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INTRODUCTION 

The overall aim of the present methodology is to describe the specifications that should be followed to better 
conduct a creativity audit. The creativity audit has an analytic role and it constitutes one of the first steps an 
organisation has to follow before launching a policy supporting creativity. The uniqueness of each organiza-
tion (business or not) and the peculiarities of its organizational culture impose the needs for customizing the 
knowledge audit to address all these particular characteristics each organization has. Thus, the specifications 
that are given in this text constitute a general frame of sequence of steps that should be followed rather than 
a set of explicit and detailed guidelines.
As basis for the present methodology has been used the methodology developed by Mando Karvelli (TTP/
MDC S.A) partner in TRACTORS project, transferred currently in I-CREATE project.

AIMS OF THE CREATIVITY AUDIT:

• To investigate the organization’s creativity and innovation “health”.
• To identify the factors and variables influencing the creative potential of the personnel at an individual, orga-

nizational, leadership and team level.
• To develop an analytical tool (typically questionnaire) tailored to the needs, personnel, the culture, the nature 

of work and the activities of organization, etc. including all the above-mentioned factors and variables to be 
assessed.

• To try to evaluate these factors by developing suitable scales of measurement and quantification.
• To analyse the data statistically in order to identify the problematic areas (factors) requiring improvement to 

better focus management and team efforts.
• Finally, to progressively and synthetically (after a discussion with the management team) propose an initial 

set of actions which should be followed so as the organization/company begins its first steps in implement-
ing an initial action plan nurturing creativity at work.
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SYNOPSIS OF THE CREATIVITY AUDIT METHODOLOGY

Studies in modern literature have showed that there is no widely acceptable creativity audit model and there 
are objective reasons for this. It is known that the complexity of an organization, the nature of its business op-
erations and of its activities differ to a large extent. Thus, there is not a unique, detailed model of creativity 
audit that could be applied with the same effectiveness to a broad range of organizations.

Having as a starting point the above, priority was given in describing only the main stages of the methodology. 
This model is shown in diagram 1.

Diagram 1: A general creativity audit model (main stages)

Stage 1: Planning the creativity audit
It is the first and most important stage aimed to adopt the creativity audit in particular organizational needs 
(contextualizing). It is highly recommended to top management and to the creativity audit expert or team to 
review existing strategy like current strategic, business & marketing plans, etc. Only then the creativity audit 
expert or team will manage to take into consideration the strengths, weaknesses, opportunities and threats 
that are shaped in the internal or in the external environment of the organization under study.

Stage 2: Data Collection
Data collection in creativity audit is mainly done in the following manner:
•  Use of primary data (after a possible update) existed in other departments like the H.R.M unit (categories of 

staff degrees, working experience, etc.).
•  Data collection with the use of a special survey tool designed to audit creativity level. It requires planning of 

interviews with a representative sample from staff or sometimes and where this is feasible full census (inter-
views with all staff).

The groups of questions in the creativity questionnaire should reflect the factors and the variables which were 
identified during the first stage of creativity audit (see stage 1). As in any survey questionnaire, the groups of 
questions addressing the same factor or variable are typically presented and organized in different sections. In 
any case, extra attention should be given in practical issues influencing survey success like:
•  Length of questionnaire (it shouldn’t take respondents a long time)

•  Very good formulation of questions and correction of syntactic errors

• Use of suitable grading system in the answers

•  Avoiding repetition of questions

If you want to reduce the time for collecting data then the approach that employees fill in the questionnaires 
by themselves will be more suitable compared to the approach that questionnaires are filled by the assessing 
experts during interviews with the employees.

Stage 1:
Planning the 

Creativity 
Audit

Stage 2:
Data Collection

Stage 3:
Data Analysis

Stage 4:
Report
(results)
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Stage 3: Data analysis
The suitable statistical methods for data analysis in all surveys are selected depending on the type of data cre-
ated during data collection. As in most surveys, a questionnaire includes questions asking for both quantitative 
and qualitative data. In the next paragraphs, some characteristic examples for both data cases are given for 
better understanding.

Quantitative data:
A characteristic example of quantitative data in social research is opinion gradation (personal stances). In this 
case respondents are asked to respond in a statement or question aiming to asses a variable that influences 
an important element of knowledge or knowledge process (i.e. “To what extent do you feel free to express or 
share an idea?”). All potential answers in questions of this nature are usually given in Likert scales from 1 up to 
5 or from 1 up to 7, i.e. 1= by no means, while 5= very much.

Qualitative data:
This category mainly includes specific job elements like the position, the department/sector of an employee 
or a factory worker, the work type (administration, executive, personnel, technical, etc.) and a lot of other such 
qualitative elements. The role of this data type is very important for further analyses because we can use them 
to group all data in further groups and compare other quantitative measures for each. Such regroupings help 
the team conducting the audit to better focus on problems in specific populations and undertake (if needed) 
corrective actions.

Stage 4: Report
The creativity expert or team presents to the management board or managerial personnel1 the final results 
and the final action plan - suggestions to support the initial actions in the organization. This final stage of cre-
ativity audit, due to its importance, is proposed to include two further phases.

In this first phase the primary action plan (initial suggestions) of creativity audit expert or team is presented to 
the management board/managerial personnel. They give feedback on the action plan. Thus the presence of all 
managerial personnel (unit managers) and a follow up discussion is highly recommended.

In the second phase that follows, the final action plan is presented to managers/director. Generally speaking 
the second/final plan will be an improved version of the first being more realistic, feasible and acceptable. It 
is also emphasized that the plan should be revised in regular time intervals of at least one year with creativity 
audit repetition because creativity as a business asset has great dynamics.

1Depending on the SME legal form, respectively on its size.
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SELF-AUDIT CONCEPT

The creativity questionnaire is proposed as a general model for the implementation of a creativity audit pro-
cess. It should be kept in mind that a Creativity Audit cannot be done quickly or without difficulty. Also, to 
effectively finalize and customize its managers and experts have to spend some time to openly and honestly 
discuss all company’s important business issues, the environment it operates in, etc.

In some parts of the questionnaire, some questions must be customized so as to properly address the com-
pany’s current situation in terms of business processes, internal functional units, etc. In addition, in some cases 
the audit questionnaire can be changed (self-audit concept) depending on the priority areas identified in 
the initial preparatory steps (planning).

A section: This section provides a good basis for further data analysis and comparisons.

B section: This section includes personality issues trying to show how each employee perceives his/her per-
sonality (creative or not).

C section: Section C is focusing on individual creativity at work. Many factors influencing creativity on an indi-
vidual level are stated (motivation, reward, etc.)

D section:  Section D is focused on factors affecting organizational creativity (strategy, communication, net-
works, culture, etc.)

E section: This section includes questions for leadership in order to show if leaders encourage or inhibit cre-
ativity at work.

F section: This final section is focused on team creativity and factors such as divergence, frequency and open-
ness of communication, etc.

WHAT ARE THE BENEFITS OF PERFORMING CREATIVITY AUDIT?

Some of the benefits of participation in the auditing process are:

  Your organisation will diagnose its current status regarding creativity and innovation

  You will have the chance to see some factors that trigger and some obstacles that inhibit organizational, 
team or individual creativity

  You will learn a lot about your organization and your employees

  You will see the gaps that need bridging and will be able to choose more effectively trainings  for your 
organisation based on the audit’s results

 You will optimize your efforts to facilitate subsequent organisational development and resource allocation.
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CREATIVITY AUDIT QUESTIONNAIRE

Creativity audit
This audit aims to record your opinion about creativity at work in order to better address your organizational 
needs in terms of creativity and innovation.

A. job description

A1. job position:
1. Top management 

2. Middle management  

3. Core staff  

4. Administrative personnel 

5. Other (please specify) ..........................................................................................................................................................................................................................................................................................................

All major work roles and responsibilities have to be listed in order for respondents to select their relevant job position. 
It is up to the management team and to the creativity audit team to suggest suitable job titles. In addition, if the 
audit team considers that other factors such as employment contracts (e.g. permanent or temporary staff) plays an 
important role in the staff’s active engagement in creative activities, then this demographic section can include extra 
questions.

A2. Department
1. Administration/ Management Unit 

2. Financial Unit 

3. Sales Unit  

4. Marketing Unit  

5. Production Unit  

6. Secretarial Unit  

7. Other (please specify) ..........................................................................................................................................................................................................................................................................................................

R&D Department, IT Department, etc. (All the current organisational units have to be listed in order for respondents 
to select their unit).

A3. Age: ..................................................

A4. Gender:   1. Female  2. Male 

A5. Number of years working for the current enterprise/organization: ..................................................

A6. Total number of years of working experience: ..................................................

Concept of Section A: In this section the creativity audit records the basic demographic details from respondents. All 
these details will be used to give answers such as: 
•  What men believe when compared to women? 
•  The average number  of years of experience in various departments, etc. 
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•  Differences of opinion between managers and staff on certain topics 
•  The average level of professional experience in various processes and departments.

Therefore, all the details asked in this section are considered as being very important for the subsequent data com-
parisons.

A7. Type of employment contract:
1. Permanent staff 

2. Temporary staff 

3. Contract staff  

4. Freelance  

5. Other: ................................................................................................................................................................................................................................................................................................................................................................

Here you could add other forms and categories of employment contract.

A8. Basic Knowledge Profile: Level of Education
1. Primary education 

2. Secondary education 

3. Tertiary education 

4. Vocational training 

5. MSc, MBA, MA, etc.  

6. PhD  

7. Other (please specify) ..........................................................................................................................................................................................................................................................................................................

A list with all degrees categories / educational qualifications should be listed for respondents to check.
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B. Personality  issues

The aim of this section is to discover if an employee believes themselves to be creative, if they act creatively in his/her 
workplace and what he/ she believes to be the issues which affect individual creativity. All themes/ factors used to 
develop questions are based on papers/ case studies, bibliographical review, etc.

A Likert scale is used to scale responses in which Strongly Agree = 5 points, Agree = 4 points, Neutral = 3 points, Dis-
agree = 2 points and Strongly Disagree = 1 point.

B STATEMENTS
5.

Strongly
Agree

4.
Agree

3.
Neutral

2.
Disagree

1.
Strongly
Disagree

B1 I am able to achieve most of my personal goals 
at work

B2 I am not afraid when facing challenges at work

B3 I feel confident that I can perform creatively on 
many different tasks at work

B4 I demonstrate originality at my work

B5 I like taking risks at work

B6 My colleagues think of me as a creative 
employee

B7 Creativity at work is important to me

B8 I am not easily influenced by others

B9 I am very astute person (I have the ability to see 
how to take advantage of a certain situation)  

B10 I am versatile person and I can easily come up 
with innovative solutions no matter the work field
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C. Individual creativity

The aim of this section is to make people reflect on their personal traits and mark the ones they believe they have. In 
the workplace context the creative output of employees is often a synergy between the characteristics of the individual 
and the environment they work in. Support from leaders and peers plus having the time and opportunity to try things 
out in practice often enables a creative person to make a notable contribution. The ability of individuals to generate 
more original ideas can be developed through training in creative thinking techniques.

C STATEMENTS
5.

Strongly
Agree

4.
Agree

3.
Neutral

2.
Disagree

1.
Strongly
Disagree

C1
I believe that my personality traits (self-esteem, 
respect for others’ opinion, extrovert / introvert, 
etc.) make me more creative in the workplace

C2
I am interested in my work and I find it reward-
ing / fulfilling (I have a personal interest and goals 
in terms of what I do for my work)

C3 My previous experience makes me more cre-
ative in the workplace

C4 The opinion of other work colleagues has a pos-
itive effect on my individual creativity

C5 My personal contacts enhance my level of cre-
ativity in the workplace

C6 I feel proud and committed in working with my 
organisation

C7 I am satisfied with my salary/ remuneration 
package at work

C8 Time pressure inhibits my individual creativity 
at work

C9
I don’t find problems and issues distracting. 
They don’t cause me to lose focus on my real 
work.

C10
I’m confident that I can develop creative ideas to 
solve problems, and I’m motivated to implement 
solutions.

C11 I rarely ignore good ideas because I don’t have 
the resources to implement them.

C12 I see problems, complaints, and bottlenecks as 
opportunities rather than as issues.
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C13 I look for things in my environment to inspire 
me to find new interpretations of problems.

C14 Everyday routine doesn’t impedes on my cre-
ativity

C15 I avoid following procedures strictly by the rules

C16 I prefer to approach problems in logical and ra-
tional manner
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D. Organisational creativity

All questions are focused on some important factors that case studies and research have shown to affect organisa-
tional creativity. Don’t give respondents any specific results if want to see how they perceive these factors. In this sec-
tion is also assessed if organisations implement creativity techniques and strategies which help to enhance creativity.

D STATEMENTS
5.

Strongly
Agree

4.
Agree

3.
Neutral

2.
Disagree

1.
Strongly
Disagree

                Strategy & Creativity

D1 My organisation shares visions and goals clearly 
with all employees

D2 I agree with my organisation’s strategy

D3 In my organisation we set goals for innovation 
(new ideas for products, services, processes)

D4 My organisation supports participation of staff 
in decision making

D5
My organisation supports a reward system (ex-
trinsic motivation, incentives such as financial 
or ethical rewards)

D6 My organisation is happy to innovate and take 
some risks

D7 My organisation supports avoidance of unnec-
essary bureaucracy

D8 My organization has established an effective 
performance management system

D9 I perfectly understand my contribution to the 
company’s high level goals

D10
My organization implements techniques for in-
creasing  employees motivation and boosting 
their performance

D11 In my organization practical and logical ap-
proach to problem solving is tolerated
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                Freedom & Creativity

D12 My organisation supports freedom to express 
ideas

D13 My organisation shows respect for individual 
diversity

D14 My organisation gives a satisfying level of au-
tonomy to employees

D15
My organisation provides all the necessary 
resources to its employees for solution imple-
mentation

D16 My organisation encourages proactive behav-
iour and ideas

                Communication & Creativity

D17
My organization supports open (frequent ex-
change of ideas, etc.) communication among 
employees

D18 My organization supports knowledge sharing 
(via formal/ informal meetings, etc.)

D19 My organization’s (internal and external) net-
work triggers creativity at work

D20
My organization implements creativity tech-
niques. (Some creativity techniques such 
as:brainstorming, storytelling, 6 thinking hats, 
etc.)

D21
To solve a problem in one department we 
would often call for ideas and help from other 
departments

D22
In my organization we are not too busy thinking 
about today’s problems to spend time thinking 
about the future

D23 My work setting (well illuminated, relaxing, qui-
et, clean, etc.) supports creativity at work

D24
My organisation organizes events such as team 
buildings, trainings in order to enhance team 
performance and creativity
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E. Organisation’s leadership

Questions are developed based on the perception that: Leadership is based on perceptions and beliefs of those en-
gaged with the leader’s actions, rather than on essential objective qualities of leaders. Because there are different kinds 
of organisations we cannot say that leadership style “A” or “B” is recommended. Consequently, all questions in this 
section are intended to simply assess if employees perceive leadership as a process contributing to creativity and in-
novation.

E STATEMENTS
5.

Strongly
Agree

4.
Agree

3.
Neutral

2.
Disagree

1.
Strongly
Disagree

E1
My organization’s leadership / management 
serves as a creative model (tries out new ideas 
and approaches to problems)

E2
My organization’s leadership / management 
behaves in a way that is consistent with my ex-
pectations

My organization’s leadership / manage-
ment role
My organization’s leadership / management:

E3
  gets me to look at problems at work from 

many different angles

E4
   treats me as an individual rather than just a 

member of  a group

E5
   inspires enthusiasm about what needs to be 

accomplished

E6
   supports employees’ training in creativity and 

innovation

E7
   is easily approached by employees in order to 

discuss any kind of problem/ idea

E8
   is aware of employees’ work schedule and 

problems at work

E9
   doesn’t have unrealistically high expectations 

towards its employees

E10
   recognizes contributions and accomplish-

ments

16

Creativity Development & Innovation Training Package
for Small and Medium-sized Enterprises - I-CREATE

Project Ref. № 2011-1-BG1-LEO05-05031                                 

 Self-Audit Creativity Tool & Methodology



F. Team creativity

All questions in this section are focused on some important factors that case studies and research have shown to af-
fect team creativity. We do not give respondents any specific results as we want to see how they perceive these factors.

F0  What is the size of your unit at work? 
Please complete:

............................................................ number of employees

F STATEMENTS
5.

Strongly
Agree

4.
Agree

3.
Neutral

2.
Disagree

1.
Strongly
Disagree

F1
My working team is diverse (different edu-
cational or cultural background, approaches, 
thinking styles, etc.).

F2 When necessary, my working team uses an ex-
ternal expert.

F3
I have frequent and open (trust, openness) 
communication with my supervisors/ leader-
ship/ management.

F4 I have frequent and open (trust, openness) 
communication with my co-workers.

F5
When my team is looking to solve a problem 
we generate a lot of ideas before choosing one 
or two.

F6 There are few conflicts among team members 
at work.

F7 I am not afraid to express freely my ideas in front 
of an audience

F8 Having an opponent increases my level of mo-
tivation and determination

F9 I prefer to work with others in a team efforts 
rather than  alone

17



INTERPRETATION OF RESULTS

The questionnaire for self-assessment using Likert Scale is simple to construct, likely to produce a highly reliable 
scale and easy to read and complete for participants. The traditional way to report on a Likert scale is to sum 
the values of each selected option and create a score for each respondent. This score is then used to represent 
a particular trait. The scores can be used to create a chart of the distribution of opinion across all participants. 
For further analysis you can cross tabulate the score mean with contributing factors. 

Important: For the score to have meaning, each item in the scale should be closely related to the same topic 
of measurement. 

The weaknesses of the so developed questionnaire that should be considered are: 

•  central tendency bias - participants may avoid extreme response categories;

•  acquiescence bias - participants may agree with statements as presented in order to “please” the manage-
ment;

•  social desirability bias - portray themselves in a more socially favourable light rather than being honest. 

Below are provided guidelines for interpretation of each section of the questionnaire but keep in mind that 
ratings provided are for a single respondent. This scale should be recalculated in accordance with number of 
respondents you have. For example, if you have 10 respondents the ratings for 1 respondent will be multiplied 
by 10 and so on.

Scale for 1 respondent Scale for 10 respondents
15 – 23  Low  150 – 230 Low

24 – 38  Below average 240 – 380 Below average

39 – 53  Average 390 – 530 Average

54 – 66  Above average 540 – 660 Above average

67 – 75  High  670 – 750 High
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B. Personality Issues
“The ones, who are crazy enough to think that they can change the world, are the ones who do.”    

Steve Jobs

Add up your ratings, below is a guideline for interpretation:
10 – 15   Low in creative personality issues

16 – 24  Below average

25 – 34  Average

35 – 44  Above average

45 – 50  High in creative personality issues

Please keep in mind that this questionnaire is only indicative and explores the perceptions of the respondents. 
The main aim of this questionnaire is to emphasise which the weak points in the organization are according to 
its employees. Therefore more significant is not the numerical expression of the results but the particular state-
ments that were assessed with lower points by the majority of the respondents.   

The analysis about personality issues of the respondents starts by analyzing the importance that  they assign 
to creativity at work. In addition to this whether they consider themselves original at work is an important 
factor to complete the analysis about personality issues. Not only what they think of themselves is important, 
but also their feelings about what their colleagues think of them. Finally, how they feel when facing challenges 
completes the picture about the personality issues of the respondents.

The key to improving personal creativity and start coming up with new ideas is to identify the factors which 
suppress it. There are several main creativity inhibitors:
•  Self-censoring – sometimes people unintentionally suppress their creativity potential due to the boundar-

ies set by others. People often see the unconventional things as bad behavior just because it is different than 
what is accepted. People consider that new ideas carry more danger than the already tested ones. For ex-
ample, innovative projects are with higher discount rate than any other project, just because they are riskier. 
The same way most people perceive new ideas, because they are afraid of the unknown and the uncertainty 
thus fear leads to self-censoring - creativity’s biggest enemies.

•  Reliance on rational thinking – we often stick to certain forms of thought which have historically proved 
to describe the way things are and to predict the results of events reliably. Teachers, scientists, and most 
managers reward us for using these established thinking patterns; and they discourage us, sometimes in 
almost unnoticeable ways, from varying from those patterns. Eventually, this reward/punishment behavior 
becomes internalized.

•  Internal climate. The social environment is a double-edged sword – it could either evoke your creative 
thinking or it could kill it within a second. Here comes the importance of self-esteem – you need to believe 
in yourself enough to freely express your ideas in front of your colleagues, friends, boss, etc. 

•  Self-punishment – Have you ever said to yourself  “I can’t believe that I’ve said it / it was a stupid idea!”  
Imagine if you hear it from your boss or a colleague – it would most definitely extinguish the risk-taking 
behavior that is critical to creativity. The self-punishment sets up the same fear-avoidance patterns like 
self-censoring and on a subliminal level you can suppress the generation of ideas.

Below are some suggestions how you can eliminate creativity inhibitors:
•  Believe in yourself and always express your opinion as Edwin H. Land once said “The essential part of 

creativity is not being afraid to fail.” – so don’t be!

19



•  Look on the bright side of things – when someone criticizes you, perceive it as a challenge and try to show 
your best;

•  Don’t be afraid to improvise, some of the best inventions are born from improvisations;
•  Always look things from different perspectives. Try to put yourself in other peoples’ shoes and envisage what 

they would do if they face the same problem as you;
•  When there is a tricky and complex problem to be solved, volunteer;
•  When trying to come up with new ideas use analogy (find examples which resemble your problem), meta-

phor (look for things which represent your problem) and absurdity (develop several absurd ideas to solve the 
problem);

•  Write down everything you can think of no matter how bad you think the idea is, make schemes, draw this 
will stimulate your imagination. You can even record yourself and then listen to what you have said – when 
you listen is easier to reflect upon a subject. 

•  When seeking a solution for a problem, try to generate as many ideas as you can, because the key to finding 
a good idea is to have a lot of ideas.

Here are some techniques which you can use to stimulate you imagination:
Imagery: According to this approach it is easier to solve a problem when you imagine it like a movie scene 
and ask yourself the following questions: Who are the main actors? Who are the secondary ones? What are 
their relationships? What is the main plot? What are the sub-plots? Play with the scene. Imagine new plot 
twists, different roles for the characters. Do you gain any new insights or perspectives on your problem? For 
further reading you can visit www.icreate-project.eu and read more about “Mental imagery” in the Creativity 
techniques section.

Wishing: This approach is based on the assumption that children are programmed to think more open-mind-
edly and their thoughts are free from prejudices. So here is what you have to do – recall how extravagant your 
wishes were as a child. As we mature, we learn to wish increasingly within the limits of the possible. People 
become accustomed to judging ideas, not wishes. Reinstituting the act of wishing brings us back to our child-
hoods, when more things seemed possible. In this exercise, consider a problem you are confronting. Set aside 
10 minutes to wish for the seemingly impossible. Come up with at least 25 wishes; stretch for a few. Can you 
think of any new approaches to the problem based on those wishes? Wish yourself. Ask employees what they 
wish for, too. Don’t throw out intriguing but so-called impossible ideas. For further reading you can visit www.
icreate-project.eu  and read more about “Wishful thinking” in the Creativity techniques section.
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C. Individual Creativity
“If you hear a voice within you say, ‘You cannot paint,’ then by all means paint, and that voice will be silenced” 

Vincent Van Gogh

Add up your ratings, below is a guideline for interpretation:
15 – 23   Low in creative personality traits

24 – 38  Below average

39 – 53  Average

54 – 66  Above average

67 – 75  High in creative personality traits

Please keep in mind that this questionnaire is only indicative and explores the perceptions of the respondents.

People often assume ‘creativity’ is the preserve of artistic types and if they don’t paint or sculpt or write or play 
music, then they are not creative, however this is not true. Creativity can be part of everything you do even a 
conversation may be creative. Anyone can enhance their creativity by learning the creative process and reflect-
ing on how they tend to approach solving problems or creating something new.

In order to unlock your creativity you need to break free of pre-existing views. Unfortunately, the human 
mind is surprisingly adroit at supporting its deep-seated ways of viewing the world while shifting out evidence 
to the contrary.

In his book “A Whack On The Side Of The Head: How to Unlock Your Mind for Innovation” Roger Van Oech has 
identified  ten mental locks in particular which I have found to be especially hazardous to our thinking:

1. “The Right Answer”
Much of our educational system has taught us to look for the one right answer. This approach is fine for some 
situations, but many of us have a tendency to stop looking for alternative right answers after the first one has 
been found. This is unfortunate because often it’s the second or third, or tenth right answer that is what we 
need to solve a problem in an innovative way.

We are all born as curious and creative beings. One of the worst aspects of formal education is the focus on the 
correct answer to a particular question or problem. The right answer is the one that conforms to the expecta-
tion in the teacher’s mind. While this approach helps us function in society, it hurts creative thinking because 
real-life issues are ambiguous. There’s often more than one “correct” answer, and the second one you come up 
with might be better than the first.

Tip #1: A good way to be more creative is to look for the second right answer. There are many ways to pursue 
this answer, but the important thing is to do it.

Tip #2: The answer you get depends on the questions you ask. Play with your wording to get different an-
swers. One technique is to solicit plural answers. Another is asking questions that whack people’s thinking.

2. “That’s Not Logical.”
The first and most important principle of traditional logic is the law of non-contradiction. Logic can compre-
hend only those things that have a consistent and non-contradictory nature. This is fine except that most of life 
is ambiguous: inconsistency and contradiction are the hallmarks of human existence. As a result, the number of 
things that can be thought about in a logical manner is small, and an overemphasis on the logical method 
can inhibit your thinking. But don’t be mistaken logic is an important creative thinking tool. Its use is 
especially appropriate in the practical phase of the creative process when you are evaluating ideas 
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and preparing them for action. When you’re searching for and playing with ideas, however, excessive logical 
thinking can short-circuit your creative process.

Tip #1: For more and better ideas, I prescribe a good dose of soft thinking in the germinal phase, and a hearty 
helping of hard thinking in the practical phase.

Tip #2:  One of the saddest consequences of the “that’s not logical” mental lock is that its prisoner may not pay 
attention to one of the mind’s softest and most valuable creations: the intuitive hunch. Your mind is constantly 
recording, connecting, and storing unrelated knowledge, experiences, and feelings. Later, it combines this dis-
parate information into answers – hunches - to the problems you’re facing, so trust your intuition!

Tip #3: One of the best ways to escape the constraints of your own logical mind is to think metaphorically. 
One of the reasons why metaphors work so well in communications is that we accept them as true without 
thinking about it. When you realize that “truth” is often symbolic, you’ll often find that you are actually free to 
come up with alternatives.

3. “Follow the Rules” 
Creative thinking is not only constructive, it is also destructive. You often have to break out of one pattern to 
discover another one. So be responsive to change and be flexible with the rules. Remember, breaking the rules 
won’t necessarily lead to creative ideas, but it’s one avenue.

Tip #1: Play the revolutionary and challenge the rules – especially the ones you use to govern your day-today 
activities.

Tip #2: Remember that playing the revolutionary also has its dangers. Looking back on the decision, some-
times it goes too far.

Tip #3: Have rule - inspecting and rule-discarding sessions within your organization. You may even find some 
motivational side benefits in this activity – finding and eliminating outmoded rules can be a lot of fun.

4. “Be Practical”
This world has been built by practical people who knew how to get into a germinal frame of mind, listen to 
their imaginations, and build on the ideas they found there.

Tip #1: Each of you has an “artist” and a “judge” within you. The open-minded attitude of the artist typifies the 
kind of thinking you use in the germinal phase when you are generating ideas. The evaluative outlook of the 
judge represents the kind of thinking you use in the practical phase when preparing ideas for execution.

Tip #2: Be a magician. Ask “what if” questions and use the provocative answers you find as stepping-stones to 
new ideas.

Tip #3: Cultivate your imagination. Set aside time every day to ask yourself what-if questions. Although the 
likelihood that any given “what-if” question will lead to a practical idea is not high, the more often you practice 
this activity the more productive you’ll become.

5. “Play Is Frivolous.”
If necessity is the mother of invention, play is the father. Use it to fertilize your thinking.

Tip #1: The next time you have a problem - play with it. If you don’t have a problem, take the time to play 
anyway. You may find some new ideas.

Tip #2: Make your work place a fun place to be.

6. “That’s Not My Area.”
Specialization is a fact of life. To function in this world, you have to narrow your focus and limit your field of 
view. When you’re trying to generate new ideas, however, such information - handling attitudes can limit you.
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Tip #1: Develop the hunter’s attitude, the outlook that wherever you go, there are ideas waiting to be discov-
ered.

Tip #2: Don’t get so busy that you lose the free time necessary for idea hunting. Schedule time for idea hunting 
every day and week! Little side excursions can lead to new hunting grounds.

Tip #3: Look for analogous situations! Often problems similar to yours have been solved in other areas.

7. “Don’t Be Foolish.”
Some people are so closely married to their ideas that they put them up on a pedestal. It’s difficult, however, to 
be objective if you have a lot of ego tied up in your idea.

Tip #1: Occasionally, let your “stupid monitor” down, play with fool, and see what crazy ideas you can come 
up with.

Tip #2: Recognize when you or others are conforming or putting down the fool. Otherwise, you may be set-
ting up a “groupthink” situation.

8. “Avoid Ambiguity.”
Most of us have learned to “avoid ambiguity” because of the communication problems it can cause. This is an 
especially good idea in practical situations where the consequences of such a misunderstanding would be 
serious. For example, a fire chief fighting a three-alarm fire needs to issue his orders with utmost clarity so as 
to leave nothing to question. In imaginative situations, however, there is the danger that too much specificity 
can stifle your imagination. Let’s suppose that the same fire chief has asked you to paint a mural on the side of 
his firehouse. If he tells you what he wants it to look like right down to the last detail, he hasn’t given you any 
room for your imagination. Perhaps, if the assignment were stated somewhat ambiguously, then you would 
have more room to think and be creative. In other words, there is a place for ambiguity - perhaps not so much 
when you’re evaluating and executing ideas, but certainly when you’re searching for and playing with them.

Tip #1: Take advantage of the ambiguity in the world. Look at something and think about what else it might 
be.

Tip #2: If you’re giving someone a problem that has the potential of being solved in a creative way, then you 
might try-at least initially - posing it in an ambiguous fashion so as not to restrict their imagination.

9. “To Err Is Wrong.”
There are places where errors are inappropriate, but the imaginative phase of the creative process isn’t one of 
them. Errors are a sign that you are diverging from the well-travelled path. A large part of creative thinking is 
not being afraid to fail. As director Woody Allen put it, “If you’re not failing every now and again, it’s a sign you’re 
not trying anything very innovative.”

Remember these two benefits of failure. First, if you do fail, you learn what doesn’t work. Second, the failure 
gives you an opportunity to try a new approach.

Tip #1:  If you make an error, use it as a stepping stone to an idea you might not otherwise have discovered.

Tip #2:  Differentiate between errors of  “commission” and those of  “omission.”  The latter can be more costly 
than the former. If you’re not making many errors, you might ask yourself,  “How many opportunities am I miss-
ing by not being more aggressive.”

Tip #3:  Before embarking on an idea or project, ask yourself: “What bad things can happen if we’re success-
ful?” Ask yourself, what’s the worst that can happen if I’m wrong? You’ll often find the benefits of being wrong 
greatly outweigh the ramifications.
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10. “I’m Not Creative.”
The worlds of thought and action overlap. What you think has a way of becoming true. Denying your own 
creativity is like denying you’re a human being. We’re all limitlessly creative, but only to the extent that we real-
ize that we create our own limits with the way we think. If you tell yourself you’re not creative, it becomes true.

Tip #1: Whack yourself into trying new things and building on what you find – especially the small ideas. The 
creative person has the self –faith that these ideas will lead somewhere.

Here are some advices for boosting your individual creativity:

Exercise your brain - just like the body, the brain also needs exercise to work the creative muscles and make 
them stronger. Scientists believe that exercising your brain can create a ‘cognitive reserve’ that will help you stay 
mentally sharp as our brains age.as sharp of you age. Here are several activities which will stimulate your brain 
and encourage a flow of creativity:

1.  Memory - remember and repeat groups of words (the grocery list or phone numbers of friends);

2.  Attention - you can improve your attention by simply changing your routines - change your route to work or 
reorganize your desk -- both will force your brain to wake up from habits and pay attention again. 

3.  Language - read often, with a lot of different types of books. Language activities will challenge your abil-
ity to recognize, remember and understand words. They also exercise your fluency, grammatical skills and 
vocabulary. Consider reading about subjects that previously were uninteresting to you. This change in the 
norm might spark your creative interest.

4.  Logic and reasoning skills - play games and puzzles such as crossword puzzles, Sudoku, Scrabble, etc. this 
boosts your intellectual performance by requiring you to consider possible responses and desired outcomes.

5.  Use your left hand if you are right handed, and reverse, to exercise the opposite side of the brain.

Be Passionate - Passion represents that intense, extreme and overpowering emotion or feeling. Typically, an 
individual will excel in areas and subjects he is passionate about learning. Find your internal motivation and 
follow your passion to boost your creativity.

Prioritize quiet time - our packed schedules and busy minds leave no room for creative thinking. Take a 
certain amount of time every day to quiet, refresh and clear the mind while relaxing the body. Plan a time for 
silence. Thirty minutes is an effective amount of tranquillity to experience each day. Schedule “time to think” 
into your weekly work schedule. Make this a meeting with yourself.

Take note of your dreams - get in the habit of keeping a pencil and paper beside your bed so you can write 
down what you dreamed about. Do this as soon as you wake up or you’ll quickly forget the details. Go ahead 
and write it down no matter how crazy the dream might be. Then write down a specific problem you would 
like to solve. Take your dream notes and compare them side-by-side to a problem or issue you’re trying to solve. 
Find the similarities between the two. At first you’ll be completely convinced there is nothing similar between 
them, but as you give it more thought you’ll notice a lot of things in common. This can be a great source of new 
ideas and solutions to your problems.
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D. Organisational Creativity
“Creative thinking is not a talent, it is a skill that can be learnt. It empowers people by adding strength 

to their natural abilities which improves teamwork, productivity and where appropriate profits.” 
Edward De Bono

Add up your ratings, below is a guideline for interpretation:
24 – 34  Low in organizational leadership

35 – 58 Below average

59 – 85 Average

86 – 109 Above average

110 – 120  High in organizational leadership

Please keep in mind that this questionnaire is only indicative and explores the perceptions of the respondents.

The driving force of every organization is the human capital. Hence if a leader wants to improve the creativity 
in their organization they have to start from the people – they are the most valuable company asset of all. Here 
are some advices on how you can foster creativity in your employees:
•  Remove barriers and obstacles that hinder creativity and denote the lone inventor as a myth. You 

can read section B which addresses the so-called creativity inhibitors and try to make some changes in your 
organization in order to eliminate their impact.

•  Encourage team work and pay attention to the social climate in your organization. The social environ-
ment is of utmost importance. 

•  Provide the freedom to your employees to search for new knowledge to experiment and improvise, you 
will be surprised what a person with the necessary resources can do! This is crucially important for fostering 
creativity in your organizations, because limitations and fear are the number one enemies of creativity, so you 
should better not let them impede on your employees’ creativity. 

•  Every task you assign to your employees has to be presented as though it is something really interesting 
and challenging in a good way. Thus every employee will feel engaged in what they do. According to some 
famous researchers in the field of fostering creativity, intrinsic motivation is one of the essential factors for 
unleashing a person’s creativity (Amabile, 1996). The main assumption is that when people enjoys what they 
do at their workplace, they are able to process information flexibly, experiences positive affect and is willing 
to take risks and persist in efforts to develop and refine ideas (Elsbach & Hargadon, 2006; Shalley, Zhou, & 
Oldham, 2004).

•  Teach your employees to always look every problem or idea from different angles. If you are to en-
courage creativity in your employees you need to show them how crucial for every organization is to under-
stand the end user’s needs and preferences. Many employees do work that benefits other people, but lack 
the opportunity to see the impact directly (Grant, 2007, 2008).  A key step in this direction involves placing 
employees in direct contact with the end users of their products and services. This way an employee will 
realize their part in the whole service chain if they can see the result from their contribution, this will encour-
age them to think of ways to improve their work and it may trigger generation of new ideas for meeting the 
client’s needs, that no one has ever thought of before.

•  Try to shift from command-and-control style management to one that is more collaborative, when you want 
to elicit creativity from others.

•  You can also help people learn through the so-called Socratic inquiry1 meaning that you should ask 
them questions, not provide them with answers. Set clear goals, let them figure out how to achieve 
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them. Give them time to think through hypothetical situations, look at the bigger picture, and experiment 
with possibilities. 

•  Re-frame questions, so they are focused on the desired results, rather than on the problems. Ask people 
questions like “What if…”, “What else..” (this question encourages people to seek alternative answers)  and 
“Why not..” (by asking this questions you are making it seem like everything is possible and thus people free 
their minds to explore every possibility).

•  Creative breakthroughs rarely happen at one’s desk. They happen on a hiking trail, in the gym, at a coffee 
shop, on a beach, or at a resort with spectacular views. Therefore, if you want your employees to be more 
creative, force them out of the office. 

•  Change the requirements to the job, don’t hire the same people. Many organizations tend to search 
for the same education and experience of their employees for years and rarely look outside their own field for 
job candidates. Certainly you need to hire some people who have done the exact job in another company 
but make sure that every team has a fresh viewer – person coming from another field.

•  Allow everyone in your office to work on a special project involving teamwork with interesting research or 
materials assembly. Every employee needs to know that their work matters. Changing the tasks on which 
employees work brings about a nice change of pace, a great sense of accomplishment, increase interest and 
motivation.

2 http://www.ecoliteracy.org/strategies/socratic-inquiry 
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E. Organisation’s Leadership
“Creative leaders invite disruptive innovation, encourage others to drop outdated approaches and take balanced 

risk. They’re open-minded and inventive in expanding their management and communication styles, 
particularly to engage with a new generation of employees, partners and customers.” 

(IBM 2010 Global CEO Study)

Add up your ratings, below is a guideline for interpretation:
10 – 15   Low in organizational leadership

16 – 24  Below average

25 – 34  Average

35 – 44  Above average

45 – 50  High in organizational leadership

Please keep in mind that this questionnaire is only indicative and explores the perceptions of the respondents.

Leadership is commonly seen as an important variable affecting organizational performance. One way for 
leaders to encourage more creativity in the workplace is by studying the arts. Artists and business leaders have 
many similarities. Both have a guiding vision and a potent point of view, and can formulate an ideal, navigating 
chaos and the unknown to produce a new creation. Since all great art pushes boundaries beyond established 
norms, it can teach us about leadership, change, ambiguity, chaos, courage and creativity. The arts (painting, 
poetry, improvisation and storytelling) take us on adventures in creative expression that help us safely explore 
unknown territory, overcome fear and take risks. [12]

You can easily incorporate the arts in your workplace by asking people for stories about their best customer 
experience, or best boss, or best team experience. When envisioning the future, ask people to sketch what it 
looks like to them, and tell a story about the picture. [12]

Organizational creativity depends on the leadership. Creative leaders need to seek opportunities for creating 
shared value even in the hardest of times and the most difficult of circumstances. They need to support inno-
vation initiatives and encourage their employees to share their ideas and opinion only then an organisation’s 
creativity can be improved. 

According to one of IBM’s studies organisations need to act upon three things in order to foster their creativity 
capital:

1. Uncover the key capabilities of the creative organization. Empower the organization’s ability to un-
derstand how the world behaves. Expose those individuals who see opportunities where others do not and 
map out what is found. Connect ideas and people in novel ways. Try many and various ideas. Inspire belief 
that action is possible. Maintain the discipline to get things done.

2. Unlock and catalyse the creative capabilities of leaders. Create high-impact, experiential learning tied 
to real business challenges. Develop inspirational role models who demonstrate accomplishment and em-
powered leadership. Unleash small, diverse teams to pursue bold ideas in response to challenges. Create 
work structures and incentives aligned with intrinsic motivation. Promote a culture of inspiring vision built 
on authenticity and powered by trust.

3. Unleash and scale organizational creativity. Share information for collective vision. Tap into global ex-
pertise networks. Expand management and communication style repertoires. Build ad hoc constituencies of 
those sharing common goals. Influence collective behaviour through real-time analytics. [4]

4. The creative outcome of a team depends on the nature of the group of individuals you assemble and 
the communication skills that the session leader brings into the room.
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F. Team Creativity
 “Creativity is contagious, pass it on!” 

Albert Einstein

Add up your ratings, below is a guideline for interpretation:
9 – 14   Low in team creativity

15 – 22  Below average

23 – 31  Average

32 – 39  Above average

40 – 45  High in team creativity

Please keep in mind that this questionnaire is only indicative and explores the perceptions of the respondents.

Creativity and innovation are essential skills in almost any workplace. When problems arise, having a team of 
people that can solve issues quickly and effectively with a little creative thinking is beneficial to everyone.

In today’s workplace, finding time for creativity can be nearly impossible. However, organizations that encour-
age and carve out time for creativity have found increased employee engagement, motivation and productiv-
ity. Here are some tips how you can stimulate team creativity:
•  Promote regular team brainstorming sessions, which allow employees a chance to produce a high quan-

tity of ideas. Once you have a large amount of ideas, analyse and choose those ideas that are of high quality.
•  Create an encouraging work environment. If employees see that their ideas are encouraged and ac-

cepted, they will be more likely to be creative, leading to potential innovation in the workplace.
•  Create a collaborative work environment. Creativity and innovation can stem from employees work-

ing together to reach a goal. Foster communication between employees and between departments and 
reward those that work together to solve problems.

•  Encourage your team members to take risks. The opposite of creativity is fear. Employees won’t be cre-
ative or innovative if they fear a backlash from failure. Create an environment that is free from fear of failure; 
treat your employees’ failures as a learning tool, rather than a means for passing around blame.

•  Create a safe haven for new thinking – Use a safe haven to encourage a broad range of ideas, including 
those not immediately seen as feasible, or even “sensible,” for they are where the seeds of innovation can be 
found. Some organizations have “creative-thinking spaces,” filled with items such as paintings, photographs, 
non-work related magazines, building materials and other stimuli, where employees can engage in idea 
generation in an environment separate from their everyday routine.

•  Humour corner – Give employees one corner of a break room or other area to post cartoons, illustrations, 
and other items designed to relieve stress. At the end of each week, the staff can award a prize for the best 
submission.

•  Surprise Celebrations – Often it’s the unexpected and informal that employees enjoy as much as formal 
awards. Conduct frequent, unannounced recognition and award celebrations, such as having a pizza party. 
If you don’t know of a reason to have a get-together for the work force, invent one.

•  Breakfast with the President – Initiate a “Breakfast with the President” program to improve communica-
tions between employees and the top management. Arrange a monthly breakfast with coffee and biscuits 
served by the staff and open discussions. Results - higher morale and a sense of open communication.

•  Being outsiders in your team – Idea generation works best when there are differences in perspective, 
knowledge and background - creativity is a product of organizational diversity.  Ideally, a team attempting 
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to come up with a fresh, new solution to a tough challenge should consist of both experts in the area being 
discussed, as well as so-called “naïve” idea-contributors who may see the problem in ways the experts can-
not.  Also, because they’re not experts, they don’t know what doesn’t work! 

•  Support employees for engaging in the ideation process - It is important to recognize the efforts of 
those who contribute to the process of generating and developing ideas, even if no applicable concept or 
solution is produced.  Properly encouraged, these individuals are more likely to engage in the creative pro-
cess again, perhaps coming up with the next big breakthrough! 
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