


Creativity: a key
strategic ability

Everyone is born creative. But it's an instinct that
gets crushed in so many people, often at school
and by the time they get to work they become
unoriginal and stifled by perfectionism.

In an era of ambiguous, messy problems - as
well as extraordinary opportunities for positive
change - it's vital to have both an inquisitive mind
and the ability to act with intention.

Every society needs innovation and creativity to
continuously generate its future. That's especially
true in the age of artificial intelligence especially
in terms of how best to use and apply this
intelligence to current and future work.

No longer a ‘soft skill', the World Economic
Forum'’s The Future of Jobs Report 2023
highlights analytical thinking, creative thinking,

Al and big data as top in-demand skills by 2027,
closely followed by curiosity and lifelong learning.

Creativity is about reimagining much of the way
we do things. By applying our imagination to
making the world a better place we explore ways
to use and recycle resources, and provide greater
access to people in need.
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In a business sense, creativity is coming up
with new ideas and solutions that can bring
sustainable and positive results to the business,
whether it's financial, organisational or
marketing.

The concept of creativity has been the subject

of much research since the 1950s. These

theories mainly focus on the individual, personal
characteristics of creativity. In the past few

decades this person-centred spectrum of

creativity has broadened to include the

importance of environmental factors which

activate and develop personal creative skills. Cr

T 15 & 4> swecees,
becanse in This continuously
WW enrironment The
skills rwao(fw remewal

ano W/}Mon are not

bwrcury Wﬁ%@%ﬁﬁ?.

However, we can't be creative in a vacuum.
It's the creative climate, the organisational
systems where innovation comes about as
a result of the interaction among people,
the processes they engage in and the
environment in which they work. The social
environment of a creative organisation
encourages ideas in a psychologically

safe environment with sufficient

time to create ideas.
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The 4Ps of [ =

creativity

Creating a supportive environment involves the following conditions:

1. Mutual trust and confidence, support for ideas, open relationships

2. Challenge and motivation, commitment to the organisation’s goals
and operations

3. Freedom to seek information and show initiative

4. Diversity in views, knowledge and experience, exchange of
opinions and ideas.

These conditions inform and support the 4Ps of creativity: people,
process, product and place.
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A creative mindset

Engaging the creative in all of us involves having a creative
mindset. Mindset matters when it comes to achieving goals at
work and in your personal life. Recognising that human beings are
malleable is key. Our brains can and do change in response to the
environment that we create around ourselves, the beliefs that we
hold, and the practices we turn into habits.

A creative mindset gives meaning and value to how you approach
your life, creative endeavours, and pretty much everything you do.
It opens you up to opportunities and possibilities because you are
able to enjoy the creative process.

Key attributes of a creative mindset include:

e Belief in one’s own creativity: as a child we're all creative and
we need to remember we still have it - it's all a matter of
perception

e Embracing curiosity: a creative individual will view the very
same problems as opportunities and challenge themselves to
step up their game and make a difference

e Suspending judgement: silences the inner critic and stays open
to ideas and different perspectives

e Tolerating ambiguity: comfortable with the uncomfortable

e Persisting through skepticism and rejection: purpose is clear
and play the long game

e Taps into childlike imagination: a childlike sense of wonder
keeps us open to what's possible.
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An integrated process A creative climate
“}S Conditions conducive to enabling an integrated process involve: For the creative process to thrive at any company, organisations
*  Collaboration/co-creation: working together on more geedl to enable a slupport|ve Eﬂwronment which activates and
challenging projects from the outset to invite divergent thinking evelops personal creative skills.

We often think creativity lies with the marketing team, artists
and entrepreneurs. The conversation is more about how to
orient entire organisations around creativity and inventiveness

e Psychological safety: for positive social skills and values which
generate a more meaningful discussion

¢ Equity: where all ideas are considered by a group through and enable other people to translate a ‘spark’ into a product and
simultaneous interactive techniques and peer-to-peer positive experience across the company.
discussion

Five core components contribute to generating a creative climate:
e Human-centred choices: where people make meaningful

choices and decisions and have ample space and time for
elaboration of ideas

1. Challenge: incites motivation through complex, challenging
and interesting tasks to be solved

e Conflict storming: to build the tension, competition of ideas and 2 IO e e D Rl eueien [ fiserd

differences ‘storming’ which enables people to view issues from 3. Flexibility and risk taking: which is inherent to innovation
multiple perspectives which is essential to creative thinking and

! 4. Positive relationships: management committing resources
problem solving

such as money, time and facilities

* Feedback: which is a mix of self-reflection, positive and specific
suggestions and uses the language of possibilities, perspectives
and processes to encourage motivation.

5. Open conversations: positive conversations where peers and
teams collaborate for mutual benefit.
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Creative decisions

faster

Creative skills drive effective decision making. Software can provide and process
important data, but you need creative minds to turn that data into something
meaningful - to extract the insights that make gathering data worthwhile and

strategy powerful.

We need to shift from an outdated worldview - do what we've always done
because it is known and comfortable. Experience consistently tells us
organisations are complex living systems and we're more often

dealing with the unknown and uncomfortable.

Understand the system

It begins with accidents that end up showing
a new possibility or reveal that contravening a
particular rule isn't as harmful as expected.

While many of us will attempt to start from
scratch when trying to create something new,
creative people know they must understand the
existing system.

Before contemplating their own work, they take
the time to master the conventional ways of
doing things, to know what the standards are,
and to understand the types of work deemed
best practice.

You comn’t solie A//H"D‘A(@m on The same level on which it
was created. You have 4o rice above it 4v The next lewel.

A creative process can be a simple formula
distilled into the following three steps:
1. Gain a deep understanding of a particular

system and its rules.
2. Step outside of that system and look for

something surprising that challenges its rules.

3. Use what you find as the basis for making
something new and creative.

Understanding a system first is necessary for
creativity for two reasons. First, it provides
something understandable to use as a starting
point, and second, it makes it possible to come
up with something more interesting or useful. If
you try to start from nothing, you'll end up with
mere chaos.
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Divergent and
convergent thinking

Next level problem solving requires a balance
between divergent and convergent thinking,
and it is in groups that we are challenged to
think differently. Groups provide alternative
approaches and processes - and a way to test
our ideas.

With divergent thinking we find as many original
solutions and new ideas as possible, while
convergent thinking helps us evaluate, selects
ideas and make decisions. Both are needed but
in different phases of a process.

Harmonising perceived skills and challenging
ideas is pivotal to making creative decisions
faster. So is recognising there are no failures -
only successes and lessons learned.

When problem-solving we need to:

* nurture ideas
« flip the standard approach and assumptions

+ find methods and principles to inspire
an alternative approach

+ use someone else’s point of view to
re-express ideas into new products,
services and processes.

The art of subtraction

Brainstorming sessions often result in long
lists of ideas to be actioned when you leave
the workshop or meeting. Before you leave its
important to weed out what's not possible as
decisions are refined when you figure what to
leave out.

It's important to ask ourselves: what can | do
differently?

As a group you can decide what constraints you
may want to place on the organisation and the
individual. Alternatively external constraints will
determine what you will work with - the most
common being time, scope and cost.

With everything, everywhere all at once, we face
even more constraints and restrictions such as
natural disasters, increasing socio-economic
changes and rapid technological developments.
We can't tackle it all at once. Instead, we have to
make use of the time, space and materials we
have now - and choose what to subtract.

By doing so we build momentum and take action.

Keeping an eye on the
possibilities

As our disruptive world continues to throw
challenges and opportunities, nobody knows
what will come next. We do know, however, that
those who develop and use their creativity are
likely to be the most effective at leading their

people, teams, and organisations through the
turbulence.

Creativity is in all of us. It invites us to be:

e Curious: exploring alternative ideas by asking
‘what if...?"

e Courageous: to create our own ideas and
bring them into the real world

e Committed: to pursuing the long game
through continuous exploration and
innovation.

By using our imagination, creativity can be
revived, learned, coached, and developed. We all
have the capacity for it. We just need to nurture it.
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Inspiration to fuel your creativity

I love reading as | always find inspiration to do more, to go on adventures, to face adversity and to learn.
Here are some of my favourites to help you on your creative journey.

Sarah Stein Greenberg

Julia Cameron ; Dan Heath
A Creative Acts for
The Artists Way . Upstream
Curious People
. Christoph Neiman Benjamin &
Leslggt:(;:ttz How to Overcome the 3 Rosamund Zander
Fears Every Creative Faces The Art of Possibility
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About CreativePivot

CreativePivot was founded by Gabrielle Martinovich in 2009 as
an engagement consultancy dedicated to facilitating strategy
and stakeholders for sustainable business.

At CreativePivot we believe sustainable business should be
based on a human-centric, creative and energising process that
delivers positive change in ecological and social outcomes.

Our logo of the hummingbird symbolises agility, tenacity and
endurance. Like the hummingbird, we get involved and we do
the very best we can to make a difference, by accepting the
reality of change and seeking out the magic in the possibilities.

CreativePivot's role is to be a guide on your journey, to spark
your creativity, to pivot problem-solving and decision making. If
this sounds like you, please get in touch to have a conversation.
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Gabrielle Martinovich
+61 407 311 091
gabrielle@creativepivot.com.au

www.creativepivot.com.au
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Copy this the right way

You have permission to post, email, print and pass this whitepaper along
for free to anyone you like, as long as you make no changes or edits to its
original contents or digital format. We reserve the right to bind it and sell it
as a real book, and to reprint in other formats.

Disclaimer

We care but you're responsible. This whitepaper is general in nature and
not meant to replace any specific advice. Please be sure to take specialist
advice before taking on any of the ideas. CreativePivot disclaims all and
any liability to any persons whatsoever in respect of anything done by any
person in reliance, whether in whole or in part, on this publication.
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