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The aim of this research is the determination of the creativity management level in the 7 

organization and directions of its improvement. 8 

Methodology: The empirical study was conducted using an integrated research method,  9 

i.e., using quantitative and qualitative research. A conceptual link between creativity and 10 

intellectual capital phenomena has been identified to underline the importance of 11 

comprehensive management of an organization's creativity.  12 

Findings: Based on the system approach, a conceptual model of organizational creativity 13 

management based on intellectual capital has been developed. This model's core feature is six 14 

organizational creativity management areas that interact with intellectual capital components 15 

and management functions. The methods allow investigating the specificity of organizational 16 

creativity management and evaluating the overall creativity management level, making it 17 

possible to identify the guidelines for the improvement of organizational creativity 18 

management.  19 

Originality/value: In this article, creativity is explored in the context of intellectual capital 20 

structure, emphasizing the importance of the comprehensiveness of organizational creativity 21 

management in terms of organization management. The integrated empirical research allowed 22 

recognizing the importance of organizational creativity management areas, their links,  23 

and interactions and assessing the organization's creativity management level. 24 

Keywords: creativity, organizational creativity, intellectual capital, creativity management 25 

level. 26 

Category of the paper: research paper. 27 

Introduction 28 

The phenomenon of creativity as a hardly tangible resource acquires a horizontal and 29 

interdisciplinary dimension, as it is crucial for management, economics, and other sciences and 30 

practical human activities. In recent times, the phenomenon of creativity has been interpreted 31 
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as a social and cultural aspect emphasizing the necessity of organizational creativity 1 

management for the effectiveness and continuity of an organization's operations. The ability to 2 

generate and implement new ideas, adapt quickly and flexibly to varied external conditions and 3 

make an upgrade are today's challenges for organizations. Integrating creativity as  4 

an organization's resource into the value chain and management is becoming a key factor in 5 

increasing the value-added of an organization to gain a competitive market advantage. 6 

Managing creativity creates an intangible value that increases the intellectual capital of  7 

an organization forming its specific knowledge, skills, and abilities. 8 

The relevance of organizational creativity management presumes the conduction of  9 

a scientific research involving the identification of the connection between creativity and 10 

intellectual capital, the creation of an organizational creativity management model and 11 

methodology to assess the specificity of organizational creativity management and to establish 12 

the level of creativity management. This methodological tool will enable organizations to 13 

manage creativity effectively in pursuit of unique competencies and competitive advantage in 14 

markets over the long term. 15 

The aim of the scientific research is the determination of the creativity management level 16 

in the organization and directions of its improvement based on the methods of the assessment 17 

of organizational creativity management developed based on intellectual capital. 18 

The specificities of creative organization and organization's creativity and its management 19 

aspects are investigated by G. Morgan (1989), F. Damanpour (1991), D. Goleman, P. Kaufman, 20 

M. Ray (1992), G. Morgan (1993), L. Gundry, J. Kickul, C. Prather (1994), I. Nonaka,  21 

H. Takeuchi (1995), I. Nonaka, T. Teece (2001), T.A. Stewart (1997), R.E. Caves (2000),  22 

J. Henry (2006), A.M. González (2003), K. Starkey, S. Tempest, A. McKinlay (2004),  23 

I. Meriam (2005), C. Henry (2007), M. Jifeng, P. Gang, L. Edwin (2008), S. Madsen (2009), 24 

M. Dobson (2010), L. Girdauskienė, A. Savanevičienė (2010), J. Lerner (2012),  25 

N. Šedžiuvienė, J. Vveinhardt (2011), J. Almonaitienė (2011), L. Girdauskienė (2011, 2012), 26 

M. Bettiol, E. Di Maria, R. Grandinetti (2012), B. Litovchenko (2016), L. Bam, P.J. Vlok 27 

(2016), J. Antony (2016), I. Grabner, A. Klein, G. Speckbacher (2018) and others. The aspects 28 

of organizational creativity management in the context of economic sectors has been studied 29 

by D. Araya, M.A. Peters (2010), R.G. Kraus, J.E. Curtis (2000), М. Кольчугина (2008),  30 

А. В. Шевырев, М.Н. Романчук (2008), J. Howkins (2013) and others. 31 

However, the scientific research related to the interpretation and analysis of creativity as  32 

an almost intangible resource and the systematic management of creativity is somewhat 33 

fragmented, especially in the context of intellectual capital and its management (L. Edvinsson 34 

(1997), G. Roos & J. Roos (1997), T.A. Stewart (1997), N. Bontis (1998), R. Florida, (2003), 35 

A. Bradburn & E. Coakes (2004), R. Florida & J. Goodnight (2005), D. Grundey & D. Varnas 36 

(2006), E. McWilliam & S. Dawson (2008), V. Barkauskas (2009), L. Uzienė & J. Staliūnienė 37 

(2009), J. Howkins (2010), M. Cabrita & C. Cabrita (2010), A. Amiri et al. (2011), S. Krätke 38 
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(2012), A. Bonfour & L. Edvinsson (2012), C. Mellander & R. Florida (2014), Y. Chien (2015), 1 

F. Luiza (2016), B. Obeidat et al. (2017), H. Hussinki et al. (2017), S. Abualloush et al. (2018)). 2 

The genesis of the creativity and intellectual capital 3 

The concept of creativity in scientific literature is analysed as a person's trait, ability to solve 4 

problems, as a process or product of creative activity, and also as an interaction between the 5 

environment and the creator. It represents the modern diversity of interpretation of the creativity 6 

concept and the tendencies of creativity as a phenomenon. According to M. Rhodes (1961), 7 

creativity can be interpreted in four ways: 1) person means creativity as a person's trait; 2) 8 

process means creativity as a process (motivation elements, perception, learning, 9 

communication); 3) product means as a result of activity; and 4) press (environment) means 10 

creativity as a relationship of the creator with the environment.  11 

The analysis of the concept of creativity in the context of organization's management shows 12 

that the phenomenon of creativity is interpreted from a social and cultural point of view 13 

emphasizing the necessity of creativity management for society, economy, business and 14 

organization management and efficiency of operations. Thus, it is obvious that the complexity 15 

of the creativity phenomenon in terms of management of organizations is reflected in the field 16 

concept and includes the social and cultural system approach. 17 

The authors of the research state that the organization's creativity is an organization's ability 18 

to generate and implement ideas using internal and external competencies to achieve  19 

a competitive advantage. Organization's competences are the symbiosis of knowledge, skills 20 

and abilities of its internal and external participants. Organization's creativity is associated with 21 

the phenomenon of intellectual capital. Intellectual capital is a knowledge-based organization's 22 

resource, an effective management of which provides it with a special competitive advantage. 23 

The category of intellectual capital has three main features: 1) it is almost intangible or hardly 24 

tangible (Brooking, 1996; Sveiby, 1997); 2) therefore, it is difficult to calculate (Amiri et al., 25 

2011; Howkins, 2013); 3) due to unclear identification it is difficult or almost unreproducible 26 

for competitors, which gives the organization a competitive advantage in the market and enables 27 

to create added value (Bradburn & Coakes, 2004; Užienė & Staliūnienė, 2009). 28 

According to the identified features distinctive to intellectual capital, it can be stated that 29 

those features can be attributed to the phenomenon of creativity. The following is a model of 30 

the structure of intellectual capital (see Figure 1) depicting the place of creativity in the structure 31 

of such inexhaustible capital. It has been found that, subject to the interpretation of the concept 32 

of creativity, it is found in different structural parts of intellectual capital. 33 
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 1 

Figure 1. Manifestation of Creativity in the Structure of Intellectual Capital. Adapted from: L. Edvinsson 2 
(1997), K.E. Sveiby (1997), T.A. Stewart (1997), E. Campos (1998), J. Nahapiet & S. Ghoshal (1998),  3 
W. Johnson (1999), R. Mikulėnienė & R. Jucevičius (2000), H. Agndal & U. Nilsson (2006), P. Flöstrand 4 
(2006), G. Kamath, (2007), L. Vaškelienė & J. Šelepen (2008), A. Znakovaitė & A. Pabedinskaitė (2010), 5 
A. Amiri et al. (2011), G. Aryanindita & A. Budi (2011), S Abualoush et al. (2018). 6 

The identification of creativity in every segment of intellectual capital gives rise to  7 

a systemic factor and the need to manage creativity, which is particularly important for profit-8 

making organizations. The established points of interaction between creativity and intellectual 9 

capital clearly demonstrate the link between creativity and intellectual capital in a complex 10 

approach and provides a justification for the importance of organizational creativity 11 

management (see Figure 2). This Figure illustrates the relationship between creativity and forms 12 

of intellectual capital expression, which suggest the category of creative capital. This is actually 13 

the origination of the concept of creative capital. 14 
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 1 

Figure 2. Relationship between Creativity and Intellectual Capital. Source: authors’ own study. 2 

According to J. Howkins (2013), it is logical to interpret creativity as a form of capital.  3 

It has the necessary features: It comes from investments that the owner can increase or change. 4 

This is a significant contribution to future creativity and creative products. Thus, creativity 5 

based on intellectual capital is not in itself an added value for an organization,  6 

it is an organization's ability to use its intellectual capital to gain added value. Organizational 7 

creativity management is the process of targeted planning, organizing, promoting,  8 

and controlling creativity for the purpose of competitive advantage by using the available 9 

intellectual capital resources. 10 

According theoretical analysis of the organization's intellectual capital and organizational 11 

creativity management research, a conceptual theoretical model has been developed depicting 12 

the links between the areas of organizational creativity management and the components of 13 

intellectual capital, the management of which affects the acquisition of competencies, and the 14 

relationship with the external environment.  15 

The model includes the main management functions that integrate into the fields of 16 

interaction between the areas of organizational creativity and intellectual capital. The entire 17 

conceptual model is based on the field concept and represents the interfaces of five fields  18 

(see Figure 3). Such fields are as follows: 19 

1. Organization's competences. 20 

2. Components of intellectual capital. 21 

3. Management functions. 22 

4. Areas of organizational creativity management. 23 

5. Relationship with the external environment. 24 
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 1 

Figure 3. Theoretical Model of Creative Management Based on Intellectual Capital. Source: authors’ 2 
own study. 3 

The conceptual theoretical model has the following essential features: 4 

 Organizational creativity management areas: creative leadership, management of 5 

personnel creativity, process and information technology integrity, support for 6 

creativity, strategic management, system approach. These areas are the dimensions of 7 

assessment of organizational creativity management. 8 

 Links between the areas of organizational creativity management, components of 9 

intellectual capital (human, organizational, relationship capital), management functions 10 

(planning, organizing, leading, stuffing, controlling) and organization's competencies 11 

(internal, external). 12 

Such areas of organizational creativity management as creative leadership and management 13 

of personnel creativity shape and generate the human capital. There is a general belief that 14 

management of creativity is actually related only to human resources (human capital).  15 

In the authors opinion, this dominant approach was formed by the perception of creativity as  16 
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a person's trait. However, a closer look at the concept of creativity makes it clear that 1 

organizational creativity management must also cover other aspects of management in 2 

organizations. Consequently, areas that shape and generate organizational capital become 3 

important in managing creativity. It is the integrity of processes and information technologies 4 

and the support for creativity that manifest through the organizational structure as well as the 5 

culture and the psychological climate prevailing in the organization.  6 

Organizational creativity management areas (see Figure 3) that create human and 7 

organizational capital form the internal exclusive organization's competencies. Organizational 8 

creativity management on the basis of intellectual capital is closely linked to the relationship 9 

with the external environment of the organization. This connection is defined by the relationship 10 

capital generated by such areas of organizational creativity management as strategic 11 

management and system approach. All this helps the organization to develop its external 12 

competences. It is important to emphasize that the model developed has a systems nature,  13 

i.e. the model components describe (represent) the social and cultural aspect of an organization, 14 

which is a part of a social cultural system. 15 

Methodology of the organizational creativity management based  16 

on intellectual capital 17 

The analysis of creative management is based on a comprehensive adaptive theory that 18 

allows integrating different approaches. The analysis of scientific literature is conducted using 19 

the descriptive comparative method with a review of literature sources, methodologies, 20 

directions, approaches, and research results. This method has identified the areas of 21 

organizational creativity management and at the same time defined the concept of organization 22 

creativity from a system point of view as well as identified the specifics and aspects of creative 23 

management using a comprehensive approach within the context of intellectual capital. 24 

The empirical research was conducted using an integrated research method, i.e. using 25 

quantitative and qualitative research: 1) the analysis and evaluation of the areas of 26 

organizational creativity based on intellectual capital were completed using written 27 

questionnaire and semi-structured interview. The processing of the data obtained through the 28 

questionnaire survey was based on statistical data analysis processed in SPSS program;  29 

2) the assessment of the data obtained during the interviews was based on the content analysis; 30 

3) the assessment of the overall organizational creativity management level using the integrated 31 

approach was based on the analysis of quantitative indicators (weighted and standardized 32 

means, weight coefficients, ratio coefficients). 33 

The empirical research was conducted in accordance with the hypothetical deductive 34 

methodological approach, when the research was planned and methodologically justified.  35 
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The integrated empirical research consists of the results of qualitative and quantitative research. 1 

The entire empirical research consists four main parts, i.e. research segments on the 2 

organizational creativity management areas based on intellectual human, organizational,  3 

and relationship capital as well as the calculation of creativity management level in the 4 

organization. 5 

The research was conducted in a Lithuanian maritime sector organization owned by  6 

an international corporation headquartered in Denmark. The corporation has 27 large functional 7 

divisions operating in five countries of the European Union. 8 

The following empirical research hypotheses have been raised: 9 

H1: The organizational creativity management areas have a connection; 10 

H2: All six organizational creativity management areas have equal importance. 11 

The latter hypotheses are important to prove the validity of the theoretical model of the 12 

Creative Management Based on Intellectual Capital. The empirical research hypotheses were 13 

based on the analysis of scientific literature and identified organizational creativity management 14 

areas. Their choice was conditioned by the analysis and synthesis of the results of the 15 

researchers listed in the table below (see Table 1). The empirical research is based on the system 16 

approach to investigate the maximum possible number of manifestation characteristics of the 17 

object under investigation. In this way, the probability of acquiring a general knowledge of the 18 

object investigated increases.  19 

Table 1. 20 
Dimensions of Organizational Creativity Management Areas 21 

Areas Dimensions 

Area 1. Creative 

leadership 

Qualities of a director as a creative leader: 

• Qualities that shape key competences, 
• Qualities that shape strategic competences. 

Area 2. 

Management of 

personnel creativity 

Motivation for creativity: 

• Internal – external, 
• Personal – group – organizational. 

Creativity training and retraining: 

• Individual – organizational. 
Formation of creative skills: 

• Creative thinking, solving of non-standard problems. 
Area 3. Integrity of 

processes and IT  

Processes: 

• Process tools and management systems integrated in organization. 
Integrity of IT systems: 

• IT introduction, application, and compatibility across processes in different 

management areas. 
Area 4. Support for 

creativity 

Organization management structure: 

• Type, specificity; application of teams, 
• Personalization (knowledge exchange) + codification (knowledge storage) 

Organization culture and climate: 

• Values, attitudes, networks, 

• Tolerance, time management, no fear of mistakes, physical space. 

 22 

  23 
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Cont. table 1. 1 
Area 5. Strategic 

management 

• Creating a creativity (innovation) management strategy 

• Developing a creativity (innovation) management strategy. 

• Using creative thinking and creative methods to form strategies 
Area 6. System 

approach 
• Ideas and projects focused on creating an open social environment: 
• Strong communication (social relations) and collaboration with stakeholders 

(suppliers, partners, etc.). 
Source: authors’ own study. 2 

A case study research method was selected for the research to analyze the activities of one 3 

or several subjects in one group. According to K. Kardelis (2005), this research method can be 4 

applied both in developing new scientific knowledge and in solving various practical situations. 5 

Attention is paid to the subtlety and complexity of the individual case. The case study research 6 

method has an attribute of triangulation in terms of the complexity of the research methods. 7 

The validity of the choice of the case study research method and the research subject: 8 

1. the Lithuanian maritime business organization under investigation is a part of  9 

a multinational enterprise group (hereinafter referred to as the Group), which consists 10 

of organizations from Denmark, Sweden, Germany, Finland, Holland, England, France, 11 

Russia, Spain, Poland, Estonia, Latvia, and Lithuania; 12 

2. the Group has been operating for more than 150 years, i.e. has a successful management 13 

experience; 14 

3. the Group's recent activities are influenced by external environmental factors, which 15 

implies a need for more effective management of creativity; 16 

4. the choice of the organization was also determined by the spheres of activity (marine 17 

business and logistics) in which the company operates. The transportation and logistics 18 

business is one of the priority areas of smart specialization strategy in Lithuania  19 

and the EU. 20 

Results of organizational creativity management empirical research 21 

In order to assess the overall organizational creativity management level, the results of the 22 

standardized means of the dimensions of the creativity management areas obtained through the 23 

quantitative research and the results of the qualitative research were used. Based on the 24 

generalized results of the quantitative research, each area of organizational creativity 25 

management was assessed. It has been found that organizational creativity management areas 26 

such as creativity support (mean value or standardized mean are 75.45 points) and creative 27 

leadership (standardized mean is 74.55 points) have been developed the most. Meanwhile,  28 

the organization's processes and IT integrity is weak (standardized mean is 26.5 points). In order 29 

to unify the coding of the questionnaire questions, the values of standardized means, rather than 30 
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of weighted means (from 1 to 100 points) were used to compare the areas of organizational 1 

creativity management. 2 

The raised empirical research hypothesis H1: The organizational creativity management 3 

areas have a connection. To validate or deny this hypothesis raised, a correlation test was 4 

performed using Pearson Correlation coefficient. The assessment of the correlation (Pearson 5 

Correlation) between the creativity management areas in the organization showed that creative 6 

leadership has the most impact on other areas, i.e. its effect is the highest (1). The strongest 7 

positive correlation (.333) is observed between creative leadership and management of 8 

personnel creativity, i.e. the stronger the manager's creative leadership qualities are, the better 9 

the creativity of the staff is managed. Creative leadership has a positive impact (.254) on support 10 

for creativity, i.e. the stronger the manager's creative leadership qualities are, the more creativity 11 

support the employees receive. A positive correlation (.320) has been identified between 12 

strategic management and integrity of processes and IT. Other connections are weaker. 13 

However, there is a negative connection (-.089) between creative leadership and a system 14 

approach. Thus, the first hypothesis of the empirical research H1 has been confirmed because 15 

the organizational creativity management areas are interrelated. 16 

In order to determine the overall mean value of organization creativity management or the 17 

creativity management level, the weight factor for each management area is calculated as the 18 

results of the correlation test show that each area of organizational creativity management has 19 

different significance. The results of the qualitative research (total values of the matrix  20 

sub-codes) are used for the determination of weight factor. Below is a summary of the 21 

qualitative research results. 22 

The interpretation and conceptualization of the qualitative research data revealed that the 23 

topic of management of personnel creativity has most of the sub-codes (31 in total), while the 24 

topic of system approach has least of the sub-codes (6 in total). This shows the level of 25 

importance of each creative management area, i.e. the respondents have identified these 26 

categories of topics as relevant. Based on the determined total values of the sub-codes, an index 27 

(weight factor) for each connection (topic) or organizational creativity management area was 28 

calculated, where the sum of the sub-codes of each area (topic) is divided by the maximum 29 

amount of sub-codes. This makes it possible to rank the values of the creativity management 30 

area in organization (in descending order of importance or weight). 31 

Thus, the second hypothesis of H2 has not been confirmed because all creativity 32 

management areas have different importance. The most important are management of personnel 33 

creativity and support for creativity. Ranking results for the organizational creativity 34 

management areas allow testing the hypothesis of the empirical research H2: All creativity 35 

management areas are equally important. According to the research results, the second 36 

hypothesis H2 was not confirmed as all creativity management areas have different importance. 37 

  38 
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The next step is to determine the ratio of each organizational creativity management area in 1 

a quantitative research. Since the organizational creativity management areas have different 2 

number of dimensions and questions in the questionnaire, the ratio coefficients are calculated. 3 

After determining the weight factors and ratio coefficients for each organizational creativity 4 

management area, the overall mean value or level of creativity management in the organization 5 

was calculated (see Table 2) according to the following formula as proposed by the author: 6 

CML = ((X1*S1*P1) + (X2*S2*P1) + ... + (Xi*Si*P1)) / i; 7 

where:  8 

CML – creative management level in the organization (mean value);  9 

X1 … Xi – standardized mean of creative management i area;  10 

S1 … Si – weight factor of creative management i area;  11 

P1 … Pi – ratio coefficient of creative management i area; i – number of creative management 12 

areas (i.e. 6). 13 

Table 2. 14 
Creativity Management Level in the Organization 15 

Area 
Standardized mean,  

in points 

Ratio 

coefficient 

Weight 

factor 

Value,  

in points 

Creativity management areas based on human capital  

1. Creative leadership 74.55 0.6 0.45 20.13 

2. Management of personnel creativity 63.76 0.166 1 10.58 

Creativity management areas based on organizational capital  

3. Integrity of processes and IT 26.5 4.05 0.61 65.47 

4. Support for creativity 75.45 0.338 0.87 22.19 

Creativity management areas based on relationship capital  

5. Strategic management 33.2 4.05 0.52 69.9 

6. System approach 54.18 2.43 0.19 25.01 

Total sample mean: 35.5 

Source: authors’ own study. 16 

As it can be seen, organizational creativity management in the organization is not of high 17 

level (35.5 points out of 100). Thus, based on the results of the integrated empirical research,  18 

it can be stated that the organization under study does not manage its creativity in a sufficiently 19 

effective way. Most efficiently, the organization uses human capital to manage creativity  20 

(see Table 2 for standardized means of human, organizational, and relationship capital).  21 

It is worth mentioning that the comparison of the effectiveness of the management of 22 

intellectual capital components in this methodology is limited as the weight coefficients are 23 

determined in the range of all areas of organizational creativity management and their 24 

dimensions. Thus, the organization under investigation makes more use of its internal 25 

competences (based on the data in Table 2). If the use of internal and external competences  26 

(of all agents, i.e. participants of the organization and its external environment) becomes the 27 

dominant principle, the flow of knowledge between the agents is greatly enhanced by the 28 

synergy effect. Such a network of agents (participants) takes on the character of an informal 29 

management mechanism because trust becomes crucial in the organization's system of values. 30 
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Directions for the improvement of creativity management  1 

in the organization 2 

The research of the organizational creativity management areas allowed identifying the 3 

shortcomings and difficulties faced by the organization in managing its creativity based on 4 

intellectual capital. Based on the research results, the directions that allow improving the 5 

organizational creativity management were developed. 6 

Area 1. Creative leadership. Leader-oriented training programs should take into account the 7 

development of general competences such as communicability, interest, motivation and 8 

impartiality; and the development of such strategic competence-forming qualities as social 9 

awareness, creative approach to profession, empathy, imagination, and curiosity. 10 

Area 2. Management of personnel creativity. Stuff-oriented training programs should take 11 

into account the development of such general competence-forming qualities as the qualities of 12 

an organizer and leader as well as the development of such strategic competence-forming 13 

qualities as uniqueness, initiative, and determination. It is also proposed to organize more of 14 

training sessions on the improvement of creative thinking skills. In order to successfully 15 

implement organizational changes and alter employee attitudes according to the new declared 16 

philosophy of the organization, it is suggested to focus on creativity training for technical 17 

employees. 18 

In regards of manager-oriented motivational programs, it is proposed to develop/improve  19 

a set of external motivation tools as a tool for managers to motivate their subordinates. It is also 20 

proposed to regulate the distribution of income and work volumes between the divisions of 21 

different countries on the Group scale. In regards of stuff-oriented motivational programs,  22 

it is suggested to increase support of their initiative towards the understanding of systematic 23 

and process management (for example, to update presentations on operation of other 24 

stakeholders and other organization divisions). 25 

Area 3. Integrity of processes and IT. To improve the management of processes and IT 26 

integrity, it is proposed to improve the quality of time management; to improve communication 27 

between departments and with stakeholders in the organization (for example, organize 28 

presentations between functional units, with customers, with suppliers (better communication, 29 

emergence of procedural and systematic approaches)). 30 

It is proposed to allocate the organization's financial resources in the area of information 31 

technology in a more rational way. It is suggested to improve the compatibility and integrity of 32 

the processes of IT program and shipping management. Improvements are also required for IT 33 

applications that control financial management (accounting) and sales management processes. 34 

Area 4. Support (Fromm, 1959) for creativity. To eliminate the negative consequences of 35 

restructuring of organizational structure, it is proposed to clarify the situation among the 36 

employees, to make a presentation on the updated organizational structure for the employees of 37 
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the organization. subordination, responsibility and other issues. It is also proposed to remove 1 

restrictions on personnel recruitment for cultural identity and race. It is proposed to review the 2 

workflows of the financial department and eliminate their duplication. 3 

Area 5. Strategic management. In order to improve the creativity management process in 4 

the organization, it is proposed to implement the 'bottom-up' development of the Group's 5 

strategy, when the strategic plan is developed according to the recommendations of all 6 

management levels. 7 

Area 6. System approach. As mentioned earlier, the organization held meetings with clients 8 

and suppliers for the presentation of their activities. Such meetings made it possible to seek for 9 

greater systematic understanding among employees. It is proposed to resume this practice with 10 

a view to developing a systematic approach. 11 

Summarizing the results of the empirical research, it is stated that: 1) all organizational 12 

creativity management areas are interrelated; 2) the organizational creativity management areas 13 

have different effects. Creative leadership affects other areas the most, i.e. its effect is the 14 

greatest. The strongest positive relationship is between creative leadership and management of 15 

personnel creativity. In addition, there has been a negative connection found between the areas 16 

of creative leadership and system approach; 3) Management of personnel creativity is the most 17 

important creativity management area. 18 

Summary 19 

The concept of creativity in a comprehensive approach involves four aspects: creativity as 20 

a person's trait is an inherent characteristic of a person, component of cognitive abilities 21 

associated with divergent thinking that manifests itself unequally in different areas of individual 22 

activity; as a process, creativity is a logical sequence of certain stages and a reconceptualization 23 

of previous ideas or knowledge; as a result of the creative process, creativity is a created product 24 

that can be interpreted in terms of uniqueness, practicality, social value or universal recognition; 25 

as a connection between the creator and the environment, creativity is an interaction between  26 

a cultural symbol system, a person or an organization as a creator and a social environment. 27 

Creativity is a way of divergent thinking and the ability to react to the environment in  28 

a non-standard way when a new product is created. Organization's creativity is the ability of  29 

an organization to generate and implement ideas, to use internal and external competencies to 30 

achieve competitive advantage. Creativity is an organization's resource to gain added value,  31 

yet is not in itself an added value for such organization. 32 

  33 
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The links between creativity and intellectual capital concepts are as follows: Creativity as  1 

a person's trait and skills is found in human capital; Creativity as a process and its result is found 2 

in organizational capital; Creativity as a result of relationships with the environment is found 3 

in relationship capital. 4 

Organizational creativity management is the process of targeted planning, organizing, 5 

staffing, leading, and controlling creativity for the purpose of competitive advantage through 6 

the use of available intellectual capital resources. 7 

The theoretical model of the creative management based on intellectual capital has the 8 

following essential features: 9 

 Organizational creativity management areas: creative leadership, management of 10 

personnel creativity, integrity of processes and information technology, support for 11 

creativity, strategic management, system approach. At the same time, these areas are the 12 

dimensions of the assessment of creativity management. 13 

 Links between the organizational creativity management areas, intellectual capital 14 

(human, organizational, relationship capital), management functions (planning, 15 

organizing, staffing, leading, and controlling) and organization's competencies (internal, 16 

external). 17 

Calculation methodology including weight factor and weighted mean analysis is proposed 18 

to identify the overall organizational creativity management level in the organization.  19 

The uniqueness of the empirical research methodology is that it allows quantifying the level of 20 

management of the hard-to-calculate organization's resource, i.e. creativity. This 21 

methodological tool for assessing organizational creativity management is focused on medium 22 

and large service-providing organizations. 23 

The application of the integrated method of empirical research helped to analyze 24 

organizational creativity management in the selected internationally operating organization.  25 

It has been found that the organizational creativity management areas have a correlation, i.e. 26 

the empirical research H1 hypothesis has been confirmed. Other areas are mostly affected by 27 

creative leadership. The strongest positive link is observed between creative leadership and 28 

management of personnel creativity.  29 

In addition, a negative connection was determined between the indicators of creative 30 

leadership and system approach. It was also found that all areas of organizational creativity 31 

management had different importance (weight), thus, the second H2 hypothesis was not 32 

confirmed. The most important areas are management of personnel creativity and support for 33 

creativity. 34 

The calculation of the overall organizational creativity management level revealed that such 35 

level is not high. This means that the organization manages its creativity in insufficiently 36 

effective way, and is attributable to the third type of non-creative organization with low 37 

creativity. The organization uses human capital to manage creativity with most efficiency. 38 
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