management 
is simply the cultivation of an environment where lighting can 
strike twice involving a continuous cycle of strategy setting, 
ideation, selection, implementation and value realization 

 

Realizing the benefits of innovation had become of pertinent 
requirement as a result of emerging market growth, customer 
expectations, technological improvement, regulation, noticeable 
competition among organizations as well as unflinching agitation 
for earnings advancement. Thus, enterprises of all forms have 
come to attach much relevance to their progress placing it on 
more of innovation.  
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Realization of innovations benefits goes beyond mere dreaming 
of actions but practical applications of dreamed actions, as it 
requires a systematic approach to the daily and unrelenting 
development and implementation of value adding ideas to 
promote competitive advantage. On the whole, innovation 
management emphasizes on the creation of a cross-enterprise 
model, championed by senior executive leadership with a view 
of providing a high-level state of the “what, how, and who” of 
creating shareholder value consistently incorporating the right 
processes, people, operating model, tools and culture. 

 

Innovation Strategy and Success Measures 

The first phase in the innovation management involves, “starting 
with the end in mind” and this is innovation strategy involving 
the value-adding ideation, and is the responsibility of the 
organization’s most senior leadership - the CEO, CIO, COO, 
CFO, chief of HR etc. Innovation strategy should be based on 
what is driving the enterprise’s need for innovation (e.g. 
evolving customer expectations, disruptive competition and 
more restrictive regulations) and business imperatives (e.g. 
revenue growth, cost reduction and operating risk containment). 

 

Primarily, the aim of innovation strategy is to arouse/provoke 
creativity within certain boundaries. This is not to say that ideas, 
which fall outside these boundaries, will not be entertained, but 
building the case to pursue such ideas requires further 
jurisdiction. Success measures of an innovation management 
program should be in keeping with the organization innovation 
strategy and any specific innovation objectives and should be 
refreshed as the overall strategy and objectives change in 
response to new and evolving challenges and opportunities. It 
should also be focused on the value delivered by the innovation 
management efforts, as opposed to the number of ideas.  
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Functions of Value Realization  

Value realization being the final phase of the innovation 
management process where proverbial “rubber meets the road” 
and primarily about the optimization of the organization’s 
investment in innovation performs two (2) major functions.  

(a) Results Management– this ultimately is focused on 
ensuring the ideas being implemented capture the value 
expected within the estimated period and involves measuring, 
tracking and communicating to the portfolio manager and key 
stakeholders the progress and results of the idea against the 
timeline of estimated benefits and costs outlined in the IVP and 
other functions. 

(b) Portfolio Management – This is where the innovation 
portfolio manager (IPM) first sets the innovation investment 
strategy. That is, based on the innovation strategy, the manager 
prioritizes the ideas/IVPs that passed through the third gate of 
innovation management cycle. 

 

Culture  

At the center of the innovation management value ring is 
culture. Without all employees’ acknowledgment of the 
importance of innovation to the health of the organization and 
ultimately their livelihoods, all the best innovation management 
processes and tools in the world will not produce the necessary 
volume of good ideas nor ensure the realization of the value 
sought. 

 

Contributors and Managers of Innovation  

Value-adding innovation management “takes a village”. The 
innovation management ecosystem is comprised of a variety of 
players, both internal and external to the enterprises, organized 
in an integrated fashion.  As shown overleaf, the innovation 
council oversees the innovation management office to bring 
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about the accomplishment of the desired change in process and 
product: 

 

 
 

Innovation Council (IC): Is the top of the innovation 
management “food chain” which is composed of the enterprise’s 
CXOs and business unit heads. IC with the support of the 
innovation management office performs the following functions: 

- Define and refresh the innovation strategy, objectives 
and success measures. 

- Fund the people, process and technology of innovation 
management, as well as the innovation portfolio. 

- Approve Investment Proposition (IVPs), their 
prioritization and recommendations of meaningful 
adjustments to the in-flight IVP portfolio and so on. 
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Innovation Management Office 

Overall, the role of the innovation management office (IMO) is 
to drive the “day-to-day”, with such functions like ideation, 
selection implementation, and value realization being 
performed.  

 

Note: The IMO and Investment Council can be positioned at 
multiple levels. Based on the size of the business units and 
regions, as well as the enterprise’s organizational structure and 
operating model, an IMO and investment council may exist 
within each of the relevant business units or regions.  

 

Ideators and Implementers 

In today’s dynamic, global, connected economy, organizations 
would do well to tap both internal and external sources and 
resources for ideas and implementation support. By expanding 
and diversifying their sources, the richness of the idea pool 
increases; and the breadth and depth of available capabilities 
and assets expand.  

 

From an internal perspective, the idea sources may include 
employees at large, business unit, IT, and all other areas, such 
as Finance and HR. from an external perspective, idea sources 
and implementation collaborators may include, for example, 
customers, academic/research institutions, existing partners and 
suppliers, venture capitalists, and the general public. According 
to Gartner, most organizations indicate they want to start their 
innovation journey with only internal sources. Doing so allows 
the organization to focus first on the institutionalization of its 
own innovation culture; and second on “getting out the kinks” of 
their innovation Management Processes”. That said, laying the 
foundation of an enterprise’s “Innovation Network” may be 
done in parallel by layering co-ideation and implementation 
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onto existing third party relationships, such as partners, 
suppliers, and industry bodies. 

 

Mentioned earlier in the responsibilities of the IMO were the 
concepts of “Idea Champions” and Idea Sponsor” in the words 
of Philip McKinney, head of the Innovation Program Office for 
HP’s Personal System Group, an idea Champion is the person 
that will “stand on my desk with their hair on fire, and be as 
annoying as they need to be to fight corporate inertia, to move 
fast and to create and deliver the project”. Idea Champion can 
be the idea originator or someone tapped by the Innovation 
Council and/or the IMO to take a selected early idea through 
the remaining gates of the selection process. An Idea Sponsor is 
the person that owns the implementation of the prioritized IVP. 
She comes from the area within the enterprise that will be 
“home” to the idea, bringing the right experience and internal 
relationships to implement the idea as efficiently and effectively 
as possible. The idea sponsor may or may not be the same 
person as the idea Champion. 

 

To this end, Innovation Management is all about moving 
beyond simply talking about innovation and the notion that all 
an organization needs is a bunch of smart employees to create 
sustainable competitive advantage. Continuously and optimally 
capturing value from innovation requires; 

 Executive commitment and alignment  
 Focused governance 
 A common vision consistently communicated 
 Robust end-to-end processes diligently followed  
 Appropriate tools and enablers 
 Inspired thinkers and implementers, both inside and 

outside the organizations 
 Success measure and rewards that matter 
 Guts; a tolerance for risk and failure and so on. 
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Methodology for Innovation Management 

The authors see Innovation Management as the process that 
encompasses the whole range of decisions, activities and 
measures in order to facilitate the transfer of an idea into the 
business value. This process can be applied for all kind of ideas, 
whether it is about a product, process or a service. The focus of 
Innovation Management here is to provide the set of measures 
and tools, which will facilitate the inventors to respond to the 
challenges in the whole Innovation Cycle and to turn their ideas 
into successful innovations on the market. 

European planning studies (2) divided innovation system into 
three main elements: The knowledge generation sub-system, 
the knowledge application sub-system and the third element is 
the linkages between these two sub-systems. 

 

The main mission of the knowledge generation system is to 
generate and transfer knowledge, such as research institutions, 
universities, technology transfer organizations. The second 
element, that is the knowledge application sub-system is related 
to the business sector where this knowledge is applied and 
exploited in order to solve everyday challenges. 

 

In addition, some of the objectives will develop the potential for 
research and knowledge capitalization, and develop the 
collaborative software platform as an efficient online tool for 
innovation management. 

 

Innovation Management Techniques 

Innovation Management Techniques (IMT) can be understood 
as the whole set of various measures and methods, whose 
application can help companies adjust more easily to the current 
market terms and requirements. The aim of the publication was 
to provide an overview of the trends and most relevant actors in 
the development and application of the methods for innovation 



Diverse Perspectives on Creativity, Innovation, Innovation Management, Strategy and 
Innovative Economy 

 

32 

 

management in knowledge-based economy. In view of this, 
Innovation Management Techniques are presented as the set of 
tools, techniques and methodologies supporting the innovation 
process in enterprises and helping them to deal with the market 
challenges in a systematic way. 

 

The following are the techniques that deal with the market 
challenges in a systematic way: 

- Knowledge Management Techniques - This is the 
process whose main objective is to generate, collect and 
exploit the knowledge inside the organization in a 
continuous and systematic manner, and in this way 
improve its creative and innovative potential as a whole. 
Innovative potential can be improved through 
knowledge audits, knowledge mapping, document 
management, intellectual property Management (IPM). 
 

- Market Intellectual Techniques – This refers to detailed 
competition research and analysis which enable the 
enterprise to collect, filter, analyze and distribute 
relevant reliable and timely information on competition 
and end users, transforming this information into 
knowledge as the ground for decision-making process. 
This technique depends majorly on information 
technologies, internet such as Technology watch, Patent 
analysis, Customer relationship, Geo-marketing or 
thematic market, Business intelligence. 
 

- Cooperative and Network Techniques - Knowledge 
based economy requires team work of people from 
different departments and organizations as well as 
connections among them, which is most often realized 
through information technologies. Some of the 
approaches to these techniques are Team building, 
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Groupware technologies, supply chain management and 
industrial clustering.  
 

- Human Resources Management Techniques – This 
technique is widely accepted as technological revolution. 
In terms of employment, training, internal 
communication, team building and employees 
productivity monitoring. The most common tools used 
for human resources management are online 
recruitment, management of employees competencies 
and skills, corporate intranet, tele-working techniques, 
E-learning, Group ware tools. 
 

- Interface Management Techniques - Decision-making 
process is based on information coming from different 
departments within the organization (marketing, R & D 
department, production, financial or human resource 
department, etc.). There are several approaches to this 
area: Concurrent engineering, R & D marketing. 
 

- Creativity Development Techniques - This is the key 
element in the innovation process. It refers to creation of 
new ideas or combination of existing ones in order to 
improve the everyday problem solving. Connecting 
elements that usually cannot be connected, 
brainstorming, lateral thinking, theory of inventive 
problem solving – TRIZ. 
 

- Process Improvement Techniques - The process of 
improvement allows the breakdown of tasks to the set of 
measures and steps in order to find the most efficient 
way to exceed the expectations and pre-defined 
requirement of the process. Some of the techniques 
include Workflow management, Business process re-
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engineering, just in time, total quality management, 
Lean process technology. 
 

- Innovative Project Management Technique - All 
innovation should be realized through projects, 
regardless of the area they are in or the size and 
structure of the organization, organization often come 
across some unexpected barriers and problems in their 
projects, risking in this way the achievement of the set 
goals. The whole processes are divided into three phases 
in order to prevent those risks. 
 

- Pre-Project Management Phase - Development project 
management phase, Post-project management phase. 
 

- Design Management Techniques – The design of new 
products goes beyond simple optimization of design or 
development process. Computer Aided Design (CAD) 
system, Rapid prototyping, Usability, Value analysis. 
 

- Business Creation Techniques – In order to develop 
successfully from the beginning, the enterprise must 
undertake certain steps: 

(a) Formulation of business idea 
(b) Development from idea to final product 
(c) Definition of market 
(d) Development of operative organization 
(e) Setting up of key expertise 
(f) Dedication of group of key people and motivation of 

each of them individually. 
(g) Building relations with users 
(h) Establishing the links with other enterprises 
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Examples of Business Creation Techniques 

Virtual incubator, Spin-off, Entrepreneurship, Business plan. 

 

Intellectual Property Aspects 

The general Intellectual Property Aspect (IPA) is concerned 
with all types of intellectual property rights and the list of steps 
and procedures that need to be followed in order to protect 
those rights. 

 

Innovation Cycle with Financial Aspects 

Innovation allows enterprises to deal more successfully with the 
market challenges, so formulation and modeling of innovative 
process significantly facilitates the way to transfer the invention 
or research results into innovation. 

Five steps to be considered by the entrepreneur to develop the 
product or service from existing research results: 

- Market research 
- Analytic design and technical feasibility 
- Detailed design and test 
- Redesign and production 
- Distribution and marketing 

 

Software Support to the Innovation Management 

The platform tends to provide the centralized and efficient 
innovation process from concept documenting, idea generation 
and management, through new product/service development 
until market success. It also supports collaboration and 
networking among participants from universities and business. 

 

Therefore, there are two applications located on the single 
platform: Idea station, Launch station. 
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In this section, some of the benefits derived from the software 
platform were highlighted: 

- Students motivated as a user 
- Business incubator will increase 
- Business entities will have access to fresh, motivated 

workforce, feedback and knowledge. 
- Faster time to market with reduced risk 
- Focused management decisions 

 

In addition, detailed definition and description of idea and 
project management workflows along with the roles and 
responsibilities assigned within each of them were spelt out. 

 

Reinvigorating the Nigerian Creative and Innovative 
Economy 

In order to enhance the economic impact of our creative and 
innovative efforts as a nation, there is much work required from 
the universities, research institutes think thanks, corporations, 
and governmental agencies. The forensic analyses as 
recommended include the following ingredients: 

(i) Supporting science, technology, engineering and 
mathematics (STEM) studies that will be essential to innovative 
thinking by encouraging quality education for all. 

(ii) Funding basic research in several areas, including health, 
climate-friendly technologies, and water.  

(iii) Supporting the needed infrastructure for economic growth. 
Public/private partnership could bring the needed capital to 
new projects and to finance and maintenance on roads, bridges 
and other elements of our transportation system. 

(iv) Government should tackle the problem of the epileptic 
power supply very seriously by committing resolutely to bring it 
to an end. 
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(v) Support for multidisciplinary fora focusing “big picture” 
ideas, open to the public and for small scale multidisciplinary 
workshops of researchers and practitioners. This will explicitly 
focus on “real world” problems (e.g. tackling skills shortages; 
creating sustainable energy options) as a problem-solving 
alternative to conferences aimed at practitioners and 
researchers in a narrow band of disciplines. 

(vi) Linked to number (i) above is the developing of reward 
systems for creative thinkers in knowledge organizations more 
generally, for example, academics research output is measured 
by the Commonwealth in the form of a narrow range of 
traditional research outputs such as rewards scheme for 
academics working in these fields.  

(vii) And finally, build on the skills and experience of the 
directors of centers for research and education in the tertiary 
sector. The best of these centers run collaborative, cross-
disciplinary, cross-institutional programs, which engage with 
industry, and create concentrations of skills on a particular issue 
or problem. These centers could be enhanced and encouraged 
in their endeavors and present a new focus for tertiary activities, 
through a new funding program, which offered them a degree of 
financial stability. The program should support a national annual 
meeting, to enable centers to learn from the practices of others. 

 

Our greatest challenge with regard to fostering innovation 
cannot be simplistically measured in terms of university degrees 
granted or patents rewarded. Rather, the national goal should be 
to use the extraordinary basic research and creativity and to 
“translate” them through appropriate development and 
commercialization. 

 

Some industry leaders should encourage the need for 
‘translational innovation.’ This type of approach enhances 
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returns on investment, boost economic growth, which leads to 
productivities.  

 

Conclusion 

This paper has focused on the ingredients of economic growth 
and perceived that innovation and creativity play crucial role in 
nation building, especially with reference to a developing nation 
like Nigeria. In the light of this perception, it then emphasizes 
the role of government in setting the targets by placing priority 
on research funding in order to actualize the potentials of the 
growth of micro, small and medium scale enterprises. The paper 
further recommends that people should be inspired to change 
their world and concludes that creativity and innovation are 
interwoven.  

 

Policy Implication for Nigeria 

To create an Innovative Economy in Nigeria the ingredients of 
creativity and innovation are basic and must be entrenched in 
the economic system. It is not enough to be creative but the 
process of ensuring that the creativity is transformed to 
innovative products is most crucial. 

 

However, for an innovative economy to be created, the nation 
must come up with innovative strategies and innovative 
management structure. All the levels of administration of the 
nation must be revisited to imbibe the innovative approach to 
bring about the required economic development. Without 
putting in the appropriate effort of consciously creating an 
innovative economy, the desired development by the nation will 
continue to be a mirage.  



INNOVATION: Taking Creativity to the Market 

 

39 
 

References 

Amabile, T. M. (1996), Creativity in Context, Westview Press, 
Boulder Co. 

AutoErkko, Evaluation of RTD in regional systems of 
innovation, European Planning Studies, Vol. 6, ISSN:0965-4313, 
1998, pages 131 – 140. 

Awodun, M. (2005), Creativity and Innovation Defined, Lagos 
Organization Review Vol. 1 No. 2  

Business Week, “Building on Idea Factory”, October 11, 2004: 
Quote from Paul Saffo, Former research director at the Institute 
for the Future. 

Dubois, D. (2004), The Role of Innovation in Economics, Moffatt 
Prize in Economics 

Gates, W. H. (1991), Business at the Speed of Thought, Warner 
Books, New York. 

Henry, J. (2001), Creativity and Perception in Management, Sage 
Publications, London. 

Henry, J. et al. (2001), Innovation, Climate and Change, Open 
University Press, Milton Keynes. 

Ijaiya, G. T. (1987), Social Science Research Reporting: A 
Manual for Beginners, Unilorin Press. 

Meredith B. (2005), Innovation: A leadership Issue 
http://www.innovationtools.com  

Petkovic, J. (2005), Thinking Virtually, submission to CHASS, 
NASS, Murdoch University. 

Sloan, P. (2003), The Leader’s Guide to Lateral Thinking Skills 
Kogan Page, London   

 

Internet Sources 

http://www.ipr.gov.ba/bs/ 

http://www.ziscg.me/index.php/en 

http://www.zis.gov.rs/home.59.html 



Diverse Perspectives on Creativity, Innovation, Innovation Management, Strategy and 
Innovative Economy 

 

40 

 

http://www.datastation.com. 

(http://www.lab.3000.com.au/) 



41 

 

CHAPTER 3 

 

 

The Ideation Process and the 
National System of Production, 

Innovation and Competence 
Building: The Aalborg Project 

Approach 
 

Otokiti, Sunday Oyewole, PhD 
Afolabi, Muftau 

Adebayo, Olugbenga Phillips 

 

 

Abstract 

This chapter explores Aalborg project approach to 
examine creativity and innovation, while describing 
creativity and innovation from the business 
perspective. Furthermore, the chapter clarifies the 
difference between innovation and creativity and 
then elaborates on the usefulness of ideation in 
bringing out new skills and ideas from the existing 
knowledge. The chapter is divided into three parts. 
First part shows the background on how the concept 
of national system of innovation has developed and 
spread through creative thinking and ideation 
process. Second part, tells the story of Aalborg 
Project as a concept developed from being rooted 
primarily in production structure towards including 
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all elements of the system that contribute to 
competence building. The third part focuses on 
discussion of the challenges involved in both 
theoretical and narrow versions of the concept, in 
movement towards the broader approach on how the 
concept could be adapted, especially by the policy 
makers. 

 

Keywords: National System of Production, Aalborg 
Project, Competence Building, Creative Thinking, 
Ideation Process. 

 

Introduction  

In a world of rapid change, the ability to generate new ideas for 
products or services is essential for any organization to maintain 
its competitive position. Moreover, different strategic goals—
such as incremental and platform innovations—require different 
types of ideas (Werner and Graham 2010). As modern 
businesses operate in a world of change, this change presents 
itself in different ways; sometimes as threats, or problems or 
challenges that create new opportunities for growth and 
expansion. This however, presents itself to entrepreneurs who 
do not only identify but has the capacity to mobilize the 
enterprise’s resources to meet those needs. To do this 
successfully, the entrepreneurs need to know where their firms 
are going and how they will get there. This in turn requires a 
clear definition of the company’s business, which will enable it 
to continually adopt operations to the realities of the market 
place, ‘the very corner stone of survival and growth’. 

 

Conceptualizing Creativity  

Creativity is a concept, which we often come across in our 
everyday conversation. We hear of creative people, admire 
creative objects of art or read creative books etc. Yet despite our 
almost innate understanding of what it means to be creative 
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there is much confusion about the nature of creativity. This 
paper describes creativity and innovation from the business 
perspective i.e. opportunity identification and how to meet 
them by creating enterprises that will provide the appropriate 
products. Creativity is the ability to create, bring into existence, 
to invent into a new form, to produce through imaginative skill, 
to make or bring into existence something new while innovation 
is adding something new or value to an existing product or 
process. This means any enterprise or business begins with 
recognition of a problem or anticipation of an opportunity, and 
then, through understanding the situation and reflecting on the 
issues, resources are combined to meet those anticipated 
opportunities. From this, emerge visible solutions or 
possibilities that are subjected to valuation, which may be 
continuous with judgment being suspended while the search 
process is prolonged in pursuit of genuine newness. 

 

What is Creative Thinking? 

Wertheimer (1959) suggested that creative thinking involved 
breaking down and restructuring our knowledge about 
something in order to gain new insights into its nature. 
Understanding our own cognitive model of reality may therefore 
be an important determinant of our ability to think creatively. 
Kelly (1955) and Rogers (1954) both supported this position by 
maintaining that we can be creative by gaining an 
understanding of how we think about a subject. 

 

Creativity is something, which occurs when we are able to 
organise our thoughts in such a way that readily leads to a 
different and even better understanding of the subject or 
situation we are considering. 

 

Maslow (1954) thought of creativity as having two levels. He 
envisaged primary creativity as the source of new discovery, real 
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novelty, or ideas, which depart from what exists at a given point 
in time. He saw secondary creativity as a characteristic 
possessed by many scientists in their collective search for 
discovery achieved by working alongside other people, 
extending the work of previous researchers, and exercising 
prudence and caution in their claims about new insights or 
ideas. 

 

 
 

Torrance (1965) defined creativity as: the process of becoming 
sensitive to problems, deficiencies, gaps in knowledge, missing 
elements, disharmonies, and so on; identifying the difficulty, 
searching for solutions, making guesses or formulating 
hypotheses about the deficiencies; testing and retesting them; 
and finally communicating the results. 

 

Innovation on the other hand is closely associated with and 
flows out of creativity. In practice, in most instances innovation 
can result from discovery or invention. Most innovations occur 
in organizations of some kind. Chesbrough (2003) stresses that 
innovation works as a value adding process leading to 
commercialisation of ideas and inventions and ultimately to a 
better business. It is a common business notion that businesses 
need to innovate or they will not be competitive. Innovation is 
the application of an invention or an idea – creativity is the 
thought process of the idea or invention, innovation is its 
implementation. Innovation can also be described as the 
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generation, acceptance and implementation of new ideas, 
processes, products or services. 

 

Acquiring Creative Problem-Solving Skills 

Research has shown continuously over the past fifty years that 
people can be taught, encouraged and coached or counselled to 
be more creative. Four basic creative strengths and skills can be 
easily taught: 

1. Fluency – ability to produce many ideas (many of which 
may be similar or have the same kind of theme). Fluency 
can be developed by holding creative thinking sessions 
at which ideas for a hundred different uses for everyday 
objects (sponge, toothpick, eraser, brick, paper-clip, etc.) 
should be generated. After reaching this number, move 
on to work-related objects. 
 

2. Flexibility – ability to produce a varied mix of ideas 
(none or few of which are similar or share the same kind 
of underlying theme). Flexibility can be improved by 
listing fifty different kinds of uses for everyday objects 
and then moving on to work on related challenges. 
 

3.  Elaboration – ability to add detail, depth, mixtures of 
viewpoints or perspectives. Elaboration can be 
developed by describing something (hobby, TV show, 
tree, cat, athletic event, etc.) in considerable detail, using 
all the physical senses. 
 

4. Originality – uniqueness, novelty, newness, creativeness 
(new) or innovativeness (improvement of existing). 
Originality can be learned by picking one common 
object and listing many new uses for it. 
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FOUR BASIC CREATIVE STRENGTHS AND SKILLS 

FLUENCY FLEXIBILITY ELABORATION ORIGINALITY 

Creative 
Thinking 
Sessions 

Variety or Mix 
of Ideas 

Ability to add 
details, depth or 
perspectives 

Uniqueness 
Novelty 
Newness 

Creative 
Ideas 

Creative Uses Creative Depth Inventive Ideas 

 

Regular practice in each of the above activities can lead to the 
acquisition of improved creative skills. 

 

Ideation  

Generating ideas is not just a chance process. Ideas appear to 
arise by chance only when people are actually looking for them. 
It does not happen to people who are not curious or enquiring 
or who are not engaged in a hard search for opportunities, 
possibilities, new answers or inventions. Ideas are mental 
phenomena, which somehow drift into the mind, wander 
through and often vanish into obscurity, never to be recalled 
again if it is not consciously noted. Making notes on ideas as 
they arise is extremely important. Thus, Johnson (2005) viewed 
ideation as a creative process of generating, developing, and 
communicating new ideas.  

 

What is Ideating? 

Ideate is the mode of one’s design process, which aims at 
generating radical alternatives. Mentally it represents a process 
of “going wide” in terms of concepts and outcomes—it is a 
mode of “flaring” rather than “focus”. The goal of ideation is to 
explore a wide solution space – both a large quantity of ideas 
and diversity among those ideas. From this vast depository of 
ideas, you can build prototypes to test with users (Chesbrough, 
2003). 
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Why ideate? 

You ideate in order to transit from identifying problems into 
exploring solutions for your users. Various forms of ideation are 
leveraged to: 

 Step beyond obvious solutions and thus increase the 
innovation potential of your solution set 

 Harness the collective perspectives and strengths of a team. 
 Uncover unexpected areas of exploration. 

 Create fluency (volume) and flexibility (variety) in your 
innovation options 

 Get obvious solutions out of your heads, and drive your 
team beyond them. 

  

Other important reasons for ideation are: 

 To create business value. This can be a reduction in cost, a 
new product, an improvement to an existing product, or a 
new service 

 To generate as many ideas as possible in as condensed a 
timeframe as possible 

 Companies want to believe that generating and leveraging 
the ideas of their workers is one of their core competencies 
and leads to a competitive advantage  

 To discover important new products or features 

 To add efficiency to a process  

 To develop open communication through the process of 
discussion 

 To leverage the collective brainpower of the entire 
organization 

 People involved develop a sense of purpose and value to the 
company 

 

In a more elaborate way, ideation can be viewed as follows: 
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Fleming discovered the effects of penicillin quite by accident – 
it was blown in from an open window and killed bacteria in a 
saucer which contained a strain he was investigating, while 
searching for a way to hear the sounds of the heart.  

Laennec found his answer when he noticed two boys playing in 
an unusual way with a see-saw. The one was hitting one end of 
the wooden see-saw with a stone while the other listened with 
his ear pressed close to the other end. The idea of the 
stethoscope leaped to Laennec’s mind.  

Westinghouse discovered the idea of the air-brake when he 
casually read in a journal that compressed air power was being 
used by Swiss engineers in tunnel building.  

Kekule gained his clue to the nature of the benzene ring from 
his dream of a snake swallowing its own tail.  

Rutherford used the solar system to understand the structure of 
the atom. He viewed the electrons as revolving around the 
nucleus in the same way that the planets revolve around the 
sun.  

 

The Ideation Process 

West (2013) describes ideation as a funnel. In this funnel, 
Insights, views, opinions, data, trends, and knowledge, are 
captured at the top. Ideation is not about defining solutions – 
ideation is about thinking and learning. Ideation is not about 
brilliant strategies – ideation is about exploration and direction 
setting. Ideation is not about creating advertising tag lines or 
flashy marketing – ideation is about understanding customer 
experiences and how to make them better. 

 

Kyung-Hee (2012) asserts that the creative function of 
individual depends on the thinking ability of such an individual. 
Creative thinking is all about divergent thinking, convergent 
thinking and emergent thinking. The Divergent thinking 
involves generating many, flexible and original ideas 
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spontaneously. Convergent thinking involves valuating the ideas 
and selecting the best idea while emergent thinking relates to 
abstracting, integrating and refining the ideas. He Kyung-Hew 
(2012) represents creative process with the model below 

 

Figure: 1 Steps in the Creative Process 

 
 

The Preparation: Here, all parts of the problems are thoroughly 
investigated. This includes consciously gathering and examining 
information, defining the problem, and generating alternative 
ideas for addressing the problem. 

The concentration: The energy and resources of the person (or 
of the organization) are focused on solving the problem. The 
individual, in essence, concentrates his or her efforts on the 
problem or situation. There is a choice to engage with the 
process and a commitment to find a solution.  

The incubation: Here is a largely unconscious phase of the 
creative process. It is, in essence, the “black box” of creativity. 
There is internalization and subconscious ordering and 
reordering of information gathered in the preparation stage.  

The Illumination: Is the “Eureka!” of the creative process. This 
is the moment of insight or discovery when the answer simply 
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seems to arrive in the person’s conscious mind from his or her 
subconscious mind. It has been called an epiphany, a revelation, 
or a brainstorm - a sudden realization of something new or 
novel. 

The final stage verification: this involves testing and verifying 
the idea or insight as viable. In other words, the creative 
solution is evaluated against some standard of appropriateness 
or acceptability, and the creator seeks corroboration and 
acceptance of the idea. 

 

Typical Application of Creative Thinking 

Problems that require creative thinking are ‘open-ended’ 
problems: that is, problems for which there is more than one 
solution. Executives have to make decisions, which require 
creative problem solving in planning, organising, leading and 
controlling their organizations 

 Planning: This involves determining the mission of the 
organization; determining the organizational objectives; 
identifying strengths; weaknesses; opportunities and 
threats; adjusting the organization behaviour and strategies 
to competitors’ strategies, deciding how to implement 
competitive strategies. 
 

 Organising is deciding what jobs need to be done within an 
organisational unit, deciding how various jobs within an 
organisational unit can be grouped together, etc., deciding 
how much authority should be delegated to various 
organizational positions, determining how best to train 
people for their jobs. 
 

 Leading is finding ways of increasing productivity in the 
workplace. 
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 Controlling is deciding what systems of control are needed, 
setting standards, identifying why standards/objectives have 
not been achieved. Others are: 

 How to make more effective use of a manager’s time. 
 How to improve a product’s appeal to customers. 
 How to improve motivation amongst staff. 
 How to appeal to customers’ wants and needs. 
 How to cut costs through more efficient/effective 

production methods. 
 How to identify new and profitable product-market 

opportunities. 
 How to get skilled and experienced staff to stay with the 

company without paying them excessively high salaries. 
 

Qualities of a Creative Person 

Golder (2009) describes creativity as a quality that exhibits 
itself in the way in which people conduct their lives. 
Therefore, people who exhibit creative behaviour would 
have the following qualities:  

 challenge the status quo 
 confront assumptions 
 exhibit curiosity 
 like to investigate new possibilities 
 tend to take the initiative in most matters 
 are highly imaginative 
 are future-orientated 
 tend to think visually 
 see possibilities within the seemingly impossible 
 are not afraid of taking risks 
 are prepared to make mistakes 
 are adaptable to different work environments 
 are adaptable to changing circumstances 
 see relationships between seemingly disconnected elements 
 are able to cope with paradoxes 
 look beyond the first ‘right idea’ 
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 distil unusual ideas down to their underlying principles are 
able to spot underlying patterns in events 
 

Contributions of Aalborg Version 

 Interpretation of innovation as new combination  
 It brings together two contradictory but important aspect of 

innovation.  
 Continuity and radical change  

It is the combination of four elements  

i. The neo-Schumpeterian reinterpretation of national 
production system.  

ii. Empirical work based on the home marketing theory of 
international trade.  

iii. The micro-economic approach to innovation  

iv. The role of institutions on shaping innovative activities.  
 
Six Lessons from the Disko Study  

Disko study was a large-scale project on the Danish system of 
innovation in a comparative perspective, mainly carried out in 
1996-1999. Apart from a large number of reports in Danish 
language, there are also an increasing number of English papers 
based in the project’s unique data base. A general account for 
the results is found in Lundvall (2001).  

1. On the compatibility of equality and growth  
2. On the compatibility of flexibility and security in the labour 
market  
3. On the importance of innovation in low technology sectors 
4. People and career patterns for the formation of networks  
5. What matters most is learning to learn and learning 
organizations  
6. Social capital matters for growth and the need for a new deal 
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Challenges for the Concept  

1. Need for clarification and deepening for the concept of 
national innovation system. 
The new combination in the Aalborg concept of national 
innovation systems is obviously developed in the style by 
Nelson and Winter (1982, pp. 45-48)  
 

2. Innovation systems in the learning economy. In a series of 
papers, the researchers have argued that the last decades 
have been characterised by a new context that we call the 
learning economy (Lundvall & Johnson, 1994; Archibugi & 
Lundvall, 2001).  
 

3. Need to broaden the analysis of economic development and 
to study how knowledge of production can affect social and 
ecological sustainability. There are different 
conceptualizations of innovation system that when explicitly 
focusing on the south to broad approach applied in their 
Disko project is to be preferred (Lundvall, 2001).  
 

4. How to apply the concept to innovate policy and to policy 
co-ordination. Policies aiming at promoting industrial 
development through innovation will often tend to follow 
specific trajectories and often they will be more successful 
in reinforcing the system where it is already strong. This 
was the conclusion of the researchers in Edquist and 
Lundvall (1993).  

 

Conclusion 

This chapter concludes that in modern business world, highly 
productive business is geared by creative thinking. As stated 
earlier that society faced many challenges that hindered growth 
and development. In order to solve those problems, people 
think differently and proffer different ways of confronting the 
problems. The essence is to come up with many different ideas, 
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some of which are quite unconventional and often unique. The 
only way to stay creative is to organize time, space, and activity 
to one’s advantage. It means developing schedules to protect 
our time and avoid distraction, arranging our immediate 
surroundings to increase concentration, cutting out meaningless 
chores that soak up psychic energy, and devoting the energy 
thus saved to what we really care for.  

 

Policy Implications for Nigeria 

For businesses in Nigeria to be competitive, they have to be 
conscious of the dynamic nature of the business environment 
and be most innovative to keep up with the threats, problems or 
challenges of the economy. Most times these challenges create 
new opportunities for growth and expansion and it is only 
organizations that have in-built structure to identify and convert 
these opportunities that stay afloat. The Natural System of 
Production in Nigeria is dysfunctional and can only be of 
advantage to organizations that understands it. 

 

Lessons from the DISKO study can be of inmense benefit to 
Nigeria in developing a national innovation system in line with 
the conclusions of the Aalborg Project.  
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Abstract 

This chapter looks at the construct of innovation, the 
adoption of innovation, the research findings on the 
influence of national culture and the implications of 
such findings to innovators. The various works of 
research have successfully provided evidence for the 
fact that truly, national cultures do influence adoption of 
innovation. Research should however go beyond simply 
whether or not there is a difference. Now that 
innovators are aware about the difference, does this 
simply imply folding our arms and having different 
expectations for different countries? This article 
attempts to take findings further to deducing 
implications from findings for innovations.  

 

Keywords: National Culture, Construct of Innovation 
Adoption, Innovation Diffusion, International Innovators 
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Introduction  

As the world continues to become increasingly globalized with 
blurring borders and widening markets, the spotlight on 
international activities and comparisons are becoming 
increasingly brighter. This is what has led to works on national 
cultures (Bird & Fang, 2009; Chevrier, 2009), on adoption of 
innovation across borders (Banytė & Salickaitė 2008) and the 
link between the two (Capece et al., 2013; Lim & Park 2013; 
Nistor et al., 2013).  

 

Several factors have been found to vary adoption decision from 
one person to another including demographics, socioeconomics, 
psychographics, technology, government policy, social factors, 
and culture (Eseonu & Egbue, 2014; Kalliny & Hausman, 2007). 
Despite the argument of some authors that increasing 
globalization of technology, labor, tourism, and mobility, trends 
are leading to homogeneity and the formation of a dominant 
global consumer culture (Holt et al., 2004; Maynard & Tian, 
2004) or others about a mix of global and local consumer 
culture, “globalization” (Ritzer, 2004). However, some studies 
still support the fact that localization still has a strong root. In 
analysis of localization, national culture is typically the first 
culprit. Such believers have been studied and we found 
evidence to support the influence of culture on the adoption of 
innovation (Lim & Park, 2013).  

 

Innovation  

Innovation is a process that transforms creative ideas into 
products and/or services of value that satisfy a need (Rigie & 
Harmeyer, 2009). According to Amabile (1988), innovation is 
defined as “the introduction and application, within a group, 
organization, or wider society, of processes, products, or 
procedures new to the relevant unit of adoption and intended to 
benefit those implementing them”. Ghoshal and Bartlett (1987) 
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classified innovation into two categories. For example, they 
viewed innovation as the final product and as a process that 
leads to the creation of a product. However, there can be no 
innovation without creativity. Creativity is a mental and 
individual phenomenon that involves the ability to come up 
with novel ideas as argued by Rigie and Harmeyer (2009). It is 
creative ideas that nourish the innovation pipeline so they may 
be developed and implemented. Nevertheless, McLean (2005) 
posited that without creativity, innovation cannot occur. In 
essence, innovation is the acceptance and implementation of 
new ideas, processes, products, or services. This process can 
take place in many different domains; it can be technical, or 
organizational (e.g., process improvements) or even social (e.g., 
quality circles) (Kanter, 1983). Innovation operates much more 
at the group and organizational levels. The focus is more on 
interrelationships, interactions, and dynamics among actors and 
components of the organization and its environment (McLean, 
2005). However, Link (2013) perceived innovation as the 
sequential process of (1) identifying problems, needs, or 
opportunities; (2) generating ideas to address selected problems, 
needs, or opportunities; (3) moving the best ideas to completion; 
and (4) generating value from those ideas.  

 

Adoption of Innovation  

Many studies have looked at adoption and diffusion on 
innovation, though mostly on the categories of adopters (Banytė 
& Salickaitė, 2008). The Everett M. Rogers’ model of Diffusion 
of Innovation categorizes adopters vis-a-vis the life cycle of a 
product. He categorized the first 2.5% who are not afraid of 
trying new things and would adopt innovation at the 
introductory stage to be Innovators. 13.5%, who are more 
careful and opinion leaders who would adopt at the growth 
stage of a product are Early Adopters. At the maturity stage of 
the product life cycle, Early Majority of 34% will buy the 
product when it has become socially acceptable and a second 
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34% who make up the Late Majority who even more cautious 
would adopt. This leaves 16% Laggards who would adopt when 
the product has hit decline stage.  

 

 
 

Model of Diffusion of Innovation 

 

There is also another dimension to the adoption of innovation, 
which has to do with the actual stages gone through to adopt or 
reject. This model was propounded by Rogers (1995; 2003). 
Fewer studies (such as Schiffman et al., 2004; Banytė & 
Salickaitė, 2008) have adopted this model in research. This 
model is of importance to innovators as it gives an insight to the 
roles of players in adoption. This work joins the few, which 
recognizes and focuses on the stages of innovation adoption. 

i. Knowledge/Awareness: This is the first stage of 
innovation adoption. It is described by Roger as 
‘cognitive centered’ (Thompson et al., 2007: 15). It is the 
stage where the potential adopter first becomes aware of 
the existence of innovation. At this stage, he begins to 
acquire information about the use and functions of the 
innovation (see also, Papazafeiropoulou and Gandecha, 
2007).  
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ii. Interest/Persuasion: This is the stage where the 
individual begins to take interest and seek for additional 
information about the innovation used to form an 
opinion. Rogers describes this stage as ‘feeling centered’ 
(Thompson et al., 2007: 15). At this stage, available 
information through communication channels influences 
the opinions of individuals, thus persuading or 
discouraging them.  

 
iii. Evaluation/Decision: Having acquired information 

about innovation, the individual begins to weigh the 
advantages and disadvantages of the innovation to form a 
decision as to whether or not to adopt or reject the 
innovation. At this stage, the mere usefulness of 
innovation may not be enough; it is about usefulness of 
the innovation to the individual’s own situation that is 
being evaluated.  

 
iv. Trial/Implementation: This is the stage where decision 

made in III above is implemented. The actual 
functioning and features of the product are important 
here (Alhuadaity & Kitchen, 2009). The trial of 
innovation here does not mean adoption of innovation; in 
fact, it is to further clear uncertainties about whether or 
not to be a continuous user of innovation.  

 
v. Adoption or Rejection/Confirmation: Following the 

trial of the product, the individual is more informed 
about innovation. They may seek more information to 
reiterate their decision. As such, supportive feedback 
from social systems and communication channels can 
contribute to the maintenance or change of decision. 
Continual adoption or rejection of innovation occurs at 
this stage.  
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Model of Stages of Adoption of Innovation 

 

Cultural Influence  

Culture has been well researched by many scholars see for 
example, (Capece et al., 2013; Van Everdingen & Waarts, 2003; 
Lim & Park, 2013; Moghadam & Assar, 2008; Nistor et al., 2013; 
Van Everdingen & Waarts, 2003). However, Steers et al. (2008) 
have looked at culture more general and systematically using 
comparative cultural analysis, Trompenaars, and/or the 
GLOBE. Since this article is reporting based on the findings of 
such research, the most frequently used, Hofstede is employed 
to explain the found differences on national cultures and the 
resultant differences in adoption/diffusion of innovation. 
Hofstede’s dimensions of national culture include 
Individualism/collectivism, Power Distance, Uncertainty 
Avoidance, Masculinity/Femininity and Long Term Orientation.  

 

Individualism/Collectivism and Innovation Adoption: A 
national culture characterized with high individualism implies 
greater concern for self and preference for independence and 
freedom while a collectivist culture is characterized by greater 
desire to conform to group norms (Mead & Andrews, 2009; Van 
Everdingen & Waarts, 2003). The research conducted by Nistor 
et al. (2013), Moghadam and Assar (2008), as well as Van 
Everdingen and Waarts (2003) have found supporting evidence 
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that cultures that are high in individualism have higher 
propensity to adopt innovations.  

 

Power Distance: This cultural dimension was described by 
Hofstede as how inequality is expected and accepted in the 
society (Mead & Andrews, 2009). This cultural dimension does 
not intend to mean that there is no existence of inequality in 
some societies, it is however about whether such inequality 
needs to be justified. This is illustrated in Gomez and Sanchez’s 
statement that “the notion that all men are created equal is 
almost an insult” (2005: 67). The expected influence of a culture 
with high power distance with adoption of innovation is that 
high power distance would mean decisions on what to do and 
what to purchase are expected to be taken by superiors. The 
findings of Nistor et al. (2013), Moghadam and Assar (2008), 
Singh (2005), and Van Everdingen and Waarts (2003) are in line 
with expectations that the higher the power distance, the lower 
the propensity to adopt innovation. 

 

Uncertainty Avoidance: This dimension is explained by 
Hofstede as tolerance of ambiguity and risk/uncertainty (Mead 
& Andrews, 2009). The expectation here would then be that 
cultures that are risk averse and as such high in uncertainty 
avoidance will tend not to adopt product until proven. In fact, 
Van Everdingen and Waarts (2003) posit that high uncertainty 
avoidance is characterized by resistance to innovations. Their 
research, Lim and Park (2013)’s, Nistor et al. (2013), Moghadam 
and Assar (2008) as well as that of Singh (2005) all support this 
expectation that the higher the uncertainty, the lower the 
adoption with their findings.  

 

Masculinity/ Femininity: This dimension has to do not literally 
with gender or roles, rather about associated characteristics. 
Feminine cultures are associated with cooperation, equality, 
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nurture, value for relationships, quality of life, etc. and 
masculine cultures with competition, aggressiveness, ambition, 
material values over relationships, high need for achievement, 
and success performance (Mead & Andrews, 2009; Van 
Everdingen & Waarts, 2003). The expectation is that cultures 
who are more masculine and have high desire for performance 
and achievement will be more likely to adopt innovation. 
Research evidence has however disproven this, with Nistor et 
al. (2013), Singh (2005) and Van Everdingen and Waarts (2003) 
providing evidence that feminine cultures are rather more likely 
to adopt innovation.  

 

Implications for Innovators  

This section seeks to bring out a host of important takeaways 
from findings across research on the influence of national 
culture on the adoption of innovation.  

 

- Innovators should endeavor to use opinion leaders more 
especially for societies with high power distance who is 
expecting to be told what products to purchase for. This 
may also be applicable to collectivist cultures that are more 
likely to be responsive to the endorsement of the group.  
 

- In societies with high uncertainty avoidance, theoretical 
underpinnings have laid emphasis on the need for the 
innovation to have been proven. The implication for 
innovators implies first that innovators could use 
demonstrations and success stories from trusted people, and 
to ensure there are available trial methods, which would 
enable consumers to test and prove the innovation 
themselves.  
 

- While research has shown positive correlation between 
individualism and correlation, this should not be perceived 
as indication that more collective cultures will not adopt 
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innovation. Van Everdingen and Waarts (2003) found the 
influence of individualism on adoption to be more at the 
early stage and diminishing at the latter stage of introducing 
innovation. Thus, Roger’s categories of adopters can come 
to play here, implying that Individualistic cultures may 
contain more of Innovators and Early Adopters. Thus, 
masculine cultures get aboard with innovation more at the 
maturity stage. This may be explained by their need to act 
in agreement with the group; it might take a group longer to 
decide, agree or accept innovation than it would an 
individual. The implication here is that innovators should 
recognize the need to emphasize communication to 
different target segments at different stages of adoption.   
 

- There is a possibility of some cultures not being in 
agreement with the theoretically expected cultural impact 
on innovation adoption. This is where the caveat that some 
cultural works are opinion based rather than fact. For 
instance, on the dimension of masculinity, theoretical 
expectation depicted in the works of authors such as 
Eseonu and Egbue (2014) high masculine is expected to 
result in increased adoption of innovation whereas research 
such as that of Nistor et al. (2013) and Van Everdingen and 
Waarts (2003) has proven the opposite to be the case. Thus, 
the managerial implication of this is for innovators to 
research specific cultures and work with evidence rather 
than theoretical underpinnings or opinions.  
 

- Researchers have sought to find explanation to the above 
discrepancy/contradiction between theoretical expectation 
and research finding of the masculinity index. One of the 
most found is offered by Van Everdingen and Waarts (2003) 
who posit that the particular innovation their research was 
studying (technology) fosters integration, sharing of 
information, collaboration, etc. which are typically feminine 
characteristics. Implying, the feminine nature of innovation 
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made it less adopted by masculine cultures. The validity of 
this explanation has to be taken with caution considering 
other research also had the same finding. It is however 
noteworthy that the other supporting research was also on 
technological innovation. The implication here is that 
innovators need to assess the possibility of the nature of 
innovation itself being an influential factor regardless of 
culture. This is where characteristics of innovation such as 
compatibility, complexity, perceived usefulness, perceived 
ease of use, etc. come to play. Innovators should thus learn 
to emphasize and communicate these in manners that are 
consistent with the underlying culture of the environment.  
 

- Managers of innovators should also identify that 
understanding of the influence of culture should not be 
taken purely from the scores on cultural dimensions. There 
is a possibility of the effects of a cultural dimension being 
non-impactful as a result of another dimension which is 
stronger, and superseding. An illustration of this is from 
Lim and Park (2013)’s research findings. While they found 
innate innovativeness within an individual to mean higher 
propensity to adopt in US, this was not the case in Korea. 
This could however be as a result of really high uncertainty 
avoidance in their culture which seems to cause a resistance 
to change and adoption of innovation, regardless of their 
scores on other dimensions (Lim & Park, 2013).  

 

Conclusion  

This paper concludes that there is an evidence to support the 
influence of national culture on the adoption of innovation, as 
demonstrated by many scholars for examples, (Moghadam & 
Assar, 2008; Nistor et al., 2013; Van Everdingen & Waarts, 
2003). Those studies show implications more than differences 
that is of importance to innovators marketing across national 
boundaries. This article only highlights some of such 
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implications, which should not be overlooked. National culture 
does influence adoption of innovation but it is not all-explaining 
when it comes to variations in rate of adoption. Some other 
possible factors are demographics, psychographics, gender, legal 
and political frameworks, etc. In addition, culture across 
national boundaries is not the only unit of analysis. In fact, 
assuming homogeneity of culture within national boundary is 
one of the criticisms of cultural dimensions propounded by 
Hofstede, Trompenaars, The GLOBE, etc. Another possible 
unit of analysis is level of economic development.  

 

Policy Implication for Nigeria 

It is obvious from the above submissions that culture, 
particularly national culture play a significant role in the level, 
stage and rate of adoption of Innovation in a country. The way of 
life of a people, affects their way of thinking or vice versa and 
this affects the extent to which the same people identify 
problems, needs and opportunities. The attitude of majority of 
Nigerians is that of analyzing and emphasizing on problems and 
needs without being able to see the opportunities in these 
problems and needs. This attitude has become a way of life for 
many of the people of Nigeria thus limiting and affecting 
seriously the capacity for innovation adoption. It is therefore not 
surprising that many lack the capacity to generate ideas to 
address identified problems and needs or opportunities. Where 
some are able to do so, they are limited in capacity to move the 
ideas to completion due to several other factors. It is therefore 
not also a surprise that many of those that are innovative found 
it difficult to generate values from their innovative ideas, all 
because of the limiting national culture of pessimism. 

 

It is not out of place to therefore suggest a cultural re-
orientation in the true sense that will affect all the fabrics of our 
national being. A conscious national re-orientation that will 
instill the appropriate cultural values for innovation adoption 
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should start from the very beginning of our educational system 
to bring about an innovative Nigeria.   
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Abstract 

In this chapter, the authors examine the tenants of 
knowledge management and its importance to 
innovation. They then used Innovation Capability 
Maturity Model (ICMM) to distinguish between two 
views of knowledge management. One approach focuses 
on knowledge resources to facilitate access and the 
reuse of existing explicit knowledge by using 
information technology tools almost exclusively. The 
other approach is to treat knowledge management as a 
multidisciplinary subject that focuses on the context and 
environment for knowledge acquisition. Descriptive 
and practical approaches were used to explain creative 
knowledge, especially in order to understand their 
underlying logic and practical implications. The chapter 
focuses on innovation capability maturity and suggests 
that it is a way to generate innovative outputs. The 
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chapter further sheds light on the relevance of patents 
in innovation and creativity world, submitting that 
without adequate protection of inventions and 
innovations, creativity will be meaningless.  

 

Keywords: Innovation, Innovation Capability Maturity, 
Patent Right, Knowledge Management, Knowledge 
Acquisition 

 

Introduction 

The relevance of patents to innovation and creativity, the world 
over, can never be overemphasized. This is because without 
adequate protection of inventions and innovations, creativity is 
discouraged. A number of studies have been carried out on the 
role innovation plays on growth, unemployment, trade and so 
on. But not much has been focused on the role patents play in 
innovation and creativity. This chapter is therefore devoted to 
this all important aspect of innovation that is often neglected. 

 

Theoretical Framework 

This framework demonstrates how invention of new ideas can 
be protected legally and effectively in a particular industry. This 
leads to Arrow’s disclosure paradox, which implies that 
information that is not afforded legal protection cannot be 
bought or sold on the market. Only legally protected inventions, 
that is patented inventions, may be traded; pre-patent stages of 
the innovation process may not. Consequently, by force of law, 
rather than by the guidance of economic principle, pre-patent 
innovation must be carried out within the boundaries of a single 
firm. 

 

Neoclassical studies of growth have focused on the role of 
capital and labor in stimulating economic development, as 
posited by Solow (1956). Recently, it has become increasingly 
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recognized that entrepreneurship is a key driver of economic 
growth, as argued by (Acs et al., 2008; Audretsch et al., 1996; 
Baumol, 1990; McMullen, 2011; Thirik et al., 2008). For this 
reason, government bodies around the world have sought ways 
to stimulate growth through entrepreneurship, including access 
to entrepreneurial finance (Bonini et al., 2012; Wang & Wang, 
2012) and appropriate governance and legal protections for 
contracts, shareholders and creditors (Acemoglu & Johnson, 
2005; Fan & White, 2003; Klapper et al., 2006; Armour & 
Cumming, 2006). For instance, many government bodies 
around the world have implemented direct investment 
programs to finance entrepreneurs through incubation centers 
and government venture capital funds (Cumming & Fischer, 
2012). Governments have likewise implemented tax policies to 
stimulate entrepreneurial activity (World Bank, 2004). Prior 
work is highly consistent with the view that these policies are 
important for stimulating entrepreneurship (Keuschnigg & 
Nielsen, 2003). 

 

Knowledge Management Framework 

Innovation in the business world is a paramount technique that 
distinctively prejudices a business organization among several 
competitors within the industrial environment, which ensures 
survival and achievement of goals for an organization. Several 
authors are of the opinion that enterprises must be able to 
innovate, and do so constantly and sustainably, if they are to 
function competitively (Cavusgil, Calantone & Zhao 2003; 
Moore 2005; Paap & Katz 2007).  

 

There are three types of innovation, which are: Product 
innovation, Process innovation and Strategy innovation. Neely, 
Filippini, Forza, Vinelli and Hii (2001) explained that product 
innovation involves developing and commercializing new 
tangible products or services. Then process innovation involves 
introducing new, or improving current, manufacturing, 
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distribution and service processes. In addition, this involves 
procedure or action that enterprises introduce to transform 
resources associated with them. Whilst strategy innovation is an 
organization’s, process of reinventing or redesigning its 
corporate strategy to drive business growth, generate value for 
the company and its customers, and create competitive 
advantage. Organization needs this type of innovation to adapt 
to the change in technology.  

 

 
THREE TYPES OF INNOVATION 

 

Du Preez, Schutte, Essmann, Louw and Marais (2009) also 
opined that with product innovation, all parties involved (the 
enterprises and their customers) would add and gain value from 
the transaction. 

 

Baker (2002) highlights a third type of innovation: strategy 
innovation. He argues that product and process innovation 
alone are no longer adequate, necessitating the introduction of 
strategy innovation to provide further support. This type of 
innovation emphasizes the importance of long-term views of the 
contributions of innovation to the competitiveness and success 
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of enterprises. Hamel (2000) confirms this, referring to strategy 
innovation as business concept innovation (BCI). Innovation 
makes it necessary to execute processes. One may show these 
processes as a life cycle of phases. Du Preez et al. (2009) 
describe a basic and generic representation of the innovation 
lifecycle that comprises the phases that follow: invention, 
feasibility, implementation, operation and disposal. There are no 
known formal guidelines for using knowledge management to 
grow innovation capability maturity: 

 

Review of Empirical Literatures 

New ventures are formed to capitalize on real or perceived 
entrepreneurial opportunities resulting from shortfalls in 
product or service offerings by existing organizations. 
Entrepreneurs nonetheless, face well-known challenges when 
securing the financial, organizational and managerial resources 
required for growth and survival (Stinchcombe, 1965). The 
traditional justification for the patent system is the quid pro quo 
system of exchanging a temporary monopoly (patent rights) for 
invention disclosure (with a significant number of details and 
diagrams in the patent application). The hope is that a “building 
on the shoulders of giants” phenomenon of cumulative 
invention in society will be fostered because of enhanced 
financial incentives to disclose inventions rather than keeping 
them secret. In essence, patent applications represent attempts 
to secure market advantage through distinctive product/service 
offerings, cost advantages via proprietary process technologies, 
or revenues through patent licensing activities. The property 
rights afforded by patents also can confer transactional value to 
entrepreneurs and their investors.  

 

Recently, studies suggest that the legal rights afforded by 
patents allow demanders of external resources a way to 
circumvent Arrow’s disclosure problem. Arora, Fosfuri and 
Gambardella (2001) show, for example, that the ownership of 
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patents facilitates the exchange of know-how and trade secrets 
that generally are more difficult to protect. Gans, Hsu and Stern 
(2002) similarly report that patents facilitate cooperative 
arrangements between new ventures and established firms. 
Finally, the property rights afforded by patents can confer 
additional value to entrepreneurs and their investors either 
through the sale of rights to third parties or through improved 
bargaining positions in negotiations with other patent owners 
(Cohen, Nelson & Walsh, 2000; Ziedonis, 2004). The study of 
Hsu and Ziedonis (2007) provides new evidence that patenting 
can positively affect investors’ perceptions of start-up quality 
across multiple stages of the entrepreneurial life cycle. 
Furthermore, that the effect of patenting on start-up valuation is 
more pronounced in earlier financing rounds. This is consistent 
with the view that patents provide a vehicle for overcoming 
early-stage disclosure issues in the market for new ideas, a 
finding consistent with Arrow (1962); Arora et al (2001). 

 

Gabrielssonetal (2012) reported that the likelihood that patent 
holders commercialize innovations through such 
entrepreneurial mode is influenced by opportunity novelty and 
the perceived entrepreneurial ability of the individual. A unique 
database consisting of over 800 private individuals who have 
obtained decision rights over a new technology in Sweden is 
used to analyze how opportunity and individual level 
characteristics are related to the likelihood that patented 
inventions are commercialized in a new and existing small firm. 
Their finding showed that the likelihood that patent holders 
commercialize invention is dependent on entrepreneurial 
ability.  

 

In view of this review, two major conclusions can be drawn. 
One, that patents are key to the development of innovation and 
creativity. Two, the property rights afforded by patents can 
confer additional value to entrepreneurs and their investors 
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either through the sale of rights to third parties or through 
improved bargaining positions in negotiations with other patent 
owners. Therefore, it is recommended that patent laws be 
enhanced as another means of spurring innovation and 
creativity. 

 

Concept of Innovation Capability Maturity Models  

Innovation capability is the way enterprises can generate 
innovative outputs. Essmann (2009) points out that enterprise 
must assess and improve their innovative capability to sustain, 
repeat and accelerate innovative initiatives.  

 

A descriptive and practical approach to the processes of creating 
knowledge, especially in order to understand their underlying 
logic and practical implications, is to see knowledge creation as 
having an input and output perspective as well as an operational 
task associated with it (Armistead, 1999; Back, Von Krogh, 
Seufert & Enkel, 2005). On this note, Essmann (2009) therefore, 
developed a model that describes a path for improving 
innovation capability maturity for competitively orientated 
enterprises. He did this using thorough academic research and 
practical case studies into the generic and fundamental 
requirements for organizational innovation capability. He then 
consolidated these generic and fundamental requirements for 
organizational innovation capability into his Innovation 
Capability Maturity Model (ICMM). 

 

A description of the respective generic innovation capability 
maturity levels (with implied intermediate levels between level 
1 and level 3 and between level 3 and level 5), as the ICMM 
specifies, follows. Examples of the innovation capability 
requirements include:  
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• Maturity level 1 - Ad hoc and limited: The innovation-related 
practices and procedures are impromptu and limited in their 
ability to meet the requirements for consistent innovation.  

• Maturity level 3 - Formalization and predictability: 
Enterprises have identified and deployed innovation-related 
best practices and procedures. This enables them to fulfill the 
requirements for innovation consistently. This does not imply 
that they must deploy rigid and stifling structures with which 
they must comply. Instead, they must use a proactive and 
planned approach to innovating.  

• Maturity level 5 - Integration, synergy and autonomy: Once 
enterprises have achieved formalization, institutionalizing the 
practices follows – in other words, when activities become 
natural behavior. This enables individual autonomy and 
releasing resources to concentrate on achieving alignment 
and synergy within and between innovation initiatives and 
with operational activities.  

 

Role of knowledge management in enabling growth in 
innovation capability maturity 

Gray (2000) states that knowledge management is best 
understood as the management practices associated with 
knowledge. Small and Sage (2005/2006) distinguish between 
two views of knowledge management. One approach focuses on 
knowledge resources to facilitate access and the reuse of 
existing explicit knowledge by using almost only information 
technology tools. The other approach is to treat knowledge 
management as a multidisciplinary subject that focuses on ‘the 
context and environment for knowledge acquisition, 
representation, transformation, sharing, and use’ (Small and 
Sage 2005/2006) using behavioral as well as technology 
management. Du Plessis (2007) argues that knowledge 
management must align with business strategies to improve 
enterprises’ capability, tempo and effectiveness to deliver 
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products or services through the planned and structured 
management of the ‘creation, sharing, harvesting and leveraging 
of knowledge as an organizational asset’ (Du Plessis, 2007).  

Davenport and Prusak (2000) point to the benefits of 
establishing knowledge cultures. They include better corporate 
alignment and unity, improved innovation through sharing, 
higher staff morale, increased responsiveness, decreased cycle 
times, reduced costs and increases in customer satisfaction. 
Successful knowledge management stimulates the development 
of creative skills, increases individual commitment, supports 
employees to outline task objectives systematically in networks 
that enable them to share knowledge with others and helps 
employees to determine their resource requirements. 

 

Lin (2007) examined the influence of individual factors 
(enjoyment in helping others and knowledge self-efficacy), 
organizational factors (top support from managers and 
organizational rewards) and technology factors (information and 
communication technology use) on knowledge sharing processes 
and whether a presence of more of these factors leads to 
superior organizational innovation capability. This gap in the 
literature provides the platform for the work this article 
presents. However, the question of what this implies from a 
practical point of view remains.  

 

Nonaka’s theory of knowledge creation has ‘achieved 
paradigmatic status since the mid-1990 and is highly respected’ 
(Gourlay, 2006). Choo and Bontis (2002) described it as ‘one of 
the best known and most influential models in the knowledge 
strategy literature’. They stated that Nonaka’s knowledge 
creation model ‘provides the intellectual scaffolding for a 
growing number of empirical and theoretical studies in strategic 
knowledge management’.  
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Nonaka’s well-known socialization, externalization, combination 
and internalization (SECI) model describes how enterprises 
create knowledge through interactions between explicit and 
tacit knowledge. Explicit and tacit knowledge grow in both 
quality and quantity during the process of converting 
knowledge 

 

Conclusion 

It will be appropriate to conclude this study by reemphasizing 
the major themes explored earlier on. The study claimed that for 
innovation to continue to progress in our society, there must be 
a way to protect the patents’ legal right. This will not only boost 
the morale of the originator of the new idea in question but it 
would equally encourage more inventors to spring up. In a long 
run, most of the scholars in this field are of the opinion that 
enterprises must be able to create innovation, and to do so 
constantly, effectively, efficiently and sustainably, if they are to 
function competitively in their respective industry.  

 

Policy Implications for Nigeria 

Patenting has not found good root in Nigeria as much as one 
world desire. The implication of this is that the rights of 
innovators cannot be well protected for them to reap the full 
benefits of their efforts. The process of protection through 
patent should therefore be made more transparent, accessible 
and less cumbersome for innovation capabilities to be 
encouraged and for innovation capability’s maturity.  
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Abstract 

In this paper, attempt was made to address what led to 
poverty, especially in the less developed countries 
where particular attention was focused on Bangladesh, 
Zimbabwe and Kenya. The article developed a poverty 
model of creativity and innovation to depict the poverty, 
creativity and innovation relationship. The article 
further elucidates that the relationship between poverty 
and creativity and innovation is not un-dimensional; but 
multidimensional. Poverty remains a critical global 
issue. It plays a crucial role in Creativity and Innovation 
as well as in the process of transforming a creative idea 
into innovation. Most of the existing literature on 
poverty and creativity and innovation have focused on 
how creativity and Innovation (and subsequently, 
entrepreneurship) can be instrumental in poverty 
alleviation. Studies have not precisely dwelled into the 
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multidimensional nature of poverty and its role at the 
beginning -the creativity stage, during the 
transformation of creativity to innovation, as well as at 
the innovation stage. Rather than considering poverty as 
a barrier to creativity and innovation, this article 
postulates that it can and actually does serve as a 
motivation to be creative and innovative.  

 

Keywords: Poverty, Creativity, Innovation, Poverty 
Alleviation, Poverty Model  

 

Introduction 

Poverty is a multi-dimensional phenomenon that affects many 
aspects of human conditions ranging from the economic, social, 
physical, and moral to the psychological. Poverty is the state of 
being poor or lacking means of subsistence. The notion of basic 
subsistence is determined by the availability of food, shelter, 
clothing and access to infrastructural services such as education 
and basic health care. With this in mind, creativity being 
predominant within the global society, the necessity for 
creativity and innovation is now seemingly elevated above many 
other aspects of traditional management discourse (Thrift, 2002). 
Meanwhile, Jeanes (2006) argued creativity as an essential for 
survival, economically and socially. This implies that poverty 
plays a significant role in creativity and innovation. Since 
creativity is the generation of new ideas, and innovation is the 
process of putting those ideas to use/to satisfy a need, then it is 
no miracle that individuals and most likely poor individuals will 
be creative and innovative to escape their poverty status. Much 
have been said about innovation and creativity by researchers 
however, less is clear on how the cyclic nature of poverty and its 
role at the beginning - the creativity stage, during the 
transformation of creativity to innovation, as well as at the 
innovation stage. This article therefore seeks to address this gap.  
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Poverty 

World Bank defines poverty as a situation in which people 
survive on less than $1.25 per day. Joseph Wresinski explained 
poverty as lack of one or more factors that will enable an 
individual, and/or families to carry out basic responsibilities and 
enjoy fundamental human rights (Murisa & Chikweche, 2013). 
While, Mistirelli and Hefferman (2008) defined poverty as “a 
multifaceted and multidimensional phenomenon that 
encompasses economic, social and psychological dimensions”. 
In their analysis of 578 documents on 159 definitions of poverty 
by several scholars between 1970 and 2005, basically, poverty is 
lack of food, shelter and other necessities of life. In the global 
context, as perceived by Jekins (2005), countries such as in Sub 
Saharan African, South and East Asia and in non-resource rich 
countries in Latin America are more affected by poverty than 
most other countries in the world. 

 

Poverty is considered both in absolute and relative terms. When 
an individual is living below the poverty line, with a low income 
and unemployed/underemployed, it is referred to as Absolute 
Poverty. However, when poverty is defined in relation to others, 
location and/or time, then it is said to be Relative Poverty. For 
instance, an individual may not be living below the poverty line 
because he is earning $3 per day, but when compared to his 
contemporaries who earn $5 per day, he may feel 
psychologically poor (Ariely, 2009). 

 

Creativity and Innovation  

According to Sternberg and Lubart (1999), creativity is "the 
ability to produce work that’s both novel (i.e., original, 
unexpected) and appropriate (i.e., useful, adaptive concerning 
task constraints)". Although there exist several, widely accepted, 
definitions of this complex phenomenon of creativity, the 
concept of creativity in cognitive psychology is a human quality, 
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which depends on personal capabilities, expertise and 
motivation (Amabile, 1997). Personality traits commonly 
accepted as supporting creativity include self-confidence, risk-
taking, non-conformity, independence and a critical attitude 
towards norms (Amabile, 1983a; Eysenck, 1993; Feist, 1998; 
Kasof, 1995; MacKinnon, 1965). 

 

Innovation is “a process of developing and implementing a new 
idea” (Van Deven & Angle, 1989). According to Amabile (1988), 
Innovation is defined as the introduction and application, within 
a group, organization, or wider society, of processes, products, 
or procedures new to the relevant unit of adoption and intended 
to benefit those implementing them. Innovation was classified 
in two categories (Ghoshal & Bartlett, 1987) - innovation as the 
final product; that is the idea, practice, or material artifact that 
has been invented or that is regarded as - and also as a process, 
which proceeds from the conceptualization of a new idea to a 
solution of the problem and then to the actual utilization of a 
new item of economic or social value. 

 

Although creativity and innovation are two separate and unique 
concepts, they are dependent on each other. Creativity without 
innovation is of significantly diminished value and vice versa 
because without creative ideas to feed the innovation pipeline 
so that they may be promoted and developed, innovation cannot 
occur (McLean, 2005). There is an interaction between them 
given that they are inextricably linked because creativity is 
critical during the innovation process since if no ideas are 
generated, there is nothing to implement. 

 

Poverty and Creativity 

The motive theory postulates that individuals are different in 
their needs and values and innate human needs drive them to 
engage in activities that will satisfy those needs (Alderfer, 1969). 
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This implies that the desire to satisfy unsatisfied needs leads to a 
behavior in the direction that these needs would be met. 
Therefore, there is a high probability that poverty would drive 
individuals to creativity.  

 

Most individuals believe they need to be comfortable 
(financially especially) before, they can be creative and 
innovative. They assume you need capital to be an 
entrepreneur; but this is not the starting point. The starting 
point is a creative idea. In fact, extreme situations can be a 
source and motivation for creativity because in poverty, people 
pursue opportunity without financial resources (Mistirelli & 
Hefferman, 2008). One could actually argue that 
livelihood/financial deprivation (absolute poverty) and 
psychological (relative) poverty that motivate and in some 
instances, determine creativity. Both economic and 
psychological poverty serve as motivation to change an 
individual’s current position to a desired position (Wu et al., 
2007). This point is buttressed by the Art Times (July/August 
2008) which stated that “being poor makes you an artist. Every 
part of your day becomes a creative art.” 

 

Chen et al. (2014) conducted a study in Bangladesh to 
investigate if people facing different types of poverty (the poor, 
the unsatisfied and the complacent) have different levels of 
probability of starting a business. With a sample of 350 students 
in Bangladesh, they found that the poor were most likely to start 
a business after graduation, followed by the unsatisfied and then 
the complacent. This shows that many a time when individuals 
are comfortable or satisfied with their current situation or 
position as the case may be, they are not motivated to be 
creative and think outside the box. They just ‘go with the flow’.  
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Without prejudice to the importance of capital in 
entrepreneurship, sometimes having access to financial 
resources could be at a disadvantage to creative individuals as 
they may be/become complacent with the present status quo 
and may not be prepared to take risks to be innovative or utilize 
the finances wisely (Bhide, 1994). However, when you are poor, 
and a corporate job or reliable means of livelihood is not in 
sight, then you begin to brainstorm ideas and strategies to 
improve your standard of living and willing to take risk.  

 

The concept of Jugaad, which is widespread practice in rural 
India of customizing vehicles using only available resources and 
know-how” (Birtchnell, 2011), reflects the notion of how poverty 
brings about creativity.  It has been widely recognized and 
accepted in the creativity and innovativeness of Indian product 
design. It is a product of widespread poverty. It is a part of the 
‘infrastructural deficit’ of India (Sharma, 2009), a robust and 
cost-effective solution to rough roads and poverty, which 
reflects the resilience and creativity blossoming in the Indian 
culture (Birtchnell, 2011).  

 

In line with the above, Shane (2009) found that there is a higher 
tendency of creative activities in developing countries than in 
the developed world. It is therefore no wonder that researchers 
and policy makers (e.g. Sachs, 2005; Shane, 2009) have 
advocated for young adults especially the age group of 18-25 to 
get creative and start their own business. This supports the 
assertion of Verspagen (2005) that “entrepreneurship is the 
driving force of economic development and provides hope for 
poverty alleviation”.   

 

Although it is widely believed that there exists a poverty trap, 
whereby poor people remain poor mainly because those in 
developing countries do not get creative and start their own 
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business due to limited access to financial resources. This makes 
most governments target their policies and poverty alleviation 
plans to provide financial support for business owners (Buera, 
2006). 

 

Poverty in Creativity and Innovation 

Link (2013) explained that all innovative ideas start as creative 
ideas, but not all creative ideas will become innovative ideas. 
While some people act on their ideas, others do not. Poverty is 
therefore a factor that motivates individuals to back their 
creative ideas with action and transform it to innovation. It will 
be a source of motivation to invest time and energy in the hope 
for a future return (Hammond, 2013). According to Wu et al. 
(2007), starting a business is the best activity in which to engage 
in in order to change poverty situation. Those who act on their 
creativity will be meaningfully engaged, thus leading to 
reduction in poverty as argued by (Okoye & Eze, 2010). 

 

Poverty and Innovation 

Poverty and Innovation are in two dimensions – poverty can 
lead to innovation and innovation can lead one out of poverty. 
Distress Innovation, Frugal Innovation, Constraint-based 
Innovations, Grassroots Innovation are all forms of innovations 
where poverty play crucial roles. According to Tewari (2007), 
Distress innovations occur in response to pressing problem. This 
implies that distress innovation occur when the would-be 
innovator is pushed by some challenges or extreme situations 
such as poverty. Frugal Innovation deals with products that do 
not have sophisticated technological features but meets 
customers’ needs at a low cost (Zechky et al., 2011). In addition, 
Constraint-based Innovation is about new products or services 
that are developed in constrictive situations (Sharma & 
Gopalkrishnan, 2012). Furthermore, Grassroots Innovations are 
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basically created by local people with the available resources; 
here, the poor is regarded as inventors (Gupta, 2008). 

 

Economic Development and Social Entrepreneurship mostly 
consider poverty as a resource allocation problem in which lack 
of capital prevents the poor from increasing their income. This 
is however the Allocative view of entrepreneurship 
conceptualization. The creativity based view places a significant 
emphasis on innovation; that is, superior ideas are needed if 
poverty is to be reduced (Bradley et al., 2012). In a survey of 
201 small business owners involved in micro-credit program in 
Nairobi, Kenya, it was discovered that the financial, social and 
human capital performance relationship are facilitated partly by 
innovation (Bradley et al., 2012).  

 

On the other hand, it has become common practice for 
individuals, agencies and organizations to apply innovation to 
combat various poverty challenges. One way is being innovative 
in the manner of operating Microfinance by making it inclusive 
and using the micro-creditor to provide savings with loan 
facilities for people are excluded from community financial 
services as a strategy for reducing poverty (Banerjee et al., 2009, 
Lascelles & Mendelson, 2011; Roodman, 2012). Micro-credit, 
which is the provision of small loans to poor people to assist 
them to develop small scale business (micro-enterprise) (UN, 
2006, World Bank, 2002), has been used to address poverty and 
exclusion in African countries such as Zimbabwe (Chikweche, et 
al 2013). Development oriented microfinance initiatives have 
direct impact on poverty alleviation, for instance in Bangladesh, 
extreme poverty fell from 33% to 10% among Grameen 
participants (Jackson & Islam, 2005; Khander, 2005).  
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Figure 1: A Poverty Model of Creativity and Innovation. 

 
The figure above depicts Poverty Model of Creativity and 
Innovation in a pictorial representation of the relationship 
between poverty, creativity and innovation and the multi-
dimensional relationship that exist between the three concepts. 
In the model, poverty leads to creativity, impact on the 
implementation process as well as cause innovation to occur. 
More so, creativity and innovation in turn are mechanisms to 
combat poverty as they lead to poverty alleviation.  

 

Conclusion 

Poverty even though most prevalent in Sub Saharan Africa and 
parts of Asian countries, is a global issue and it is crucial to 
recognize its nature and relationship in Creativity and 
Innovation. No one is born as an entrepreneur, neither is 
creativity and innovation the job of the highly educated or the 
rich, it is about the desire and the motivation. To therefore 
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adequately manage and get out poverty, there is the need for 
the individual to be desperate and avoid distractions (Okoye & 
Eze, 2010). On the international scene, instead of addressing 
poverty as a ‘global charity’, it should serve to build capacity and 
promote development. It is paramount that individuals are the 
originators and managers of their own livelihood projects. 
(Torri, 2009). Finally, this article discouraged the attitude of 
people giving excuses for failure in life, rather, they should 
make an effort to improve their lives, as nothing comes easy.  

 

Policy Implication for Nigeria 

Lessons from the above submission is apt for Nigeria as it is a 
fact that poverty is prevalent in the country. This has the 
tendency to propel people to be innovative if they are made to 
know that opportunities within the environment are available 
for them to tap into. Also where the adequate structure and 
policy to support the innovation initiatives are provided, the 
obvious outcome will be that the innovative capacities of people 
will be developed and they will be encouraged out of their 
various poverty situations. The system that encourages creativity 
and innovation must therefore be put in place as an attempt to 
gradually get a lot of people out of poverty.  
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Abstract 

Series of write-ups embody a comprehensive summary 
of current research and theory on the sources of 
innovation, both in individuals and organizations. Based 
on the recurring concepts in the existing literatures, this 
chapter concludes with some recommendations for how 
education systems can best foster these attributes in 
students. Both the research and recommendations have 
been conducted with a view to informing workforce 
development efforts within the context of the new 
global economy.  
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Introduction 

Innovation can be viewed as the application of better solutions 
that meet new requirements, in-articulated or existing market 
needs. This is accomplished through more effective products, 
processes, services, technologies, or ideas that are readily 
available to markets, governments and society. The term 
innovation can be defined as something original and new that 
breaks into the market or society.  

 

While a novel idea is often described as an innovation, in 
economics, management science, and other fields of practice 
and analysis innovation is generally considered a process that 
brings together various novel ideas in a way that they have an 
impact on society and the market. 

 

Innovation differs from invention in that innovation refers to the 
use of a better and, as a result, novel idea or method, whereas 
invention refers more directly to the creation of the idea or 
method itself. Innovation differs from improvement in that 
innovation refers to the notion of doing something different 
rather than doing the same thing better. 

 

Creativity and Innovation 

Creativity and innovation are not necessarily the same thing, but 
one is not very useful without the other. While the terms are 
often used interchangeably, creativity is the generation of new 
and useful ideas, while innovation is the successful 
implementation of such ideas. In order to be successful, 
organizations need both creativity and the ability to innovate 
based on that creativity. Creativity, by itself, does not directly 
improve performance. A company’s ability to take action or 
innovate based on that creativity is the key to success.  
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Interestingly, the people who are best at producing new ideas 
may not be the same people who are best at putting those ideas 
into practice. Conclusively therefore, one can say that creativity 
is the generation of new and useful ideas while innovation is the 
successful implementation of creative ideas. 

 

Sources of Creativity and Innovation in Individuals 

A variety of theorists, using case studies, experiments and a 
variety of research methods, have attempted to better 
understand the sources of creativity and innovation in 
individuals. While these efforts have contributed significantly to 
broadening our comprehension of the subject, there is 
nonetheless disagreement between theorists and many 
hypotheses that remain to be fully substantiated. The challenge 
lies partially in the nature and definition of creativity itself. 
Broad, complex and multi-faceted, creativity can take many 
forms and can be found within a variety of contexts. It is 
embodied by individuals with a broad range of personal 
characteristics and backgrounds. It appears that the only rule is 
that there are no hard and fast rules concerning the sources of 
creativity. As such, the following paragraphs synthesize the 
current viewpoints, with the caveat that our understanding of 
the topic is still a work in progress. 

 

Cognitive psychology provides the most prolific and developed 
perspective on the sources of individual creativity. In 1950, J.P. 
Guilford, then President of the American Psychological 
Association, stated in his presidential address that the topic of 
creativity deserved greater attention. Following this seminal call 
to action, psychological research on creativity expanded 
significantly. These efforts have concentrated on the cognitive 
processes behind creativity, the characteristics of creative 
people, and the development of creativity across the individual 
life span, and the social environments most conducive to 
creativity (Simonton, p. 1). 
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Teresa Amabile, PhD in Psychology and Head of the 
Entrepreneurial Management Unit at the Harvard Business 
School, has provided the field with one of the simplest and yet 
comprehensive frameworks for the topic. As depicted in the 
diagram below, creativity arises through the confluence of the 
following three components: 

 

Knowledge: All the relevant understanding an individual brings 
to bear on a creative effort.  

 

Creative Thinking: Relates to how people approach problems 
and depends on personality and thinking/working style.  

 

Motivation: Motivation is generally accepted as key to creative 
production, and the most important motivators are intrinsic 
passion and interest in the work itself.  
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Multiple experts provide frameworks and hypotheses on the 
sources of creativity. Yet, it appears that the vast majority of 
their important contributions to the theory can be categorized as 
falling within Amabile’s three intersecting circles above. Thus, 
this section of the paper will make use of Amabile’s framework 
as the organizing principle, within which other theorists’ 
viewpoints are categorized. 

 

Knowledge 

Amabile describes knowledge as all the relevant information 
that an individual brings to bear on a problem. Howard Gardner 
goes deeper into the topic and explains that there are two types 
of knowledge that may be required for creativity. On one hand, 
in-depth experience and long-term focus in one specific area 
allows people to build the technical expertise that can serve as a 
foundation, or playground for creativity within a domain. At the 
same time, creativity rests on the ability to combine previously 
disparate elements in new ways, which implies a need for a 
broader focus and varied interests. Thus, perhaps the best 
profile for creativity is the T-shaped mind, with a breadth of 
understanding across multiple disciplines and one or two areas 
of in-depth expertise. Indeed, this is what Frans Johansson 
recommends in his book, The Medici Effect. He explains, “We 
must strike a balance between depth and breadth of knowledge 
in order to maximize our creative potential,” (Johansson, p. 104). 
He suggests that one way to improve breadth is to team up with 
people with different knowledge bases. The educational 
implications of this recommendation are perhaps in the realm of 
greater focus on interdisciplinary study and having students 
collaborate on group projects with team members of varied 
interests. 

 

Dean Keith Simonton, a Professor of Psychology at UC Davis, 
has conducted historio-metric studies of great creators. Using a 
large sample size of successfully creative individuals, historio-
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metric studies quantify the otherwise qualitative characteristics 
of test cases (their developmental, differential and social 
backgrounds, for example) and through analysis of the data, 
attempt to derive some general laws or theories regarding the 
sources of creativity. Simonton’s research supports the idea that 
individuals must develop in-depth domain expertise to be 
creative. He explains that we can conclude with great 
confidence that creative output is linked to the amount of time a 
person is actively engaged in a creative domain. The 
relationship tends to be a curvilinear, inverted backwards J 
function of career age. In other words, creativity production 
increases with years in the field until reaching a maximum at 
which point it begins to taper off. Howard Gardner’s research 
into the sources of creativity supports this idea and further 
extends it to a “ten-year rule”: ten years is the approximate time 
required to build the domain knowledge and expertise needed 
to spur creative successes. Many creative individuals seem to 
have breakthroughs in ten-year intervals. 

 

Creative Thinking 

While both Amabile and Gardner assert that thinking is a key 
aspect of the creative process, they address this topic at a high 
level. Amabile suggests that key aspects of creative thinking are: 

 

Comfort in disagreeing with others and trying solutions that 
depart from the status quo.  

Combining knowledge from previously disparate fields.  

Ability to persevere through difficult problems and dry spells.  

Ability to step away from an effort and return later with a fresh 
perspective (“incubation”).  

 

Other theorists have addressed the topic of cognitive function 
from multiple angles. Sternberg’s article, “Creativity and 
Intelligence” in the Handbook of Creativity, provides an 
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overview of the multitude of theories that have been proposed 
concerning the relationship between creativity and intelligence. 
While there is no consensus on the subject, multiple theories 
provide insight. 

 

Ultimately, Sternberg promotes a “triarchic theory”, asserting 
that there are three main aspects of intelligence that are keys for 
creativity – synthetic, analytical and practical: 

 

Synthetic (creative): the ability to generate ideas that are novel, 
of high quality and task appropriate. One aspect of this is the 
ability to redefine problems effectively and to think insightfully. 
Sternberg also notes that the basis for insightful thinking 
involves knowledge acquisition in three forms:  

Selective encoding: distinguishing relevant from irrelevant 
information.  

Selective combination: combining bits of relevant information in 
novel ways.  

Selective comparison: relating new information to old 
information in novel ways.  

Analytical: Critical/analytical thinking is involved in creativity as 
the ability to judge the value of one’s own ideas, to evaluate 
their strengths and weaknesses and suggest ways to improve 
them.  

Practical: Ability to apply intellectual skills in everyday contexts 
and to “sell” creative ideas.  

 

In his article, “Creative Thinking in the Classroom” Sternberg 
stresses the importance of these three types of thinking to 
overall to intellectual functioning and successful intelligence. 
The analytical and practical are separate from and support the 
synthetic. Studies indicate that when students were taught in a 
way that emphasized all three abilities, they significantly 
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outperformed students taught in a way that emphasized only 
analytical abilities. The holistic approach also increased 
performance on strictly analytical, memory-related questions. 

 

Sternberg also explains, “Because the analytical, synthetic and 
practical aspects of abilities are only weakly related, students 
who are adept in one of these areas might not benefit 
particularly from instruction aimed at another area, and in 
particular, creative students might not benefit particularly well 
from instruction as it is given in the schools, which typically 
emphasizes memory and analytical abilities.” In an experiment, 
they found that “high school students who were taught in a way 
that better matched their own pattern of abilities tended to 
achieve at higher levels than students who were taught in a way 
that more poorly matched their pattern of abilities,” (Sternberg, 
Handbook of Creativity, p. 256). The cognitive processes 
suggested within Sternberg’s synthetic thinking category appear 
and reappear within the literature. Although a range of 
vocabulary is used to describe the phenomena, it is clear that 
the central, agreed-upon component of creative thinking is the 
ability to combine existing elements of knowledge or 
understanding in new ways. Simonton’s research on the concept 
of creative  

 

Darwinism also provides insight into this aspect of the creative 
thinking processes. Creative Darwinism asserts that creativity is 
a stochastic combinatorial process under which multiple 
ideational variations emerge in an individual’s mind, and then a 
subset of them is selected for preservation and execution. This 
concept was first put forward in 1960 by David Campbell, an 
evolutionary epistemologist. Simonton believes that Campbell’s 
model “still provides the best framework for a comprehensive 
theory of creativity,” (Simonton, p. 310). The concept asserts 
that creativity requires the capacity to generate blind variations 
in the same sense that genes might generate random mutations 
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and that this generation is not linked to the probability of 
success of any given variation.  

 

The implication is that if creativity requires blind variation, then 
it is conceivable that creative performance may be increased by 
any technique that might serve to break the stranglehold of 
conventional expectations and simply increase the number of 
randomly generated variations. Some experiments have shown 
that this type of stimulation is indeed possible, (Simonton, p. 
313). This supports the idea that “if the variation process is truly 
blind, then good and bad ideas should appear more or less 
randomly across careers, just as happens for genetic mutations 
and re-combinations,” (Simonton, p. 316). The theory thus 
implies that the creative mind can be enhanced by 
environments or efforts that encourage the individual to 
generate new variations and new combinations of ideas. 

 

Simonton’s historio-metric studies of creative individuals 
support this concept. The data shows that quality of creative 
output is closely connected to sheer quantity. The more an 
individual produces, the more likely he/she is to stumble upon 
success. In addition, the best creative products tend to appear at 
the point in a creator’s career when he/she is most prolific 
overall. Thus, in the case of both the arts and sciences, creative 
quality is a “probabilistic consequence of quantity and the 
pattern of output are random and Poisson distributed”. As 
Simonton explains, 

“The total lifetime output of a nineteenth century scientist 
predicts the probability that he or she will have an entry in a 
twentieth-century edition of the Encyclopaedia Britannica 
(Dennis, 1954a; Simonton, 1984b). Similarly, future Nobel 
laureates can be predicted on the basis of the total number of 
citations that scientists receive to their body of work (Ashton & 
Oppenheim, 1978), and yet the single best predictor of citations 
is the total number of publications (S. Cole & J. R. Cole, 1973; 
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Simonton, 2002). It is significant that those who publish the 
most highly cited works also publish the most ignored works, so 
that quality is a probabilistic consequence of quantity,” 
(Simonton, p. 3). 

 

Simonton also explains that individual differences in creative 
productivity account for more variance in output in a given 
career period than does age, so that truly prolific creators in 
their final years may be more productive than less notable 
contributors at their career peaks. 

 

The Medici Effect, which summarizes Simonton’s research and 
explains how creative outcomes result when people are able to 
break down the associative barriers that exist between 
disciplines or areas of knowledge. When this breakdown occurs, 
individuals can enter what Johansson terms “the Intersection” 
between fields, where the number of new combinations of ideas 
is staggeringly high. Living and breathing at this Intersection 
explains the high level of output of successful creators. By 
pursing the best of these numerous idea options, creative 
individuals have a chance at success. 

 

Motivation 

“Even more than particular cognitive abilities, a set of 
motivational attributes—childlike curiosity, intrinsic interest, 
perseverance bordering on obsession—seem to set individuals 
who change the culture apart from the rest of humankind,” 
(Nakamura & Csikzentmihaly, p. 258). Indeed, many theorists 
see motivation as the most important component of creativity. 
Much of Amabile’s work has focused on the role of intrinsic 
motivation and ways in which intrinsic motivation can be 
enhanced in the classroom and workplace. Amabile explains, 
“[We] have found so much evidence in favour of intrinsic 
motivation that we articulated what we call the Intrinsic 
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Motivation Principle of Creativity: people will be most creative 
when they feel motivated primarily by the interest, satisfaction, 
and challenge of the work itself—and not by external pressures 
[i.e., extrinsic motivation],” (Amabile, p. 78). 

 

Numerous articles and studies document how intrinsic 
motivation enhances creativity and how extrinsic rewards 
hamper it. The principle in operation is best illustrated by 
Amabile’s maze analogy. The extrinsically motivated person will 
take the shortest, most obvious path to get to the reward at the 
finish line. The intrinsically motivated person will explore 
various pathways and alternatives, taking his/her time and 
enjoying the process along the way. This exploration will lead to 
novel, alternative solutions, some of which will turn out to be 
more appropriate and successful than the original, obvious path. 

 

One psychological experiment highlights the effect: one group 
of children were told they could play with a Polaroid camera (a 
reward) if they promised to tell a story when they were done. 
Children in a second group were told that there were two 
unrelated activities: 1) playing with the camera and 2) telling the 
story. The first group scored significantly lower on creativity 
throughout the activities, suggesting that extrinsic rewards can 
actually hinder creativity due to the negative feelings resulting 
from external control. 

 

However, through the course of her research and the 
contributions of other theorists, Amabile has recently modified 
her stance on the intrinsic-extrinsic question. The revised view 
acknowledges that there are probably two types of extrinsic 
motivation: synergistic (motivations that are informational or 
enabling) and non-synergistic (motivations that are controlling). 
Synergistic extrinsic motivators can support and enhance 
intrinsic motivation. Non-synergistic ones hinder it. 
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Nonetheless, the types of extrinsic motivations that are most 
likely found in the workplace and classroom are non-synergistic 
and not easily avoided. Thus, Amabile’s research on motivation 
implies that, in the educational contexts, the impact of grades or 
praise as reward for schoolwork should be reviewed in light of 
their impact on creativity. Amabile suggests that if assessment is 
necessary, using it as informational – as a tool for improvement, 
rather than as a judgment, may reduce the feeling of external 
control. Additionally, she suggests that consideration should be 
given to the “motivation-work cycle match”. Different types of 
motivation play a role in different parts of the creative process. 
Intrinsic motivation is particularly important when the emphasis 
is on novelty. If greater emphasis is on persistence, synergistic 
extrinsic motivators may play a role. Additional roles for 
extrinsic motivators are that they can help an individual sustain 
energy through the difficult times necessary to gain skills in a 
domain. Extrinsic motivators may also serve to bring people in 
contact with a topic to engage their intrinsic interest. 

 

Amabile’s theory of intrinsic motivation is reflected in Howard 
Gardner’s research on the lives of historically successful 
individuals. High degrees of intrinsic motivation in great 
creators such as Einstein, Picasso, and Gandhi play out in their 
holistic involvement in and commitment to their work. One 
thing that all the creators that Gardner reviewed had in common 
was that they had sacrificed a great deal on a personal level and 
are wholly and completely consumed by their work dedicating 
all their time, energy, effort and emotion to a problem, 
sometimes non-stop for days or weeks on end. This leads to 
what Gardner terms the “Faustian bargain” of creativity: To gain 
superior professional attainment, individuals must sacrifice a 
more well-rounded personal existence, neglecting family and 
social life. However, Gardner also qualifies his point: “The 
question remains whether and to what extent some aspects of 
the holistic pattern hold for individuals who are also creative, 
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but in a more limited sense, such as the successful 
entrepreneur, the original strategist and the R&D inventor,” (p. 
215-216). 

 

Closely related to motivation is the “positive psychology” 
perspective on creativity. Gardner explains that creative 
individuals are characterized by their disposition to convert 
differences into advantages. They reflect on their goals. They 
analyse their strengths and weaknesses and then leverage their 
abilities to the optimum. They frame apparent defeats or failures 
as prods to greater achievement in the future. They also 
demonstrate intrapersonal intelligence – the ability to 
understand and guide one’s own creative process and to put 
checks on illusory and/or emotional interferences in the process, 
(Gardner, p. 223). They are comfortable with taking risks and 
shows persevere, even in the face of doubt and misgivings of 
others. 

 

Nakamura and Csikzentmihaly promote the linking the positive 
psychology/intrinsic motivation view with a deficit psychology 
model to give a fuller picture of the complexities of the creative 
mind: On one hand, a deficit model views creative efforts as a 
defence against personal inadequacy and feelings that the self is 
flawed and destined to failure. On the other hand, a meaningful 
purpose can also serve as a motivation for creativity. For 
example, the exercise of skills can be a source of joy. Integrating 
a deficit and strengths model, the resulting systems model 
asserts that creativity is the outcome of the interaction between 
the innovating individual, that individual’s domain of knowledge 
and the social field that judges the individual’s contribution to 
the domain. In a deficit model, lack of affirmation of work from 
the social field might discourage persistence. Under a strengths 
perspective, the innovator may use the social field as a source of 
information about work, but also give equal or greater weight to 
signs of progress and success in the activity itself. The 
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discussion highlights the importance of finding meaningful 
challenges and domains of activities that can serve as a source of 
increased self-worth and a shift towards strength-based 
motivation and away from deficit based motivations. Potential 
implications of this viewpoint are that the educational system 
should provide greater focus on helping students identify areas 
of interest and passion – areas where they can achieve a state of 
flow which leads to growth of skill and confidence. 

 

Finally, closely linked to the role of practical thinking in 
creativity is the importance a meta-cognition of the creative 
process and an explicit decision to pursue a creative path. In his 
article, “Creativity as a Decision”, Sternberg stresses this 
importance and explains that one of the main challenges of 
creativity research is to uncover general truths about the 
characteristics of creative people despite the fact that “so many 
things seem to be true about at least some creative people, 
although not necessarily all of them. For example, some seem 
surely to be characterized by high self-esteem, but then others 
seem just as surely to be characterized by low self-esteem,” 
(Sternberg, p. 1). Sternberg asserts that perhaps the one 
consistent attribute about successfully creative people is their 
explicit decision to pursue creative a creative path. He explains: 

 

“People who create decide that they will forge their own path 
and follow it, for better or for worse. The path is a difficult one 
because people who defy convention often are not rewarded. 
Hence, at times, their self-esteem may be high, at other times, 
low…At times, they may feel curious, at other times, less so. 
However, if psychologists are to understand and facilitate 
creativity, I suggest they must start, not with a kind of skill, not 
with a personality trait, not with a motivational set, and not with 
an emotional state, but rather, simply, with a decision. If 
psychologists wish to teach creativity, they likely will do better 
to encourage people to decide for creativity, to impress on them 
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the joys of making this decision, and also to inoculate them for 
some of the challenges attendant on this decision,” (Sternberg, 
p. 1). 

 

Sternberg’s suggestion echoes the sentiments of other theorists 
in the idea that not only should educational systems attempt to 
enhance creativity, but should also directly teach students about 
the field of creativity itself so they gain an explicit awareness of 
their own creative potential, as well as an understanding of 
methods of enhancement. With this knowledge, they can both 
make an informed decision to pursue creative activities, at the 
same time, better control, and direct the development of their 
abilities. Nickerson echoes Sternberg’s suggestion: 

 

“Students need to believe that creativity is determined by 
motivation and effort to a significant degree. They need to 
understand that creative products are seldom produced without 
intent and effort, that there is considerable evidence to support 
the belief that most people have potential they never realize and 
that persistent effort to develop that potential is likely to be 
successful…. Students need to know too that…truly outstanding 
creative works in science and art have often taken many years – 
sometimes the better part of a lifetime – to produce…They need 
to understand that if one really wants to be creative in a 
substantive way, one must be prepared to work at it,” 
(Nickerson, p. 416). 

 

Furthermore, meta-cognition of the creative process should 
involve managing one’s emotions, cognitive resources, learning 
one’s strengths and weaknesses and managing time allocating to 
creative pursuits. 
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In sum, within the three main components of the sources of 
creativity in individuals it appears that the following are key to 
individual creativity: 

Knowledge: the balance between breadth and depth of 
knowledge. 

 

Thinking: a strong ability to generate novel ideas by combining 
previously disparate elements. This “synergistic” thinking must 
be combined with analytical and practical thinking. 

 

Personal motivation: the appropriate levels of intrinsic 
motivation and passion for one’s work combined with 
appropriate synergistic motivators and self-confidence.  

 

Environment: a non-threatening, non-controlling climate 
conducive to ideal combination and recombination, such as the 
“intersection”.  

 

An explicit decision to be creative along with a meta-cognitive 
awareness of the creative process can go a long way in 
enhancing long-term creative results.  

 

Understanding Innovation from the Perspective of Business 

The process of translating an idea or invention into a good or 
service that creates value or for which customers/prospects will 
pay. 

 

To be called an innovation, an idea must be replicable at an 
economical cost and must satisfy a specific need. Innovation 
involves deliberate application of information, imagination and 
initiative in deriving greater or different values from resources, 
and includes all processes by which new ideas are generated 
and converted into useful products. In business, innovation 
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often results when ideas are applied by organizations in order to 
further satisfy the needs and expectations of the customers.  

 

Understanding Innovation from the Social Context 

In a social context, innovation helps create new methods for 
alliance creation, joint venturing, flexible work hours, and 
creation of buyers' purchasing power. Innovations are divided 
into two broad categories: 

Evolutionary innovations (continuous or dynamic evolutionary 
innovation) that are brought about by many incremental 
advances in technology or processes and, 

Revolutionary innovations (also called discontinuous 
innovations) which are often disruptive and new. 

 

Innovation is synonymous with risk-taking and highly rewarding 
and organizations that create revolutionary products or 
technologies take on the greatest risk and consequently the 
biggest profit because they create new markets. 

 

Imitators take less risk because they will start with an 
innovator's product and take a more effective approach. 
Examples are IBM with its PC against Apple Computer, 
Compaq with its cheaper PC's against IBM, and Dell with its 
still-cheaper clones against Compaq. 

 

Understanding Innovation from the Perspective of 
Technology 

In technology, it is an improvement to something already 
existing. Distinguishing an element of novelty in an invention 
remains a concern of patent law. The Renaissance was a period 
of unusual innovation: Leonardo da Vinci produced ingenious 
designs for submarines, airplanes, and helicopters and drawings 
of elaborate trains of gears and of the patterns of flow in liquids. 
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Technology provided science with instruments that greatly 
enhanced its powers, such as Galileo's telescope. New sciences 
have also contributed to technology, as in the theoretical 
preparation for the invention of the steam engine. In the 20th 
century, innovations in semiconductor technology increased the 
performance and decreased the cost of electronic materials and 
devices by a factor of a million, an achievement unparalleled in 
the history of any technology. 

 

Innovation as a Necessity 

Innovations result from ideas, if they are implemented in new 
products, services and processes, which find real usage and thus 
penetrate the market. Commercial success in the future will 
therefore depend mainly on the companies’ abilities to create 
new products, ideas and processes or take up innovations 
quickly. The requirements for this are good innovation skills. To 
take up changes as real opportunities companies today first and 
foremost need the skill to be able to predict new trends and if 
possible even create them (CANTON, 2006). In that case, the 
increasingly rapid change brings advantages and opportunities 
for new businesses or business areas. The winners in this 
situation are thus the companies that are able to adapt faster to 
the new situation than the competition (STERN UND 
JABERG, 2007). 

 

Sources of Innovative Opportunity – Peter Drucker (1986) 

International competition, growing customer demands, rapid 
technological development as well as new guidelines and norms 
(e.g. environmental protection standards) pose high 
requirements for the development and management of new 
products and services. Innovations are an important factor of 
success in a competition, which is getting increasingly intense. 
Only those who are able to invent themselves repeatedly and 
thus gain new competitive advantages will be able to survive in 



INNOVATION: Taking Creativity to the Market 

 

119 
 

the long run. This is true for companies, organisations, teams, 
employees and countries (DISSELKAMP, 2005). Today there is 
more and more discussion about the necessity for innovation in 
companies, which is subject to various factors.  This thus has led 
to varying degrees of sourcing for innovative opportunities. 

 

Although some innovations do occur “spontaneously”, most 
innovations result from a methodical analysis of areas of 
opportunity within firms or industries and in social or 
demographic trends. 

 

Innovators are generally attentive to changes, which give them 
clues to what opportunities may come in future. 

However, the locus classical work on this concept of Innovative 
Opportunity is attributable to the work of Peter Drucker (1986) 
who identifies seven sources of innovative opportunity, four of 
which in companies and industries and three of which in the 
social environment. The seven (7) sources of Innovative 
Opportunity were listed by Peter Drucker in his book 
“Innovation and Entrepreneurship. Peter Drucker wrote 39 
books and is considered a seminal thinking in the field of 
management. He gave the seven (7) sources as follow: 

 

1. The Unexpected: Both unexpected successes and failures can 
become productive sources of innovation. For example, the 
antibacterial effect of Penicillin was discovered accidentally by 
Alexander Fleming in 1929. Similarly, IBM made its first 
computers for the scientific community. To their surprise, their 
established business customers showed keen interest in using 
this complex equipment for simple tasks like book keeping and 
pay roll. IBM innovated with respect to this unexpected interest 
and established itself as market leader.  
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Unexpected failures can also trigger innovation. For example, a 
particular private school with very good academic achievement, 
excellently located in an affluent, populated neighbourhood 
found itself unexpectedly losing student population over the 
years. Upon market survey, it was found that parents were now 
looking for a balanced education approach where extracurricular 
activities were given more importance. The school then created 
a number of sports clubs and school based societies, some run 
by parents and eventually had a waiting list of potential 
students. Another example of the unexpected factor is the 
development of Nutrasweet. A chemist developed a new 
chemical. Accidentally he got some of it in his mouth. To his 
surprise, it tasted very sweet. This was the start of a 
development trajectory, which took many years before 
Nutrasweet was introduced by Searle into the market.  

 

2. Incongruities: These occur when there is a gap between 
expectations and reality. Federal Express was born in the early 
seventies out of an expectation by Fred Smith that there was a 
need for overnight mail delivery. Small business owners are risk 
takers by definition. However, when it comes to reinvest their 
surplus elsewhere, they become unexpectedly cautious. 
Proposing them a high risk (and high expected return) 
investment is therefore not a good idea. They would rather 
prefer a moderate risk investment. Incongruities or conflicts 
between opposing functions, requirements or values may be the 
start of an innovation. For example, the request for a small car 
with still enough space on the inside seems to be incongruent. 
This however was solved in a new design as the Smart.  

 

3. Process Needs: An old proverb says that “necessity is the 
mother of invention”. In the old days of the US, many unskilled 
immigrants from Europe arrived. They were peasants that 
lacked in skills for the manufacturing of sophisticated artifacts 
such as guns. In those days, one made every component of these 
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guns by hand. To let them fit to each other and work properly 
required high skills in manufacturing. By making machines 
more precise and introducing standardization of the artifacts 
one could produce thousands of components individually. The 
machine or gun could be assembled using arbitrarily with ever 
component from the stores. The individual tasks could easily be 
learned by the immigrants, without years of training to become 
an overall master. In this way, they could profit maximally from 
the existing economies of scale and learning curve.  

 

4. Industry and Market Structure: Consumer preferences may 
change continually, following changes in technology and in 
social values and attitudes. Therefore, old ways of satisfying 
market needs have to be redressed. The printing industry is one 
example where technology has caused a major disruption in 
customer attitudes. People now want the product immediately 
from computer aided technology. “New generation” printers do 
not face barriers to entry in the industry because it is not 
necessary to invest in heavy machinery (offset press etc.). 
Industry markets and market structure may offer opportunities 
for new types of services. Outsourcing of activities such as 
maintenance of the IT infrastructure is an example. Other 
examples are the merging of industry’s such as for example the 
merging of the computer industry with consumer electronics or 
IT with business consulting services. The X box of Microsoft is 
just one example from many.  

 

5. Demographics: Demographics have long been a major source 
of innovation creating opportunities for new types of products 
and services. Life style drugs such as Viagra are just examples 
where the growing group of elderly people who feel themselves 
still very healthy and who would like to enjoy life longer can 
conquer the effects of biological aging.  
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6. Changes in Perception: An example of changes in perception 
as source of innovation is the following. In older days, health 
was seen as related to body mass, meaning fatter people were 
perceived as healthier. In the last century, this perception 
changed as a result of medical study’s that revealed that 
overweight was a risk factor. Since that time many light 
products have come to the market. Many substitutes of sugar 
have been developed such as Nutra sweet. In addition, 
substitutes of fat have been developed although these have not 
been successfully introduced into the market yet.  

 

7. New Knowledge: History making innovations abound with 
those based on scientific, technical or social new knowledge. 
They are known to have the longest lead time of all innovations, 
for example, bioscience innovations are built on new knowledge 
from several fields and take time to materialise. For this reason, 
knowledge based innovations are the least attractive to 
entrepreneurs in general. The first television was based on 
earlier research on radio wares. It scanned an image into lines of 
dots of light using a mechanical method. Only a decade 
afterwards did electronic systems bring about an acceptable 
product. 
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Innovation: A Review 
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Abstract 

In this chapter, we examine job design, broadly 
defined, as a contributor to organizational 
effectiveness. We also consider how managers 
interrelate individual and organizational goals for 
effectiveness. How job attributes suggest that certain 
people would be more or less effective doing some 
jobs, and how physical layout can help 
communication. Jobs should be designed to promote 
the interrelationship of personal and organizational 
goals, match available personnel, and be consistent 
with the physical layouts that are good for 
communication. 

 

We then turned to career paths, which inevitably have 
implications for the organizational structures that are 
likely to be effective in any Research & Development 
(R&D) laboratory, and that discussion resulted in an 
examination of the advantages and disadvantages of 
various organizational structures. Keeping the 
researcher on the path of innovation and designing the 
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job to take advantage of productive conflict and avoid 
destructive conflict were also discussed. 

 

Keyword: Job Design, Organizational Effectiveness, 
Job Attributes, Research and Development, Managing 
Conflicts. 

 

R&D Organizations and Research Categories 

In an industry, on the average, 60 percent R&D is focused on 
product development, 22 percent on applied research, and only 
about 18 percent R&D is devoted to basic research. R&D 
management is the coordination of the activities of many 
individuals. An effective R&D organization should have a mix of 
research activities that are both basic and applied. The chapter 
provided definitions of terms such as basic and applied research 
and development, and it reviewed proposals for a system of 
categories of research. One key issue is that faces an R&D 
organization is “What to research?” A model that deals with this 
question was formulated. Finally, we examined what is unique 
about managing R&D organizations. One unique aspect is the 
need for the intricate coordination of people, ideas, funds, and 
culture.  

 

Elements Needed for an R&D Organization 

The basic elements required for an R&D organization are 
people, ideas, funds, and cultural elements. These four basic 
elements have to be coordinated with skill by the management 
of R&D organizations in order to achieve high productivity and 
excellence. An R&D manager must select people, match them 
with jobs, match them into teams, do team building, and help 
develop norms, roles, and standard operating procedures that 
will result in high levels of innovation. 
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The most important element is creative people and rewards 
should be provided to motivate workers to work hard and seek 
excellence. Such people have the bright ideas and skills to do 
research and then translate research results into useful 
products. However, these people must be organized into 
structures that permit effective cooperation by the R&D 
manager. In doing so, it is important to keep in mind that 
certain mixes of people work better than others. To ensure a 
smoothly functioning organization, one needs unstated 
assumptions, beliefs, norms, and values i.e., an organizational 
culture that will favor creativity and innovation. 

The last element required for a R&D organization is funds 
needed to carry out R&D. 

 

Creating a Productive and Effective R&D Organization 

The productivity of an industrial operation normally includes 
the quantity of its output and its quality. However, in an R&D 
organization, many units of output are intangible and subjective 
in nature. Productivity also needs to relate to the objectives and 
goals of the organization. Consequently, to focus 
comprehensively on R&D productivity, one has to deal with 
organizational effectiveness. Organization effectiveness is a 
vector that includes quantifiable and non-quantifiable outputs 
and reflects the quality and the quantity of outputs to broad 
organizational goals and objectives. Organization effectiveness is 
closely related to productivity, and it includes items not always 
included in productivity e.g. quality and utility (i.e. relevance to 
organization objectives). Using this definition, if an organization 
is very effective, it is very productive, and if it is not very 
effective, then it is not very productive. Not only should an 
organization be productive, but also it needs to be viable over a 
considerable period. This in turn requires that members be 
satisfied with the organization. 
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The focus has been on such interesting questions as the way in 
which new ideas are generated and who are the inventors and 
innovations. Ideas and empirical data available on such issues 
cannot be precise. Thus, rigid formulation of information about 
the characteristics of an innovator is treacherous ground and 
should be avoided. Instead, in managing a productive and 
effective R&D organization, a manager should foster the 
environment so it will be conducive to the characteristics of 
successful innovators and inventors to accommodate them 

 

Job Design and Organizational Effectiveness 

A major consideration in designing jobs is the match between 
the organizational goals and the individual goals. To design a job 
optimally, one needs to consider the abilities, interests, and 
personality of the individuals as well as the needs of the 
organization. There should be a balance between the needs of 
the individuals and the needs of the organization. Jobs that has 
more freedom should be designed for people that has strong 
need for autonomy. The organization must be concerned with 
the compatibility of individual goals with those of the 
organization in order to maximize the motivation of individuals 
and to minimize conflict among them.  

 

However, individual needs can be satisfied in a number of ways, 
and they tend to change with experience, maturity, and the 
individual’s stage in life. In matching individual and 
organizational goals there is necessarily some give-and-take in 
both directions, probably with the individual giving more than 
the organization, simply because the organization cannot bend 
as easily as can an individual. Managers can accomplish the 
blending of individual and organizational goals by selecting 
people whose personal goals are already compatible with those 
of the organization or using participative management, which 
sets goals in such a way that individuals can accept them and the 
organization can attain its objectives. Negotiation of such goals 
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by individuals is healthy, since the organization can reach its 
goals by a large number of paths and this motivates the 
individuals as well.  

 

In dealing with job design, we need to consider the match 
between the person and the job in detail. An individual has 
abilities as well as needs and the job has requirements that can 
be conceived both in terms of ability requirements and of job 
attributes that satisfy needs. When there is a good match 
between the job ability requirements and the individual’s 
ability, the individual is more likely to be satisfactory from the 
standpoint of the organization and the organization will benefit 
by generating more profit. This means that the individual is 
more likely to be promoted and achieve his or her goals within 
the organization. When there is a match between the needs of 
the individual and the job’s ability to satisfy those needs, the 
individual is more likely to be satisfied with the organization, to 
find the job enjoyable, and, as a result, to stay with the 
organization and participate in its activities more frequently. 
Jobs should be designed so that people can define the functions. 
It is a mistake to think in terms of the traditional bureaucratic 
structure, in which the organization writes the job description.  

 

Those who are members of a team should write their own job 
description, and the team must do some of the job defining. Of 
course, the team leader has to provide some guidelines and 
ensure that the jobs that are so defined are consistent with 
corporate goals. However, the details can be left largely to the 
job holders and allow them to participate in the organizational 
goal formulation. Once a talented scientist is given a broad 
objective compatible with the goals of the organization, the 
researcher can do a lot of job designing. 
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An organic organization allows job incumbents to develop job 
definitions and allows the research team to define the jobs of its 
members. Competence is used as the main determinant of status 
in the hierarchy of the organization. Peer review of projects and 
job definitions proposed by job incumbents can shape the job 
definition better than management review. 

 

Influencing People 

An important aspect of a manager’s duty is influencing others. 
Top management often needs to influence the middle managers 
and the middle managers in turn influence the lower level 
managers. Influence means to affect the others. Influence sound 
like manipulation. Yet the evidence is clear from several studies 
that managers who are influential with their bosses are better 
managers and can be more helpful to their own subordinates.  

 

Furthermore, an important aspect of lower or middle 
management is to get resources from top management. Such 
resources in the form of budget approvals, space allocation, and 
the like are vital for the unit the manager is administering. Since 
research output can never be completely predicted and since 
considerable time lapse exists between resource inputs and 
research outputs, R&D managers’ ability to influence upper 
management and sponsors could be crucial in acquiring needed 
resources for research. This ability of influencing people could 
be important for an R&D manager for internal purposes as well. 
The manager’s ability to influence people should give him or 
her necessary tools to provide order and purpose and integrate 
the contributions of different participants to the research effort. 
A principal investigator is the individual, who deals with 
researchers within his or her own team and has to work with the 
immediate supervisor. Sometimes, people are attached to 
hopeless causes or to views based on erroneous information. 
The methods of influence provide tools to overcome some of 
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these difficulties. Manipulative or unethical behavior is neither 
proposed nor condoned in an R&D organization. 

 

Motivation in R&D Organizations 

Motivation to achieve goals is a major factor in researcher 
performance and in organizational effectiveness. Individuals 
have goals and organizations have goals. For maximal 
organizational effectiveness, it is important to make these two 
sets of goals compatible and that is the major role of 
management. The R&D manager must have a clear 
understanding of both sets of goals and find ways to make them 
similar, overlapping, and at least non-contradictory.  

 

Performance depends on more than motivation. One must have 
adequate skills and abilities and proper training, and there must 
be a good match between the individual and the organization’s 
goals. Coordination depends on adequate communication, and it 
can be improved when there is participation by employees in 
decisions that affect them and when organizational goals overlap 
with personal ones. In order to understand performance better, 
it is useful to focus on a model that links the probability of an act 
to particular determinants. Behavior depends on habits and self-
instructions (behavioral intentions). The behavior is shaped by 
patterns of rewards. The self-instruction depends on social, 
affective, and cognitive factors. The social factors reflect norms, 
roles, self-definitions, and interpersonal agreements. Facilitating 
conditions, such as self-efficacy, are also most important in 
understanding whether behavior will or will not occur. 

 

Dealing with Diversity in R&D Organizations 

As markets and access to technology have spread 
internationally, R&D organizations have become more 
culturally diverse. Research teams with one scientist in Asia, 
another in Europe, and a third one in Africa are now much more 
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common than they were a decade ago. E-mail, telephone and 
other electronic forms of communication allow for extensive and 
inexpensive international communications. Talent can be found 
in many places, and the top people from every continent often 
like to work together. Joint research projects with scientists who 
are different in culture, gender, age, sexual orientation, 
discipline, organizational level, and function are more common. 

 

In addition, people from a single discipline cannot solve many of 
the world’s problems. Interdisciplinary work is essential if such 
problems are to be solved. The optimal utilization of personnel 
in R&D organizations requires the identification of the way 
different groups are similar and different, and the development 
of training programs that will make both the similarities and 
differences salient. The crew and the R&D manager then needs 
to learn how to manage diversity because of the different 
culture, gender, age of the individuals. This requires the 
development of insights about the way people from diverse 
groups are similar and different and how to deal with each kind 
of difference. 

 

Leadership in R&D Organizations 

The study of leadership, however, has proposed a variety of 
approaches. Some researchers have spent a good deal of time 
observing the behavior of groups and the emergence of leaders. 
As a result, they have seen that the activities of leaders fall into 
two general categories. The first involves maintaining (M) the 
group by paying attention to the needs of the members and 
making sure that conflicts do not become serious. The second 
involves the actual task that the group must perform (P), the 
definition of the task, how and when it is to be done, and so on. 
We can label these two types of activities consideration and 
structure. 
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Consideration involves paying attention to people, being 
considerate of their needs and goals, being employee-oriented, 
and paying attention to the human factor. Structure refers to 
what is to be done and to where the group is going. He has 
shown that a supervisor might emit a lot of behaviors that are M 
(such as paying attention to people, being considerate of their 
needs and goals, making people feel significant, helping people 
value learning and competence, helping people feel part of the 
laboratory community, and inspiring them to find the work 
stimulating) or a lot of behaviors that are P (scheduling work, 
defining goals, telling people how to attain the goals, and 
making sure that people do what is expected of them). However, 
great leaders emit both a lot of M as well as many P behaviors.  

Studies shows four kinds of leaders: 

MP = little maintenance, little production 

MP = little maintenance, a lot of production 

MP = a lot of maintenance, little production 

MP = a combination of high maintenance and high production 

 

Findings revealed that a leader who is high in production 
behaviors and also does many maintenance behaviors is seen as 
providing planning or expertise; but the leader who does a lot of 
production behaviors and few maintenance behaviors is 
perceived as pressuring for production. People who observe 
groups note that leaders may specialize in one of these activities 
or may sometimes engage in both; or in the case of “great 
leaders,” they will perform both activities with great frequency. 
For everyday decisions and actions, your personality is likely to 
determine how you act. To make sure that your actions will be 
effective, you may want to change your work environment so 
that it matches your personality. If you are a high LPC (Least 
Preferred Co-Worker), avoid environments that are too easy 
(you have much control) or too difficult (you have little control) 
for you as a leader. In other words, foster an environment in 
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which you have moderate control and influence, which is 
common in R&D organizations. Then, your leadership style 
should be participative or relationship-oriented. 

 

If you are a low LPC (Least Preferred Co-Worker), your ideal, 
then, is to be liked, to have no conflict among your subordinates, 
to have a clear task, and to have a lot of power. If, on the other 
hand, you have no power and your subordinates hate you, and 
you do not know what they are supposed to be doing, do not 
panic. To get high performance, you will have to rely on task 
orientation and a directive form of leadership. Since you are 
dealing with rather bright and autonomous people, task 
structure is going to be low; since you want to minimize stress, 
you want the group to like you; since your power and influence 
in an effective R&D organization are going to be moderate, you 
really need to work toward a relationship-oriented management 
style.  

 

If these factors do not hold, you might shift toward more 
directive management styles. When you have a new employee, 
you can get away with a style that involves telling people what 
to do; with a more mature subordinate, selling is better; with a 
still more mature subordinate, participation is highly desirable; 
and with a subordinate who knows a lot and has been around a 
long time, delegation may be ideal. Look at your subordinates’ 
job situation. What is missing from the ideal work environment? 
Suppose they do not know what they are to do; then tell them. 
Suppose they are bored; then entertain them. In other words, 
your job is to help them reach their goals, to supply the missing 
resources (path–goal theory). There are other factors that 
moderate what was just said: You can be bossier if you have 
deadlines or limited resources, or if you are expected to be 
bossy (expectation can come from the culture, the organization, 
your supervisor, your subordinates, your peers), or if your 
followers are incompetent or inexperienced. Finally, there are 
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some unique situations related to R&D organizations. Thus, 
leadership concepts and styles need to be explored in the 
context of R&D organizations. 

 

Managing Conflict in R&D Organizations 

There are three kinds of conflict: intrapersonal conflict, 
interpersonal conflict, and intergroup conflict. The first occurs 
within the individual, the second between individuals, and the 
third between groups. Conflict within individuals, in the form of 
role conflict or role ambiguity, is widespread. Individuals who 
understand this can do something to manage it better. Conflict 
between individuals is also common, and developing 
superordinate goals is very helpful in reducing it. Conflict 
between groups is commonplace. There are a number of ways of 
reducing conflict, including taking a win–win orientation, 
emphasizing problem-solving and creativity, finding 
superordinate goals, and developing a system of norms and 
laboratory ethics that will reduce it. 

 

Performance Appraisal; Employee Contribution in R&D 
Organizations 

Accepted wisdom would suggest that for an organization to 
function efficiently and effectively, the employees must work 
well toward meeting organizational goals and objectives. A 
manager should be prudent to reward those employees whose 
performance contributes to organizational success. Performance 
appraisal systems need to be designed to motivate employees to 
improve performance and thus contribute to organizational 
productivity, effectiveness, and excellence. 

 

Regardless of the many problems associated with implementing 
a meaningful performance appraisal system in an R&D 
organization, a system for performance appraisal that focuses on 
employee contribution to the organization is indeed needed to 
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enhance organizational productivity and effectiveness. A 
performance appraisal system can be used to achieve 
organizational and individual goal congruence and 
organizational excellence. The vexing problem of dealing with 
poor performers or problem individuals, sometimes caused by a 
lack of employee ability or by the organization structure, is not 
easily handled. There are problems and issues related to 
performance appraisal in R&D organizations, as well as possible 
ideas to overcome these problems. Individual researcher 
performance dependency, performance appraisal purpose, and 
performance appraisal strategy focuses on researcher 
contribution to the organization. 

 

Technology Transfer 

Technology transfer in a mission-oriented research organization. 
A mission-oriented research organization has its objectives 
defined in specific organizational goals rather than in technical 
terms and is vertically integrated. These organizations span 
activities covering basic research, applied research, 
development, and even technical support for operational 
activities. Non-mission-oriented research organizations have 
their objectives defined primarily in scientific terms for 
example, the study of high-energy physics, nuclear energy, toxic 
substances, atmospheric physics, and bioacoustics. Academic 
research is generally non-mission-oriented and is usually small-
scale research carried out in academic departments of 
universities. Much of the technology transfer from non-mission-
oriented research organizations to application in real-life 
situations is likely to occur via a buffer organization similar to a 
mission-oriented R&D organization. 

 

For R&D organizations, technology transfer, or tech transfer is 
the process by which science and technology are transferred 
from one individual or group to another that incorporates this 
new knowledge into its way of doing things. In developing an 
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effective management strategy for technology transfer, it is 
important to understand stages of technology transfer and 
fundamental issues and factors affecting adoption or rejection of 
new technologies.  

 

The Agricultural Extension Service has been most successful in 
technology transfer of agricultural research to the farmer. Its 
work started in 1914. NASA has undertaken many activities in 
order to facilitate adoption of space technology for industrial 
and biomedical applications. In the high-tech area, effective and 
timely technology transfer from research to manufacturing is 
essential to maintain a competitive position in this industry. 
Factors that affected technology transfer are national policies, 
laws, and regulations, corporate policies, market demand, 
scientific base of the nation and industry, level of R&D effort, 
education level, and availability of capital. Approaches that 
allow one to develop an effective strategy to meet the unique 
requirement of a given R&D organization are personnel 
approach, the organizational link-pins approach, and the 
procedural approach. Technology transfer is an issue on which 
many R&D managers and others involved in research have 
some interesting, useful, and insightful comments. Some of 
these comments include: “People by nature are conservative; 
therefore, reluctance to adoption of new technology is 
understandable.” 

 

Models for Implementing Incremental and Radical 
Innovation 

The term innovation has been used so frequently in so many 
contexts it risks losing meaning. Nonetheless, success in 
creating value from novel ideas is arguably among the most 
formidable challenges faced by organizations and nations today. 
Technological innovation, which channels research and 
development (R&D) to the marketplace, has increasingly 
become the lifeblood of economic development as well as the 
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hope for solutions to the world’s pressing social problems 
related to energy, food, health, water, and the environment. 
Government, private not-for-profit, and university laboratories 
worldwide that have in the past been dedicated mainly to 
performing research, are focusing more on applying science and 
technology to useful and sometimes even commercial ends. 
R&D-based innovation demands an environment in which 
creativity is allowed to flourish, yet is channeled in ways that 
fulfill social and economic needs. 

 

Innovation needs to be thoughtfully managed within 
organizations. This implies designing broad strategic objectives 
related to innovation, implementing processes to shepherd the 
generation and development of novel ideas, and insuring leaders 
create an environment that balances creativity and capturing 
value from creativity. Making innovation operational requires 
that an innovation process be put into place and be widely 
communicated throughout the organization. This can influence 
the types of innovation incremental or radical that are pursued. 
Sequential models, which involve step by step review, are clear 
and systematic; they tend to favor incremental improvements on 
existing products. Iterative models are more organic and 
interdisciplinary throughout the life of a project; these are more 
appropriate for more radical innovation. A dual process allows 
an organization to pursue both types of innovation. 

 

Roles for marketing staff members, types of market research, 
and input from customers will differ in important ways 
depending on the degrees of market and technical uncertainty. 
While marketing people take an active and directive role in 
cases where technical and market uncertainty are low, they 
need to serve as listeners initially and market creators in cases 
where technical and market uncertainty are high. Creating an 
environment of sustainable innovation requires that leaders 
explicitly communicate support for the organization’s innovation 
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strategy, and ensure that the innovation process is open to the 
entire organization. Senior management should be well versed 
in the innovation process, and should consider becoming 
actively involved in the process by joining review teams, for 
example. Innovation should be rewarded, though rewards for 
incremental and radical innovation should differ. Finally, 
leaders can support innovation on an ongoing basis by hiring 
creative people and designing organizations around their needs, 
and by simply recognizing the creative contributions people 
make day to day.  

 

Organizational Change in R&D Settings 

Before deciding what aspect of the organization to improve, it is 
important to analyze the strengths and weaknesses of the 
organization. A need assessment is highly desirable. This can be 
done by interviewing at all levels of the organization, focusing 
on what is done well and what is done badly and needs 
improvement. Such needs assessment should be done routinely 
every few years, if not more frequently, because few R&D 
organizations are doing today what they did five years ago. 
Research projects, technology, and customer needs keep 
changing. To be responsive to such changes, the organization 
needs to change. The first step is to determine specifically what 
needs to change. Some behaviors can be changed directly; in 
some cases, attitudes and values linked to too many behaviors 
need to change.  

 

The strategic planning of the organization must be coordinated 
with the activities of each part of the organization. Then a needs 
assessment and a plan for change can be developed that can 
indicate whether people, teams, or the organization needs to 
change, and whether the change is mostly cognitive, affective, 
or behavioral. Standard operating procedures may need to be 
developed that will respond to the changed environment of the 
laboratory. Organizational change is particularly difficult to 
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implement in an academic institution. In nonacademic research 
organizations, whether they are industrial or governmental, 
change can be achieved by two means: the ability to replace 
people and the ability to make personnel accountable to 
management for performance and for achieving mutually agreed 
upon goals.  

 

Organizations often need to be changed. One needs to 
understand problems associated with organizational change and 
the action steps that might help overcome these problems. 
Some individual changes can be accomplished through training, 
whereas others require extensive one-on-one clinical work. 
Some group change can be accomplished by team building 
techniques; other techniques for organizational change involve 
survey feedback and grid organizational development. 
Evaluation of the change is necessary to ascertain that desired 
objectives are reached. A combination of these approaches 
needs to be used to cover many perspectives and to reduce bias. 

 

Managing the Network of Technological Innovation 

The major players in the network of technological innovation 
are industry, government laboratories, universities, and not-for-
profit institutions and have different goals and settings. 
However, they share a common emphasis on ensuring that 
science and technology benefit social and/or economic ends. 
Successful innovation depends upon managing relationships and 
communication flows across these organizational boundaries. 
Moreover, activities throughout the innovation chain from R&D 
through marketing increasingly extend globally, and thus 
international networks must be accessed and managed.  

 

Modern technological innovation is best understood as an open, 
decentralized global network of organizations. In the United 
States, companies, government, and universities fund and 
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perform different types of research. Industry dominates in total 
R&D funded and performed, as well as applied research and 
development funded and performed. The federal government 
dominates in funding basic research, and in funding 
development related to the military. Universities dominate in 
the performance of basic research. Formal and informal 
mechanisms for transferring technology from government and 
universities to the commercial realm and mechanisms in which 
business, academic, and government collaborate in 
technological innovation are proliferating. Patenting, licensing, 
and start-up activity from universities is increasing, government 
labs are supporting spin-offs, and SBIR (Small Business 
Innovation Research) and STTR (Strategic Technology Transfer 
Research) awards have increased. A weak economy means less 
risk capital and less opportunity to fund early-stage technology-
based ventures. 

 

The network of technological innovation has become globalized 
in terms of R&D funding, education in science and technology, 
patenting, and venture capital.  Organizations need to focus on 
what they do best and embrace opportunities to collaborate with 
organizations with complementary capabilities, domestically and 
internationally. Informal professional contacts of R&D 
personnel, and professional business development personnel, 
are critical to identifying and forging linkages. Mechanisms for 
communicating and accessing opportunities for relationships 
through consultancies, conferences, and electronic means are 
flourishing. The success of networked innovation, however, 
requires that a foundation of trust be established. Partners must 
believe that contributions and benefits will be fairly distributed. 

 

Universities and Basic Research 

There is a relationship between basic research and application 
and how basic research leads to new knowledge. Basic research 
is scientific capital, a common fund from which practical 
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applications can be derived and which provides a rationale for 
public support of basic research. Much of the research funding 
at academic institutions comes from governmental and non-
profit organizations. Industry support has been increasing 
during the last decade, but it still represents less than 10 
percent of the total funding. University–industry linkage is 
important, however, for reasons other than absolute numbers in 
terms of research funding.  

 

Opinions about investment in basic research. In the United 
States, the largest and the most creative segment of the basic 
research enterprise resides at academic institutions (National 
Academy of Engineering, 1993). It was believed that both the 
public and Congress need to be educated about the importance 
of basic research and about the need for increased funding of 
this activity. 

 

The National Research Council of the National Academy of 
Sciences did a very thorough review of the evidence and 
concluded that it is very clear that basic research is initiated by 
individuals. There is a need for research on science and society. 
Some scientific developments have adverse effects on health, 
social well-being, and the environment. The amount spent on 
basic research is minuscule relative to the amount spent on 
applied research. It is not appropriate to blame basic research 
for not solving the problems of international competitiveness. 
The blame can often be placed on the poor decisions of 
corporate boards of directors.  

 

R&D Organizations and Strategy 

Investigation was conducted to find the relationship between 
productivity growth and corporate activities, highly productive 
companies had long-term strategic planning whereas less 
productive ones did not. High-performing companies planned 
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four to six years ahead and reviewed their plans every two to 
three years, whereas low-performing companies did not have a 
long-term strategic plan. Strategic management and thinking are 
particularly important for research organizations due to many 
uncertainties and to the need to coordinate disparate activities 
to meet organizational goals and objectives. A strategy process 
can help focus the organization on future needs and thus stay in 
tune with fundamental organizational priorities and goals.  

 

Strategy comprises a mission, strategic objectives, policies, and 
programs. Developing this picture of strategy is accomplished 
by scanning the environment for trends that imply opportunities 
or threats to the organization, analyzing internal strengths and 
weaknesses, identifying core competencies; creating growth 
strategies, analyzing the competition, and then identifying and 
allocating the resources necessary to fulfill strategy. Overly 
specific quantitative goals and related action plans established 
in a strategic plan can be detrimental if misused. For example, 
overemphasis on numerical goals and targets often proves to be 
too rigid and tends to undermine the dynamic flexibility and 
creative vision that a strategic plan should strive to achieve. 

 

Research, Development, and Science Policy 

Science and technology are closely interrelated. Investment in 
R&D is essential for economic development and for sustaining 
economic growth. The level of support should be determined by 
the social benefits of competing usages of the funds. The few 
clues that we have at present suggest that in the United States 
the benefits from increased support for R&D will be greater 
than the benefits that society will derive from competing usages 
of the funds. Views on R&D expenditure and science policy, 
naturally vary. Public policy decisions related to science policy 
and research expenditure affect resources available for 
conducting research and the emphasis on such research.  
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Consequently, participation of engineers and scientists in the 
policy-making stage, where tradeoffs between competing 
demands are considered, needs to be reemphasized and 
institutionalized. Scientists and engineers engaged in 
conducting and managing R&D constitute a substantial portion 
of the American electorate. Over 1.4 million people, in a country 
where half the population usually does not vote, can be a critical 
force in some elections. Furthermore, too much is spent on 
research that has little potential for technological innovation 
spin-offs, while other countries, such as Japan, are graduating 
more engineers as a percent of total graduates than the United 
States, produce more patents per capita, and do more research 
in areas that have such spin-offs. 
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Abstract 

This chapter examines the process of using 
enterprise creation to maximize public wealth. Most 
economies of the world are developed today because 
of the values created through the creation of 
enterprises. The creation of enterprises has been the 
basis for wealth creation. However, the link between 
enterprise creation and wealth creation, which have 
been established in various research have neglected 
the public value addition of enterprise creation, 
which this chapter has made its focus. The complex 
nature of the economy notwithstanding, the various 
implications of the activities of the economy, 
particularly as concerns enterprise creation requires 
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proper understanding for economic progress to be 
accomplished in every economy.  

 

Key Words: Enterprise Creation, Public Value, 
Public Wealth, Value Maximization, Wealth Creation 

 

Introduction  

On October 1, 2015, Nigeria attained fifty-five (55) years of 
independence from colonial management and leadership by 
Britain. In these fifty-five years of independence, we have had 
twenty-eight years of military management and leadership, and 
twenty-seven years of democratic management and leadership 
of our country’s resources. From the words of one of the 
presidential aspirants, about the time the nation became fifty 
years old in 2010, the following extracts explains the frustrations 
of the people and is presented below as part of this introduction:  

 

“Whilst we thank those who have contributed positively to 
the development of our fatherland, we (Nigerians) are 
unanimous on one verdict: our great nation has not fulfilled 
its potential, and our realities are far from our ideals… 
Fifty-three years after independence, we have failed to 
realize the dreams and aspirations of our founding fathers. 
We are the sixth largest oil producer in the world, yet we 
import fuel and have no electricity. We have some of the 
most intelligent and resourceful people on earth, yet we 
cannot make Nigeria work (for you). If truth be told, we 
(you) are not asking for much from (your) government. 

 

We (you) just want the custodians of our common wealth to 
give us (you) good roads, good hospitals, good schools and 
a constant supply of electricity.  We (you) want potable 
water, food to eat and a roof over our (your) head(s). We 
(you) want sensible policies that create opportunities; to 
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profit from our (your) labor, to use our (your) God-given 
abilities to improve our (your) lot and to take care of our 
(your) aged and loved ones. We (you) want to give back to 
our (your) community and we (you) want a political system 
that encourages people to contribute to the development of 
our fatherland. We (you) want to be safe, to take a stroll in 
the night without fear. These are the yearnings in our 
hearts” 

 

Majority of our leaders are leading from the top of the pyramid 
and they end up leading those on top only. This is not how 
national development should be carried out, as what they 
practice is more of an exclusive development than inclusive. A 
development oriented leader would serve the community and 
embrace its aspirations, both now and in the future, through 
assurance of economic growth, education, health, security, 
stability, comfort, leisure, opportunities and freedom of 
movement.  

 

Theoretical Background 

Economists have been concerned, historically with two main 
questions of how wealth is created and how wealth is allocated. 
To the classical school, beginning from Adam Smith through 
Samuelson, and Arrow, the concentration has been on how 
wealth is allocated to the detriment of how it is created (Arrow, 
1974; & Backhouse, 2002). Models popularly developed and 
professed by Walras, Jevons, and Pareto at different times were 
based on the assumptions that an economy already exists, 
producers have resources, and consumers own various 
commodities, hence concluding that the problem is how to 
allocate these existing finite wealth of the economy in ways that 
will provide maximum benefit for all.  
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One major justification that could be adduced to the focus of 
these classical economists on allocation of resources was the 
idealness of the mathematical equations of equilibrium 
imported into economics from physics in an attempt to provide 
answer to the allocation question. These mathematical equations 
were however more difficult to apply to growth problems since 
equilibrium by definition is a state of rest, while growth means 
change and dynamism (Hayek, 1988; Bernstein, 2004; and 
Caldwell, 2004).  

 

This contradiction between equilibrium and growth was 
however pointed out early enough by Schumpeter (1934), who 
although was sympathetic with the equilibrium theory of his 
neoclassical contemporaries on the question of wealth 
allocation, however disagree with that framework as appropriate 
for answering the growth question. With his argument against 
the neoclassical view of production as static in which firms were 
assumed to have fixed technologies and product sets with which 
they determine the quantity of production that will maximize 
profits, Schumpeter observed that economic growth is not just a 
matter of increasing the quantity of what is already produced 
without consideration for innovation.  

 

The neoclassical economists’ classification of innovation as an 
external or exogenous factor placed outside the bounds of 
economic study was corrected by Schumpeter who classified 
innovation as internal or endogenous and central to the 
understanding of the economy. He affirmed that for growth to 
take place there must be “a source of energy within the 
economic system, which would of itself disrupt any equilibrium 
that might be attained”. That source of energy referred to by 
Schumpeter is the figure of the entrepreneur who he described 
variously as the ‘dam breaker,’ ‘risk taker,’ ‘innovator,’ ‘market 
creator,’ and ‘creative destroyer.’ The origin of wealth, 
according to Schumpeter, lies in the heroic efforts of individual 
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entrepreneurs who battle the odds to turn the technologies and 
opportunities of their time into successful commercial 
enterprises (Stevenson & Gumpert, 1985; Beinhocker, 2007).  

 

What Schumpeter lacked in mathematics, Robert Solow 
provided as he also challenged the earlier simplistic growth 
theory as unrealistic. He recognized the fact that technological 
change has dramatically increased the productivity of capital 
and therefore, found a way to recognize this through his 
balanced growth theory. Solow was able to account for 
innovation in a way that was consistent with the neoclassical 
theory and still maintain equilibrium in the economy (Solow, 
2000). Although, growth and equilibrium do not sound very 
compatible, he was however able to show the economy as being 
balanced, even as it grew.  

 

Population growth rate and technology rate of change were 
treated in Solow’s model as exogenous, driving the growth rate 
while other factors in the economy, such as rate of savings and 
the total amount of capital in the economy are expected to 
automatically balance in response to changes in population and 
technology growth. The key to productivity, according to Solow 
is therefore, technology. Improved technology leads to more 
productive capital, more savings and subsequently more capital 
investment. Without technology growth, capital would only 
grow in proportion to population, and wealth per capita would 
simply level off.  

 

Dissatisfied with Solow’s reversal of consideration of innovation 
as exogenous in his model, Romer (1990, 1994) re-introduced 
the ‘energy’ for growth as an endogenous factor in the economic 
model presented as endogenous growth theory. He however 
located the source of energy for growth, not in the ‘heroism’ of 
the entrepreneur, as did Schumpeter, but in the nature of 
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technology with its cumulative, accelerating quality. The 
discovery of the knowledge economy by Solow was further 
echoed by Romer in the increasing returns phenomenon.  

 

In summary, the neoclassical growth theory of Solow and others 
like Romer answers the great question of wealth creation while 
the neoclassical general equilibrium theory of Arrow and others 
only answer the question of wealth allocation.  

 

Value and Wealth Creation 

A development oriented leader would serve the community and 
embrace its aspirations, both now and in the future, through 
assurance of economic growth, education, health, security, 
stability, comfort, leisure, opportunities and freedom of 
movement. The development of a nation does not happen 
overnight or by accident, and it should not stop once the process 
has begun. This is because nation building is the result of 
intense efforts at building a clear vision for development. It is 
also about the flexibility to embrace change, to continuously 
adapt, and to improve our personal performances and our 
commitment to service of the nation.  

 

In today’s fast-paced world, if you are not leading, you will be 
left behind. If you fall behind, it is likely that someone less 
capable, less creative and less prepared than you will take your 
place. People (human capital) are the most important ingredient 
of the development process. Therefore, if we fail to educate 
young people, develop their skills and generate the spirit of 
excellence and creativity in them, we will never, under any 
circumstances, have a successful development process.  

 

In the process of growth, it is important to note that failure is 
not falling to the ground, it is remaining there once you have 
fallen and the greatest failure is when you decide not to stand 
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up again. When a nation fails to develop, it is just like when a 
child falls and fails to stand up. Such a nation becomes 
vulnerable to a collapse in security and stability, and lose the 
foundations on which prosperity is built. Therefore, we must 
implement practical ideas without wasting any time. If we do 
not, others will – and they will reap the rewards: wealth, large 
markets, job opportunities, stability, expertise, competitiveness 
and scores of other benefits. Those who implement practical 
ideas will obviously look forward to a bright future while 
stragglers will remain in the dark.  

 

Change and adapting to a quickly changing reality are therefore 
inevitable. It is obvious that our world is new and very different 
from the one our ancestors knew, but their world too was new 
compared to the one their ancestors knew and they made the 
best of it. Each new generation faces new challenges and 
consecutive generations are, in a way, a succession of 
challenges. Overcoming the challenges in the race for 
excellence is the secret of success, and of course; failing to do so 
is the reason behind defeat and trailing behind other nations. 
The younger generation are the ones who will find the formula 
that will guarantee sustainable development process and 
stability both for themselves and for future generations. This is 
because nations are only as successful as their younger 
generations.  

 

The desire to achieve success is a national responsibility, which 
is not limited to government alone. Development is a tough 
process full of successes and failures. We must supplement our 
elementary education with capable institutions that enrich 
knowledge, promote creativity, encourage innovation and 
initiatives, motivate ambitions and prepare managerial talents to 
lead society and business. People are the asset of any vision – 
they make it real. Moreover, people will not allow the vision to 
materialize unless they are convinced about its validity, and are 
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certain that it will meet their expectations and interests while 
remaining practical, clear and simple.  

 

Enterprise Creation: The Way Forward  

For the various segments of the society, enterprise creation 
appears to be the way forward for our developmental problems. 
The major problem that is facing the Nigerian nation and 
concentrated in the Youth Population is unemployment. The 
youth are therefore expected to: 

• Acquire Entrepreneurship Knowledge 

• Develop Entrepreneurship Mindset 

• Create Enduring Enterprises 

 

For as long as the platform to do this is provided, the youth 
should embrace it and make the most of such opportunities. 
Moreover, the government should: 

• Support Entrepreneurship Education 

• Develop Enterprising Citizens 

• Provide Conducive Enterprising Environment 

 

The Enterprise Creation Process: 

• Every form of development starts from an idea.  

• The process of opportunity identification is the 
foundation of ideation 

• The capacity to organize resources to transform the 
opportunity identified into products that can meet the 
needs of people is the innovation process and the most 
significant requirement for enterprise creation. 

• The capacity to take risk forms the bedrock of enterprise 
and wealth creation. 
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The Entrepreneurial Requirements: 

• It is a statement of fact that where there is no pain, there 
can be no gain. 

• Every entrepreneur in creating enterprises must realize 
that the gain of enterprise creation lies in the capacity to 
transform the pains to gains. 

• To achieve this requires the entrepreneurial 
characteristics of not only being a visionary, risk-taker 
and opportunity obsessed, but having perseverance, 
determination, focus, steadfastness and patience to wait 
for the cooking of the pain to become gain.  

 

Concluding Remarks 

The origin of wealth and economic development, without any 
iota of doubt, therefore, lies in the heroic efforts of individual 
entrepreneurs as they battle the odds to turn the technologies 
and opportunities of their time into successful commercial 
enterprises that add value to the various facets of the society in 
form of public value. It is the efforts of these few entrepreneurs 
that gives the larger society the hope for life and living which 
come in the forms of;  

• Products; goods and services that meet societal needs,  

• Jobs (that create employment for people in the society),  

• Income (wages and salaries that constitute sources of 
livelihood for workers), 

• Revenue (taxes, levies, charges and tariffs for the running 
of the government), etc.  

 

These enterprise creators are therefore conclusively, 
Schumpeter’s wealth creators. Hence, enterprise creation is 
unarguably the bedrock to the creation of wealth in any nation.  
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Policy Implication for Nigeria 

The KWASU Start-up Program for unemployed graduates 
would come handy to practically demonstrate the above 
submission with a model to train the Kwara Youth in batches of 
50s per weekend taking them through the process of start-up 
from ideation to implementation.  

 

Each of the participants would be required to enter for the 
Kwara Business Start-up Project after the weekend training by 
submitting their Business Proposals for consideration for a 
possible Start-up Revolving Fund up to a maximum of N1.5 
million.  

 

The first group of 50 Kwara Business Start-ups would form the 
founding set, and the start-up fund would be interest free but 
repayable over a period of 3 years after a 3 - 6 months 
moratorium. The repayment schedule is a monthly sum of N50, 
000.00 beginning from the fourth or seventh month of the 
commencement of the fund.  

 

The training cost of the KWASU Start-up Program per 
participant is N25, 000.00 so for every set of 50 participants per 
week is N1.25 million. To train the first set of 200 Kwara Youth 
within the first four weeks of running the Kwara Business Start-
up will cost N5 million. To empower and start up the best 50 of 
this set of Kwara Youth at an average sum of N1 million each 
will cost N50 million. To run this scheme consistently for a 
period of six months will cost the sum of N30 million in training 
cost, and N300 million is start-up fund.  

 

About 1200 youths would have been taken through the Kwara 
Business Start-up and appropriately certified within six months. 
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About 300 youth would have been empowered with an average 
sum of N1 million to set up their businesses within six months  

 

The revolving nature of the Kwara Fund will make it accrue 
about N45 million in the seventh month in form of repayment 
with, which the scheme is expected to continue, as this will 
increase on a monthly basis. As the number of beneficiaries 
increase such that the scheme could be taken through to the end 
of the year without additional funding after the initial six months 
funding of N300 million aside from the monthly cost of training  

 

The KWASU Vocational Training Extension for 
primary/secondary school leavers would be most appropriate for 
the Kwara Youth in this category. Each are to go through a one-
day sensitization workshop to sensitize and re-orientate them 
towards skills acquisition in their identified area of strength and 
passion.  

 

Thereafter, each of them will be assigned to the appropriate 
Kwara Skill/Vocational Partner. The Kwara Skill/Vocational 
Partners are identified Mentors in areas such as tailoring, hair 
dressing, barbing, carpentry, mechanic, welding, etc. that will 
be supported by the Kwara Office as Certified Partners.  

 

Participants that have gone through the workshop successfully 
are assigned to these partners for training ranging from 3 
months to 1 year to acquire skills in these vocations to be 
supported for start-up with equipment and working capital upon 
successful completion.  

Each of these Kwara Skill/Vocational Youth are also supported 
with a stipend sum of N10,000 monthly for the period of the 
training that should not last more than one year.  
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Each of them are to be empowered with the required start up 
equipment of their vocations and working capital ranging from 
N50,000 to N100,000 upon successful completion of the 
vocational training.   

 

The sum of N120 million would be required to support 1,000 
Kwara Youth during the course of the vocational training of a 
maximum of one year.  

 

An additional sum of N100 million would be required to provide 
start-up fund (working capital) for successful 1,000 Kwara Youth 
at the end of one year taking the maximum sum of N100, 000 
per person.  

 

A lump sum of additional N100 million would be required to 
purchase various equipment to set up the successful Kwara 
Youth. While the Kwara Business Start-up Project would 
require the sum of N330 million to run uninterrupted for six 
months to train 1,200 Kwara Youth, after which it starts 
revolving and sustain itself. The Kwara Skill/Vocational Project 
would require a total sum of N320 million to run without 
interruption for one year to train 1,000 Kwara Youth. The total 
sum required for these two projects is therefore, put at the sum 
of N650 million.  
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Abstract 

This chapter assumes that organizations will need to 
make fundamental changes in the way they conduct 
business because their sustainability depends on high 
levels of innovation within the organization, leading to 
regular product, process or service redesign. The 
earlier approaches to planned organizational 
development and change in relation to achieving 
ecological sustainability requirements has obvious 
shortcomings, and issues have been raised about the 
change mechanism at the institutional versus 
organizational levels. The chapter recommends that 
the newer, systems-based and inclusive co-
evolutionary approach to organizational development 
practice and theory may help overcome the 
shortcomings of earlier approaches to planned change. 
Second, it argues that the co-evolutionary approach 
that use complex adaptive systems thinking will be 
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more effective within the structure of such third-
generation interventions by focusing on issues at the 
institutional level for organizations operating in a 
complex business environment.  

 

Key words:  organizational development, ecological 
sustainability, change mechanism, co-evolutionary 
approach, complex adaptive system  

 

Introduction 

It has become a very serious challenge for organizations to 
survive in complex business environments such as Nigeria, 
because the business environment is very dynamic, 
unpredictable, and comparatively unstable. This high level of 
instability is responsible for the failure of more than 50% of 
organizations established in the first five years of their existence, 
according to the National Bureau of Statistics (2012) Report. So 
many factors have been put forward for this, but our concern in 
this chapter is to look at how to advance organizational 
sustainability through change and innovation within the 
organization itself.  

 

As we all know, the survival of any organization lies more within 
the organization than outside, since almost every variable within 
the organization, referred to as the internal environment, are 
subjected to the possibility of adjusting to changes through 
internal innovation. They are forces and factors within the 
control of the organization, and are thus areas that the 
organizations can positively affect. The capacity of the people 
saddled with the responsibility to take up this responsibility will 
go a long way to determine the survival or otherwise of any 
organization. The innovative capacities of the managers of the 
organization is a sine qua none to the sustainability of such 
organization. 
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For the above to happen, at the level of organization, involves 
the mode of assessment of the activities of the organization, 
which may include; industrial ecology, eco-efficiency, strategic 
pro activity, all pointing to a highly complex task if such 
innovations are to be implemented. It is important to note that 
innovation within the context of sustainability may not be the 
same as innovation in other contexts. Hall and Vredenburg 
(2003) argued that sustainability of organizations requires not 
only to innovate within the environment but to maintain and 
consider human factors and non- human stakeholders. A major 
challenge for organizations is how to balance and incorporate 
competing interests, values and constituencies.  

 

Earlier Approaches to Organizational Development 

Organization development is traditionally described as the 
process by which an organization can achieve its mission and 
build long-term success. It is defined here as a planned 
programme of change and development. This kind of approach 
to the organization objectives is being discarded for a fuller 
voice to ecological interest in order to establish a non-dynamic 
relationship between the ecological and human system in the 
organization. The earlier planned approach to change is 
constrained in their capacity to deal with the complexity of 
interrelationships between the natural environment, 
organizations and their employees. The situation and 
circumstances of doing business in complex environments like 
Nigeria obviously requires a more dynamic approach than the 
conventional, if any business organization will thrive and 
survive, hence this position.  

 

Contemporary Organizational Development Approaches 

These approaches are not static and they allow for systems-wide 
interventions, the incorporation of visioning and representation 
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of a wide range of stakeholder viewpoint. In line with these 
approaches, some action research has also shifted to a whole 
systems approach to incorporate a wider range of stakeholders.  

 

A recent definition of action research defines its wide purpose 
as: to contribute to the increased well-being economic, political, 
psychological, and spiritual, of humanity, and to a more 
equitable and sustainable relationship with the wider ecology of 
the planet of which we are an intrinsic part (Reason & 
Bradbury, 2001, p. 2).  

 

Towards Institutional-level Change and Innovation 

Looking at the organization as a Complex Adaptive System, 
based on the positions established above, we will want to 
consider the relevance of this complex adaptive system 
approach for institutional-level change and innovation for 
organizations in Nigeria. In this context, therefore, we can argue 
that the co-evolutionary approach that use complex adaptive 
system (CAS) thinking and incorporate dialectical collective 
action processes can be useful to structure interventions that 
will focus on bringing about change, as may be required, at the 
institutional level in organizations. CAS is neural-like networks 
of interacting with interdependent agents who are bonded by 
common goals, outlooks and needs.  

 

Dialectical Processes and Mutual Influence 

Suzanne and Ellen (2009) see institutional change as a 
dialectical process where the ongoing contestation between 
competing actors results in the synthesis of new institutions. 
Clearly, the dialectical process involves issues of power, as well 
as conflicts. Therefore, utilizing third-generation organizational 
development approaches in the context of the organization as 
CAS can, facilitates the co-evolution that may enable ecological 
interests to be institutionalized while deinstitutionalizing those 
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business and industrial practices antagonistic to such values. It 
is also suggested that the co-evolutionary decision- making 
systems and fora that are developed around ecological issues 
may generate useful systems, ideas, models and networks that 
could then serve to help both business and government 
(corporate and public) policy-makers.  

 

In effect, this shows that a systems-based approach, 
incorporating capacity building to enable effective dialectical 
interaction between all concerned stakeholders, can enable 
institutional change. This approach can be supported through 
what Seo et al. (2004) have termed, third-generation 
organizational development. In that sense, the human systems 
can be developed so that they can co-evolve with the ecological 
systems.  

 

Conclusion 

We have seen, from the above, that institutional change is a 
dialectical process in which the ongoing contestation between 
competing actors results in the synthesis of new institutions. 
The dialectical process normally involves the issues of power 
and conflicts in organizations which cannot be run away from. 
Therefore, utilizing third-generation organizational 
development approaches, in the context of the complex adaptive 
system (CAS) discussed in this chapter, will facilitate the co-
evolution that may enable ecological interests to be 
institutionalized in our organizations.  

 

By so doing, we will be deinstitutionalizing those business and 
industrial practices antagonistic to such values that we want 
entrenched in our organizations, and thus ensuring the survival 
of our organizations irrespective of the changes in the business 
environment.  
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Policy Implication for Nigeria 

This chapter assumes that organizations will need to make 
fundamental changes in the way they conduct business because 
the sustainability of their businesses can only be achieved 
through high levels of innovation within the organization, 
leading to product, process or service redesign. The earlier 
approaches to planned organizational development and change 
in relation to achieving ecological sustainability requirements 
have shortcomings that have been raised about the change 
mechanism at the institutional versus organizational level.  

 

We are of the opinion that newer, systems-based and inclusive 
approaches to organizational development practice and theory 
may overcome shortcomings of earlier approaches to planned 
change. Thus, we are proposing that organizations look at the 
possibility of the co-evolutionary approach that accommodates 
the use of complex adaptive system for organizational 
sustainability in a country like Nigeria. For the survival of 
businesses in Nigeria, the co-evolutionary approach is strongly 
recommended. 
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Abstract 

This chapter of the book examines the concept of 
creativity from an understanding that creativity has to 
be managed and championed through leadership. The 
chapter therefore narrow down the concept of 
creativity to the internal organization and how 
creative thinking within an organization could be 
managed and led. Creative leadership was explicitly 
defined along with creative management and attempts 
to differentiated the two from one another was made.  
 
Key words: creative people, creative leadership, 
creative management, internal organization, creative 
thinking,  
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Introduction  

How can we identify a creative leader or manager since leaders 
and managers are ordinarily engaged to lead and manage their 
respective organizations to success? The search for answers to 
this question led to the contribution of this chapter. Ordinarily, 
creativity evokes an emotional response in those who 
experience it or engage in it. Most times, we tend to know it 
when we see or feel it as you get to note a creative person with 
just few interactions and engagements we tend to feel. 
However, creativity is contextually located and can be judged in 
different ways by different people. So, what you see, as far as 
creativity is concern, inevitably depends on where you stand. 
One person’s creativity can really be viewed by another as 
foolishness, recklessness or insanity. How you judge creativity 
depends on your particular and unique perspective and 
understanding of the world (Harris, 2009). 

 

It has been established that one of the essential ingredients of 
high performing individuals, teams and organizations is 
creativity (Basadur, 2004). Creative management and leadership 
is therefore all about creative people. To be creative means 
releasing talent and imagination. It also means the ability to take 
risks and in some cases, necessitates standing outside the usual 
or accepted frames of reference. Creative people push the 
boundaries; they seek new ways of seeing, interpreting, 
understanding and questioning things. They accept the 
ambiguity of contradiction and uncertainty. They tolerate 
disorder and unpredictability, and thrive, mostly, in 
circumstances which others might see as chaotic and disorderly 
(Montuori & Purser, 1999). 

 

It is important to quickly point out that creativity is not a set of 
skills, traits or narrow competencies that could be learned, 
taught or tested as affirmed by Stoll (2007). To him, creativity 
comes from a deep-rooted passion and urge to act and think 
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differently, to try things out, to make mistakes and to see the 
potential and possibility of innovation at both the micro and 
macro levels. Creativity does not always mean taking a huge 
leap forward or making great changes that reshape and redefine 
thinking as we may be made to believe. Instead, daily we see 
marginal incremental creativity, in practical terms all around the 
globe, and in all facets of life. While some creative ideas 
definitely have huge impacts that may change the world, others 
simply modify, refine and improve existing practices. This 
creative stance is the ‘mindset’ of the individual and the 
organization, and on a daily basis contributes to the creative 
flow and energy of the individual, the team and the organization 
(Rickards & Moger, 2000). 

 

Creative Leadership Solution to Leadership Crisis 

The need to develop creative leaders is more pressing now than 
ever before simply because of the crisis in leadership and 
leadership succession in many parts of the public and private 
sector. It therefore does not really matter how we define or 
understand creativity if it is not leading to creative management 
and leadership. There is a ticking time bomb of leadership 
succession, particularly in Nigeria, as over half of the leaders in 
the public and private sector of the Nigerian economy are over 
fifty years of age. It does not really matter the level of success 
accomplished by any organization or government, if the 
leadership succession problem is not resolved, it will amount to 
nothing. 

 

It is only those organizations or nations that can identify and 
invest in the next generation of leadership talent that will thrive 
and sustain whatever level of success existing leaders achieve. 
The leaders of the future, according to Martin (2007) will be 
distinguished by their ability to collaborate and be creative, no 
matter the context. Conscious efforts at talents and talents 
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development across many sectors of an organization or nation 
should be given priority to overcome the above challenge.  

 

For Harris (2008), organizations that successfully release talents 
are those that focus on developing individual and collective 
skills, knowledge and creativity. Such organizations actively 
distribute leadership in order to create the ‘spaces’ and 
‘opportunities’ for creativity to flourish. They develop talents in 
such a way that enhances both the individual and the collective 
capability of the organization to be innovative. 

 

Organizations that could be referred to as ‘talent-powered’ 
consciously invest in developing the capabilities of all their 
employees and place particular focus on accelerating creative 
capacities identified through the actions and interactions of 
people across the organization. This is achieved through a 
strong sense of engagement, networking and collaborations that 
reinforces the most important leadership skills. To Stoll (2007), 
creativity is more likely to be enhanced, developed and 
supported through collective, rather than individual endeavor, 
in organizations that develop strong communities of practice. 
This sense of ‘community’ or belonging is one in which 
creativity is more likely to occur because there are high levels of 
trust and a norm of ‘no blame innovation’ should things go 
wrong (Stoll, 2008). 

 

Creative Leadership, Dynamic Capabilities and Innovation 

The theory of dynamic capabilities refers to the dynamic 
capabilities as a source of competitive advantage with emphasis 
on two aspects, namely; shifting character dynamic 
environment, response, certain strategic, and the time required 
to accelerate innovation acceptable to the market, and the 
ability of emphasizing the key role of strategic management 
adapted to the right, integrating and reconfiguration of internal 
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and external organizational skills, resources and functional 
competences towards changing environment. To determine the 
dynamic capabilities of an organization, three clear categories 
have been identified, and these are; managerial and 
organizational process (the way of doing things in the 
organization), position (the strategic posture of the organization), 
and lane (the alternative strategies available to the organization) 
(Phipps et al., 2012; Teece & Pisano, 1994). 

 

It has been established that several factors are responsible for 
the innovative behavior of any person. Damanpour (1991) and 
Mumford et al. (2003) singled out one major factor that plays a 
most significant role in the innovation process as leadership. 
Also, identified by Wang & Noe (2010) is knowledge sharing 
which they described as an individual’s contribution to 
developing the capacities of colleagues to contribute to the 
application of knowledge, innovation and ultimately to the 
organization’s competitive advantage. Hoof and Weenen (2004) 
were able to distinguish knowledge sharing into the two 
categories of donating knowledge and collecting knowledge. It 
is in the spirit of the above that Dahigaard et al. (1997) 
described a creative leader as a leader full of ideas that are used 
to solve problems and continuous improvement in an 
organization. He is seen somebody with a clear picture of the 
organization’s future and understands how to work efficiently to 
achieve the vision. 

 

The Importance of Creativity in Organizations and Nations 

Creativity, based on the various submissions of the diverse 
creativity writers, affects all facets of the individuals, 
organizations and the society generally. Thus, creativity is said 
to be important in education (Robinson, 2012), in management 
and operations of organizations (Harris, 2009 and Proctor, 2010), 
and in human and society (Walonick, 1993). There are, 
therefore, the economic, cultural, organizational and human 
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imperatives of creativity which made Sir Ken Robinson to 
conclude that creativity is not an option but an absolute 
necessity. 

 

From the perspective of management of organization, creative 
thinking skills are beneficial for a large amount of problems and 
business improvements. Thus, creativity is required in carrying 
out the basic functions of management, namely; planning the 
strategies, mission and objectives of the organization, organizing 
the jobs and trainings, controlling standards and objectives and 
leading the individuals that make up the organization. The 
concept of creative management is thus as important as creative 
leadership in organizations. 

 

The creative manager is therefore preferred for a sustainable 
creative organization. The reason is because the continuous 
management of any established creative organization depends 
on the management at all three levels (top, middle and low). As 
we have also seen, the functions of management require 
creativity for operational efficiency and effectiveness.  

 

Conclusion 

While the creative leader plays the role of nurturing the 
creativity of employees, the creative manager sustains 
innovation in the organization. While the creative leader 
influences the talents within to establish a corporate 
community, the creative manager sustains and keep such talents 
and community. While the creative leader inspires them to take 
advantage of opportunities, and motivate them to achieve 
personal and professional growth, the creative manager 
maintains the inspiration and motivation momentum required to 
sustain the creative environment and organization. 
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To establish the creative organization, in the final analysis, the 
creative leader must be open-minded, participative, 
encouraging, delete existing hierarchical structure, and develop 
an unconventional one that will encourage the development of 
interpersonal skills within. The creative leader must ultimately 
bring about a creative environment for the survival of the 
creative organization. 

 

Policy Implication for Nigeria 

As a nation, we are in dire need of creative managers and 
creative leaders. This however cannot be achieved without any 
conscious effort to achieve it. The process requires that we 
come to terms with the reality that our education structure is 
not adequate to bring about the required creative nation. The 
need to look critically into a curriculum that will allow for more 
creativity and creative skills development is of urgent 
importance. The various levels of education have remained 
conventional and lacking innovation. The required skills set for 
the jobs of this century are not been taught in our schools 
making the products less than ready for the challenges of the 
jobs. Thus, we find situations in virtually all organizations that is 
worth conscious of delivering on its vision, taking the 
responsibility to retrain the products of our institutions before 
they can be deployed to the jobs even after been engaged.  

 

We cannot get creative management and leadership without 
appropriately producing the creative persons first, and as such 
the process of developing the individual must recognize these 
obvious gaps and put in place processes that could bridge and 
close the gaps. It is only creative people that can become 
creative managers and creative leaders. With creative leaders, 
we will obviously get more creative organizations, get to 
produce creative environment within and outside the 
organizations, and get to ultimately see a creative economy that 
will bring about a creative nation. the process for required for 
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the emergence of a Creative Nigeria starts with you and I and 
the time for it is now. 
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CHAPTER 12 
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Abstract 

This chapter is a review of a book; Building 
Innovation: Learning with Technologies authored by 
Moyle that discussed the national and international 
policies that influence school education in Australia, 
especially those concerning the two, intersecting 
national school policy priorities of how to 
technologies have been meaningfully introduced into 
teaching and learning, and how to build innovation 
capabilities in students. Trying to learn from the 
experience shared in this book, the chapter submits 
that a critical look into our educational system is the 
sure way to building innovation in Nigeria. 

 

Key words: Innovation, Learning, Technologies, 

Communication Technologies 
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Introduction 

This study conducted by Moyle (2010) documented in the book 
under review, Building Innovation: Learning with Technologies, 
discussed the national and international policies that influence 
school education in Australia, especially those concerning the 
two, intersecting national school policy priorities of how to 
technologies have been meaningfully introduced into teaching 
and learning, and how to build innovation capabilities in 
students.  

 

The author adopted the following definition as operational 
definition for the purpose of this study, technologies as 
networked computer linked to the internet and the phrase 
‘Information and Communication Technologies’ (ICT) is refer to 
software or hardware other than network computers linked to 
the internet or combined services are intended. To ensure 
crucial pathways to post-school success Australian government 
developed National Curriculum along with Melbourne 
Declaration and provide computer to all secondary school 
students in year 9 to 12 through National Secondary School 
computer fund.  

 

National and International Policy Agendas 

The study also discussed education and economic policy 
contexts for digital education in Australia, their intersections 
with international economic priorities and the role of markets, 
with the aim of contributing sustainable and meaningful change 
teaching and learning in Australia schools that will prepare 
students for further education, training jobs of the future and 
line and work in a digital world. However, it is against the 
economic backdrop of the effect of global financial crisis OECD 
(2009), recommend that National and Local government should 
invest in education and educational infrastructure as a way of 
building economic demand.  
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Innovation 

The Australian government defines innovation from economic 
perspective, as fundamental to building a productive and 
competitive economy (Australian Government, 2009; Australian 
Government, DIISR, 2009). In the Australia Policy context, 
innovation has economy meaning, which relate to improving the 
productivity and competitiveness of national and local 
economies (Australian Government, 2009).  

 

While encouraging students to be creative involves encouraging 
them to use their imaginations and to be innovative. An irony of 
Australia’s education policies is that they place an emphasis on 
achievement, yet the fostering of creativity and innovation is 
stifled where there is a fear of failure. This fear reduces the 
capacity of both students and teachers to take risks, and 
therefore impedes their abilities and opportunities to be 
creative and innovative (Sahlberg, 2009).  

 

Global Competitiveness Network uses ‘12 pillars’ of economic 
competitiveness in measuring innovation; however, investment 
in science and technology is critical to the growth of knowledge-
based economies which Australia government tend to achieve 
(Australian Government, DIISR, 2009). Australian Government 
Policies and 2020 Summit report held in 2008 reports suggests 
that school education is considered as part of ‘Productivity 
Agenda’, which dealt with education, skills, training, science 
and innovation (Australian Government, 2009). Furthermore, 
the study discusses Australia’s education policy priorities, which 
focus upon using technologies to support students to build both 
their discipline-based and general capabilities, including their 
abilities to be creative and innovative.  
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Students’ Uses of Technologies 

The study looks at students’ current common practice when 
using technologies for learning and communicating and 
collaborating with each other, inside and outside of school such 
as internet use, mobile phone, social networking, playing online 
and computer games. However, the ubiquity of several 
technologies, and the robustness of young people’s abilities to 
communicate and collaborate, presents challenges for educators 
and stakeholders about how they conceive of schools.  

 

Building Innovation for 2020 and Beyond 

In preparing quality workforce that will fit in digital world by 
Australia government with lot prediction about the increase in 
the number of technologies users in next couple of years, which 
opens the door to even wider uses of mobile phones for 
education purposes (Johnson et al., 2009; Australian 
Government, DEEWR, 2008). By 2012, if the rollout of 
computers supported through the Digital Education Revolution 
(a) goes to plan, a conservative estimate suggests there will be 
over one million computers in Australian secondary schools. 
Moreover, this suggests classrooms in the second decade of the 
21st century will be different to those in the first decade of the 
past century.  

 

With technologies, young people in the 21st century have the 
opportunity to display complex learning styles that are shaped 
by the ubiquity, accessibility and ease of use of digital resources. 
The researcher review the need for educating for the future as 
strategy in solving challenges faced by educators on how to 
build young people’s interests and innovative capabilities with 
technologies, in ways that have meaning and interest for them. 
With the interaction of student among its peers, it is possible for 
young people to discover information, to clarify meanings and to 
create new ideas, both in real-time settings and online.  
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Creating 21st Century Schools 

The study review moves to focus on the physical and human 
characteristics that are required to make a 21st century school. 
Viewing schools as a whole organization comprising several 
different infrastructures that interact with each other to form an 
integrated architecture can assist school leaders to undertake 
such an enterprise. The integrated architecture includes:  

 Physical infrastructure, which promotes effective 
learning and teaching, incorporate new technology, be 
environmentally sustainable and support community 
involvement. 

 Technological and information infrastructure comprises 
all the telecommunications, hardware and software 
applications, High-speed bandwidth, robust networks, 
databases and networks required to operate the multiple 
technologies available in schools.  

 Organizational infrastructure, which entails the strategy, 
structures and processes of the school, and includes the 
culture, customs, traditions and mores of the school. It 
refers to the connectedness of people and functions 
within a school, and to the school’s connectedness to its 
community. There are now new opportunities for schools 
to create learning activities for students, which blend 
physical attendance at school with online learning.  

 

This study also review the challenges existing in the paradigms 
of technology use in schools, and focuses upon the implications 
for teaching and learning with technologies arising from the 
current national and international policy directions concerning 
education by examining some of the assumptions made about 
technologies and to look over the fence to directions in open 
education and open source software.  
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Conclusion 

This chapter review how to include technologies in teaching 
and learning in a meaningful way. It further elucidates on how 
to build innovation capabilities in students, and the role 
technologies plays in teaching and learning. In the end, the 
study shows the implications of technology for pedagogy and 
school leadership, in building and sustaining the nation’s 
productivity.  

 

Policy Implication for Nigeria 

As a nation, we cannot afford to be left behind by the world. The 
dynamic nature of the world is such that technology is being 
applied to teaching and learning on a daily basis and Nigeria 
should consciously see to getting this right. The relevance of 
information technology has been largely demonstrated in the 
way that mobile phones have spread in the country that its use, 
even by children, shows that a lot can be achieved if technology 
is properly put to use. It is therefore from this perspective that 
we have look at the outcome of the Australian experience, and 
will want to strongly recommend that government begin to look 
at this seriously, so that our nation can remain competitive in 
the comity of nations. 
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Abstract 
This is a review of two papers. One is a paper by 
Gopalakrishnan and Damanpour on “Innovation 
Research in Economics, Sociology and Technology 
Management”. The paper analyzed studies of innovation 
research from the perspectives of many fields, namely; 
economics, organizational sociology, and technology 
management. The second paper “PERSPECTIVE: 
Ranking the Technology Innovation Management 
Journals” written by Jonathan D. Linton and Narongsak 
(Tek) Thongpapanl and published In the Journal of 
Production and Innovation Management is a citation 
analysis of the 10 leading Technology and Innovation 
Management (TIM) specialty journals conducted to gain 
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insights into the relative ranking of the journals. Journals 
are ranked based on number of citations, citations 
adjusted for publication frequency, citations corrected for 
age, citations corrected for self-citation, and an overall 
score.  
 
Key Words: Innovation Research, Innovation 
Management, Technology Management, Organizational 
Sociology, Production Management 

 
Introduction to Innovation Research and Stages of Innovation 
Process 
Some theorists (Robertson, 1974; Zaltman, Duncan & Holbek, 
1973) view the stage process as unitary sequence model, which 
is used in this study because it allows identification of similar 
types of innovation process and facilitate comparison across 
innovation situations conceived by different groups of 
researchers, (Gopalakrishnan & Damanpour, 1994). While other 
views as being categorized as ‘multiple sequence model’ (Poole, 
1981/1983).  
 
Levels of Analysis 
The three research fields covered in this paper, innovation has 
been conceptually and empirically analyzed across four levels, 
which are industry, organization, organizational subunits, and 
innovation. Industry level of analysis: In the industry level, 
innovation can either be extra- industry or an intra-industry 
focus. Extra-industry emphasizes the identification of factors 
that distinguish innovation development patterns and 
innovation magnitude among industries (Acs & Audretsch, 1990; 
Scherer 1984).  
 
Organizational Level of Analysis: At the organizational level, 
innovation studies either outcome approach, which identify 
contextual, structural and behavioral that differentiate 
innovative and non-innovative organization and process 
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approach describe a broad class of events and sequences central 
to the innovation process. (Van de Ven, 1989; King, 1992).  
 
Submit Level of Analysis: These studies primarily try to 
identify and analyze factors that either facilitate or hinder 
innovations within a division or a department.  
 
Innovation Level Analysis: Innovation is characterized as cost, 
complexity etc. which influence the rate of diffusion of an 
innovation in an industry or extent of its uses within an 
organization. (Henderson & Clark, 1990; Tornatzky & Klein, 
1982).  
 
Type of Innovation 
Researcher have categorized innovation in set of contrasting 
types, which are; productive, process, radical vs. incremental 
and technical vs. administrative, which contributes positively to 
organization if they are effected properly.  
 
Groups of Innovation Researchers 
There are three groups of innovation researchers as explained 
below: 
Economists’ Research Focus Group: They viewed innovation as 
the value of resources spent on research and development (Acs 
& Audretsch, 1990; Thamhain & Wilemon, 1987). They 
acknowledge the difference between product and process 
innovations and typically focus on technical innovation. They 
note mainly the radical innovations that occur within the 
technical system of an organization.  
 
Technologists’ Focus Group: Studies by technologists are 
divided into contextual and organizational technologists. The 
contextual attempt to understand the relationship between 
technological changes at industry level and firm-level adaptation 
to changes (Abernathy & Clark, 1985; Weiss & Birnbaum, 1989). 
While in organizational, researcher are majorly interested in 
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factors that influence the generation and uses of technological 
innovation at various level of organizational submits, such as 
R&D. (Gold, 1983; Ettlie, 1986).  
 
Sociologists Focus Group: This sociologists group is also divided 
into sub-groups, variance and process sociologists based on the 
level of analysis, which is employed by the researcher. Variance 
sociologists focuses on studying innovation as a discrete 
phenomenon, a product or an outcome (Kimberly & Evanisko, 
1981), while the process studies impact of the conative process 
of the organization member upon an organizations 
innovativeness. (Van de Ven, 1986).  
 
Implications for Organizational Innovation 
Timing of innovation: The authors intend to illustrate how 
research of variance and process sociologists can benefit from 
the economists and contextual technologists. Timing innovation 
is generally reflective of an organization's quickness in 
generating or adopting an innovation relative to its competitors 
within the industry. (Betz, 1987; Lengnick-Hall, 1992).  
 
Magnitude of innovation: Both the variance and process 
sociologists and the organization technologists to consider each 
other’s view and also include additional ways to conceptualize 
innovation in their research. Evans (1991) has labeled this type 
of innovative capability as a type of strategic flexibility that is 
both offensive and preemptive and keeps the organization both 
agile and versatile.  
 

Perspectives on Ranking the Technology Innovation 
Management Journal 

According to Brown and Gardner (1985); Chua et al. (2002); 
Cooper et al. (1993); Dubois (2000); Jobber and Simpson (1988), 
journal ranking studies have been conducted in many different 
fields. Two basic methods are used to rank journals one is based 
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on opinion surveys of researchers (Coe & Weinstock 1983; 
Onohue & Fox 2000; Mylonopoulos & Theoharakis 2001) and 
the other, by conducting a citation analysis of relevant journals 
(Brown & Gardener 1985; Holsapple et al. 1994; Mabry & 
Sharplin, 1985). Both types of ranking study provide interesting 
and useful insights.  

 

Citation based studies however, have the advantage that the 
methodology can be stated clearly and can be replicated. This 
offers advantages in terms of both reliability and validity. The 
ranking of journals is important to technology and innovation. 
Journal ranking based on citation analyses, which is the most 
common method was followed; this method and some more are 
described in a number of other articles, including Chuaet al. 
(2002), Cheng et al. (1999), Goh et al. (1997), Vokurka (1996), 
and Garfield (1979).  

 

The first step in this approach, is to select a set of base journals; 
base journals for citation analysis are the most important 
journals in the field under consideration. It is important to note 
that the citation analysis provides information on how 
frequently a base journal cites: articles printed in the same base 
journal, articles printed in other base journals, and articles 
printed in non-base journals.  

 

There are a number of different ways of determining rank, these 
include the age of the journal, number of articles in a given 
time, journal self-citation, and other factors may influence the 
total number of citations a journal receives (Cheng et al., 1999; 
Chua et al., 2002; Garfield, 1979; Goh et al., 1997; Vokurka, 
1996).  

 

The rankings of Harvard Business Review, Management 
Science, Journal of Product Innovation Management, Research 
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Policy, and Administrative Science Quarterly are similar in the 
different results from various approaches. However, Research-
Technology Management which is a TIM specialty journal) and 
Strategic Management Journal place make the ranking as the 
top TIM journals in a more comprehensive study.  

 

A large change in ranking indicates two factors: (1) how critical 
the journal is to the subject under study and (2) the perceived or 
actual expectation of the journal editor(s) to have the journal cite 
itself. Over 50 most popular TIM journals in all were examined 
in this study and the following 10 listed below have been rated 
as highest.  

1) IEEE Transactions on Engineering Management 1954 
2) Research-Technology Management 1958 
3) Technological Forecasting and Social Change 1969 
4) R&D Management 1970 
5) Research Policy 1971 
6) Technovation 1981 
7) Journal of Engineering and Technology Management 

1984 
8) Journal of Product Innovation Management 1984 
9) International Journal of Technology Management 1986 
10) Technological Analysis and Strategic Management 1989 

 

Conclusion 

It is more complex to determine and rank the top base journals 

than for traditional disciplines because Technology Innovation 

Management is an interdisciplinary field. The differences 

among the opinions of Academy of Management researchers 

interested in TIM differ greatly. The authors have found that it 

is necessary to take several iterations of base journals before 

stable results are obtained. Technology Innovation 

Management’s interdisciplinary nature complicates the ranking 
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process, since a journal may have a higher rank than another but 

may not be relevant to certain TIM researchers—due to 

differences in management discipline. Consequently, journal 

self-citations have not been removed from the overall adjusted 

citation scores. Furthermore, the disciplinary focus of TIM 

specialty journals has been considered based on the 25 journals 

that each of the 10 TIM base journals cited most often. Changes 

in editor-in-chief, area editors, and editorial board members of 

course may change the focus of a journal. 

 

The researcher review of the innovation research are in three 

fields.  He designed a suggestion means by which managers and 

researchers might benefit more from the wide range of 

innovation studies currently available. Innovation managers 

need to recognize that early adoption need not to universally 

effective from the organizational viewpoint.  
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