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Introduction
Creativity, innovation and organisational knowledge are important factors in the development and success of modern organisations. In an increasingly competitive business environment, organisations need to be able to generate new ideas, adapt to changing customer needs and use knowledge effectively to improve products, services and processes. Creativity provides the foundation for generating original and valuable ideas, while innovation involves applying these ideas in practice to create improvements or new opportunities. However, creativity and innovation do not develop in isolation; they are strongly influenced by employees, teams, organisational culture, leadership and the working environment. Organisational knowledge also plays an important role because organisations need to capture, share and apply both explicit and tacit knowledge to support continuous improvement.
This assignment explores the meaning and importance of creativity in the workplace and examines two models of workplace creativity: Amabile's Componential Theory of Creativity and the Interactionist Model of Creative Behaviour. It then considers the main drivers of workplace creativity, including individual motivation, teamwork and the work environment. The assignment also examines innovation and compares incremental, radical and open innovation models, using examples such as Haier, Apple and Toyota to demonstrate how organisations can apply different approaches to innovation. Finally, it considers the characteristics of organisational knowledge and organisational knowing, with particular attention to the distinction between explicit and tacit knowledge and the importance of applying knowledge through everyday organisational practices. These concepts demonstrate how creativity, innovation and knowledge work together to support organisational development, competitiveness and long-term success.

[bookmark: _Toc238211730]1.Creativity

Creativity, as defined by Green et. All (2023) is a whole process comprised in three major criteria. First criteria is represented by the place where creativity happens, internally, it is a mental representation, and all the focus is on the subject; the second criteria is generated by the goal, called attentional operation, and it can be manipulative, creating new ideas or solutions to reach a certain goal, and the third criteria is the goal not being memorised, is generative.
Paul and Stokes (2023) define a creative product or idea as being something new and valuable.
The same simple definition of creativity is given by Adobe for Education (2020) in the interview video where Sir Ken Robinson, author and creativity expert, says that creativity is the process of generating original ideas that have value.
Two perspectives from three different sources sustaining the same idea, creativity is the brain power of coming up with new ideas and solutions able to add value to a product or a process.
1.1 [bookmark: _Toc238211731]The importance of creativity in the workplace
According to Brooks (2023) creativity is very important in workplace and the benefits are multiple, from employee’s engagement to innovation, teamwork, personal and professional development and the list can continue.
This is why any business, or company should nurture a culture that encourages and sustained creativity for a great development.
As an example, written by Baek (2024) Haier, the Chinese company that started selling fridges, guided by a poor management, has failed massively and ended being bankrupted, when the government decided to change the management.  Capoor (2023) states that changing the management and the culture of the company was a real success, empowering the employees with the responsibility of self-management, a company that now operates like microenterprises, where the employees can run their own mini business with the larger company. That is what helped Haier jump to the forefront of innovation and growth.
From the student’s experience, working in a small, limited company, the culture is hard to impossible to be changed. It is a company selling men suits and it is following strict rules that have not been changed for ages, the employees are never asked for their opinion and are not involved in decision making or problem solving at all.
According to Carson (2020) creativity can only bring benefits to the table, such as enabling different ways of thinking, engages the mind, brings people together and challenges them to come up with new ideas, installs curiosity and encourages asking questions, it stimulates and motivates employees.
So, being creative could only bring advantage to both employees and employers.
Creativity and innovation played a crucial role in Haier’s (the Chinese refrigerator company) success and development. They have rebranded the company from being called Quindao Refridgerator Co. to Haier, a company ready to compete on quality and reliability in China and internationally, expanding beyond refrigerators to other household appliances including washing machines and air conditioners. The innovative management approach transformed a company that was in debt into a global enterprise with a turnover of 26 billion in 2023.
1.2 [bookmark: _Toc238211732]Models of workplace creativity
[bookmark: _Toc238211733]1.2.1 Componential Theory of Creativity is one of the most influential models in organisational psychology as stated by Amabile (1996).
Its foundation base is made of three components: domain relevant skills, creativity relevant processes and intrinsic motivation. Looking at the first component, domain relevant skills, it is all about allocating the right job to the person with the right knowledge and set of skills, otherwise make sure the person is trained to the level of knowledge and skills required for the specific domain. The second component, creativity relevant processes, requires managers and leaders to train the employees in such way that they are prepared for risk taking, and possess a great set of problem-solving skills. And the third component, intrinsic motivation, is all about recruiting the right people, that are passionate about the job, and the interest comes from the inside; those people will give their best to succeed.
Now, looking at a big company as Haier, all the three components can be applied to it. According to Eduardo Braun (2024) Haier invests in people’s training and development massively and the strongest argument to that is the company’s growth from a low-quality manufacturing to a global leader. About creativity, employees are encouraged to break away from daily routines to support their cognitive and structural freedom vital for creative thinking. As per motivation, Haier gives employees entrepreneurial roles which supports intrinsic motivation.
[bookmark: _Toc238211734]1.2.2 Interactionist Model of Creative Behaviour is another well-known model of creativity. According to the research (Woodman, Sawyer and Griffin 1993) creativity is not just about the individual, but about the environment as well. So, if a person is very creative but in the wrong environment, that person will not be able to express themselves. There are three important factors in this model: individual factors, that includes motivation and cognitive ability; group factors, influenced by diversity, team norms and cohesion; and organizational factors, all about culture, structure and resources. In a small group, like the student’s workplace, it is not difficult for all the conditions to be satisfied to be able to have a positive, motivating environment, but the culture itself won’t allow the manager or any of the team members to come up with any ideas or changes.
[bookmark: _Toc238211735]2. Drivers of workplace creativity
 “Creativity frequently refers to generating novel and functional ideas that improve products, services, and processes. Because creativity is often considered an innate characteristic, organizations can stimulate employee creativity through a relevant and resourceful work context that encourages novel ideas.” (Gurbuz et al, 2024) As Gurbuz et al argues, creativity is a skill, but it fructifies when it is sustained by the environment and people around the individual.
According to George and Zhou (2001) the most important drivers for change are found at individual level, it is intrinsic motivation, the passion for the project, openness to experience, resilience and cognitive flexibility. As an example, from the student’s workplace is customer service. Because the student is very passionate about retail, the motivation comes from the result which is customers satisfaction. Then creativity plays an important role in combining colours and matching outfits, all to get the sale through the till and see the happiness on the customers face.
According to the research (Edmondson, 1999) another strong driver for change is the team. If the individual is surrounded by trust and can communicate well with the team, feeling psychologically safe and having diversity of perspectives, that will be a good environment to release the creativity. In the student’s workplace, being a small team, they know each other very well, rely on each other, and trust and communication are the strongest tools that keep them functioning and smashing all the targets.
According to Dul and Ceylan (2014) a very important driver to change is the environment itself, the workspace, the tools and the systems. The students workspace is safe and secure, the tools and the systems are in place, to close a sale, for instance, if the right sizes are not in store, they are able to order them with pick up from store or home delivery, if the customer needs any adjustments, the student will take all the measurements and send the items to the seamstress to make them perfect.

[bookmark: _Toc238211736]3. Innovation
According to Taylor (2017) after conducting wide research about innovation, from literature to academic or political, the best definition of innovation is the process of applying creative ideas to develop new products or processes. 
Looking at McKinsey and company (2022) definition, it is more than just applying the new ideas, but having the ability to conceive, develop, deliver and scale new products or services for customers.
According to Kent (2024) innovation is not just putting in practice creative ideas but knowing exactly when and how to apply them to allow new ideas to grow.
So, innovation is a complex process that is very close related to creativity, is about choosing the right creative idea that can boost a product or a process to a whole new level, original and valuable, or coming up with a brand-new product or process, same original and valuable.
[bookmark: _Toc238211737]3.1 Innovation models
There are different styles and methods or models of innovations, and every business has its own needs in growing or developing, that’s why not all innovation models can fit all companies.
[bookmark: _Toc238211738]3.1.1 Incremental innovation
According to the research (Carleton, 2019) incremental innovation refers to the process that implements small improvements to an existing product or service, to fit better the customers needs, to keep up with the new technology.
A good example of incremental innovation is Haier, even if they used different models of innovation over time, after they have changed the management, the new manager kept the product they were producing, the fridges, but he focused on quality and transformed the fridges in something much better.
In the company where the student works, the suits shop, they use this model of innovation as well. After having the customers reviews about the product, they try and slightly change it to see if it sells better. For example, on this year’s autumn collection they changed last years double-breasted jacket by adding new buttons and slightly new design to it after having last year’s customers reviews.
Another strong example, according to the research (Hollestelle, 2019) is Apple. Since they produced the iPhone, the only thing they’ve done was to add different features to it or make the existing ones more performant. But the customers are waiting for something big, as they can not really see a big difference from one model of iPhone to the new one released.
Incremental innovation can have good results for some companies but can make other companies sink. It all depends on the product; it’s impact on the customer and customer’s needs.
[bookmark: _Toc238211739]3.1.2 Radical Innovation
According to the research (Dieffenbacher, 2022) radical innovation is the “breakthrough technologies or concepts that redefine industry paradigm.”
In other words, using creative ideas based on technology, market needs, new trends to create brand new products, services or businesses to high standards and great value.
A good example is again, Apple with the first iPhone. It was a revolution that made the customers fall in love with the brand and transformed them in loyal customers, buying every new phone they release.
Haier, as well implemented radical innovation by bringing a wider range of products on the market. From selling only fridges they produced washing machines and other great products that gave them a great boost to becoming a globally known business.
[bookmark: _Toc238211740]3.1.3 Open Innovation Model
The open innovation model, strongly associated with Chesbrough (2003), argues that organisations should not rely exclusively on knowledge generated internally. Instead, they can combine internal and external ideas, technologies, research and expertise.
Internal knowledge + External knowledge → Innovation → Commercialisation
Chesbrough's work fundamentally changed how innovation in large organisations is understood by emphasising the importance of external knowledge and external routes to market.
As an example, Toyota's transformation towards becoming a mobility company provides an interesting example. Its Woven City initiative has involved collaboration around technologies, mobility and sustainable urban solutions. Academic research describes Woven City as an emerging innovation ecosystem involving Toyota, government, universities, employees and local communities.
Toyota has also explored partnerships and collaboration as it moves beyond traditional automotive manufacturing towards connected, autonomous, shared and electric mobility.
[bookmark: _Toc238211741]4.Characteristics of organisational knowledge
One important characteristic of organisational knowledge is that it can be explicit or tacit. Explicit knowledge can be formally documented and communicated through policies, databases, procedures and manuals. In contrast, tacit knowledge is developed through experience and is often difficult to articulate or transfer. Nonaka and Takeuchi (1995) argue that organisational knowledge creation involves interaction between tacit and explicit knowledge, allowing organisations to develop new knowledge and support innovation.
As an example, Toyota also converts knowledge into standardised procedures. Employees use documented processes to ensure that tasks are performed consistently. Toyota's Production System is designed around standardisation, problem identification and continuous improvement.
This represents explicit organisational knowledge because knowledge about how a task should be performed can be documented and communicated to other employees.
However, there is an important critical point here. A written procedure cannot capture everything an experienced employee knows. An experienced worker may understand subtle problems, recognise abnormalities or know how to respond to unexpected situations. This represents tacit knowledge.
The difference between tacit and explicit knowledge has important managerial implications. Organisations can relatively easily store explicit knowledge within information systems, but tacit knowledge is more difficult to capture. For example, an experienced employee may have developed an intuitive ability to deal with a difficult customer or solve an unexpected technical problem without being able to explain every aspect of their decision-making. Knowledge-management systems alone cannot guarantee that organisational knowledge will be retained or effectively transferred. Alavi and Leidner (2001) explain that knowledge management involves processes of creation, transfer and application, rather than simply storing information.
A second characteristic is that organisational knowledge is distributed across individuals and organisational units. Grant (1996) argues from a knowledge-based perspective that individuals possess specialised knowledge, while the organisation's role is to integrate this knowledge so that it can be applied collectively. This suggests that organisational capability depends less on one individual possessing all necessary knowledge and more on an organisation's ability to coordinate different areas of expertise.
However, the distributed nature of knowledge can also create challenges. If knowledge is held by different departments or individuals who do not communicate effectively, valuable expertise may remain isolated. Organisations therefore need appropriate communication mechanisms, teamwork and knowledge-sharing cultures. Grant (1996) suggests that knowledge integration is central to organisational capability, particularly when employees possess highly specialised knowledge.
[bookmark: _Toc238211742]5.Characteristics of organisational knowing
Organisational knowing differs from organisational knowledge because it focuses on knowledge in action. Orlikowski (2002) argues that knowing is not a static capability possessed by an organisation but an ongoing accomplishment that emerges through organisational members' everyday practices. Her research highlights how collective competence can be distributed across individuals and developed through practical activity.
This means that organisational knowing is dynamic and situated. Employees may know how to perform a particular task because they have developed experience within a specific organisational context. The knowledge may therefore be difficult to transfer directly to another situation. For example, a manager may know how to motivate a particular team because they understand its personalities, history and working relationships. This type of knowing is embedded in practice rather than simply contained within a written document.
An example is Toyota which uses Kaizen, meaning continuous improvement, as a core part of its Toyota Production System (TPS). Employees at different levels are encouraged to identify problems in their work and suggest improvements. Toyota states that Kaizen involves the entire workforce and draws on employees' knowledge, skills and experience.
This is a strong example of organisational knowing because employees are not simply using information contained in manuals. They are applying their experience to real workplace problems, discussing possible solutions and changing how work is performed.

For example, imagine a production-line worker notices that a particular assembly task repeatedly causes delays. Rather than management simply providing a new procedure, the employee can identify the problem and contribute to developing a better process. The knowledge is therefore created through practice and interaction.
Another characteristic is that organisational knowing involves interpretation and judgement. Information does not automatically become useful knowledge. Employees must interpret information in relation to circumstances and determine how it should be applied. Alavi and Leidner (2001) similarly identify knowledge management as a multidimensional process involving the creation, transfer and application of knowledge.
Therefore, organisations require not only systems for providing information but also employees capable of interpreting and applying it.















[bookmark: _Toc238211743]6. Conclusion
In conclusion, creativity, innovation, organisational knowledge and organisational knowing are closely interconnected and can significantly influence organisational performance and development. Creativity provides organisations with the ability to generate new and valuable ideas, while innovation allows these ideas to be implemented and developed into new or improved products, services and processes. The discussion of Amabile's Componential Theory and the Interactionist Model demonstrates that creativity is influenced not only by individual abilities and motivation but also by teams, organisational culture, resources and the wider working environment. Therefore, organisations cannot simply expect employees to be creative; they need to create conditions in which creativity can develop and be supported.
The examples of Haier, Apple and Toyota demonstrate that organisations can use different approaches to innovation depending on their objectives and circumstances. Incremental innovation can improve existing products and services, while radical innovation can transform markets and create entirely new opportunities. Open innovation further demonstrates the value of combining internal knowledge with external expertise and collaboration. At the same time, effective organisational knowledge management requires organisations to recognise the value of both explicit and tacit knowledge. Written procedures and systems are important for maintaining consistency, but employees' experience, judgement and practical understanding are equally valuable and cannot always be fully documented.
Overall, the assignment demonstrates that successful organisations need more than technology or financial resources. They require a culture that encourages creativity, supports innovation, promotes collaboration and enables knowledge to be shared and applied effectively. The comparison with the student's workplace also highlights how a restrictive organisational culture can limit employees' ability to contribute ideas, even when employees possess the motivation, skills and experience required to be creative. In contrast, organisations such as Haier and Toyota show how empowering employees and encouraging continuous improvement can turn creativity and organisational knowledge into a source of innovation, growth and competitive advantage.
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