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INTRODUCTION

The fast and constantly changing world of business requires companies to grow and maintain
a sustainable competitive advantage. From this perspective, creativity and innovation have
become key concepts for organizations wishing to thrive in a highly competitive environment.
Creativity and Innovation Management involves implementing processes and strategies to
promote the production and implementation of new ideas.

Companies are increasingly recognizing that creativity and innovation are essential leverages
for their long-term growth and survival. By encouraging and enhancing the creative talent of
their employees, organizations can push the boundaries of conventional thinking and discover
new opportunities to differentiate in the market.

Creativity and innovation management also involves creating an enabling environment for
creativity, where ideas are encouraged, developed and put into practice. This requires a
corporate culture that values risk-taking, lifelong learning and collaboration, while fostering
confidence and openness.

It is also essential for organizations to develop effective innovation management processes, in
order to transform creative ideas into concrete results. This may involve the implementation
of specific project management methodologies, the use of tools and techniques to evaluate
ideas, and the development of external partnerships to promote knowledge transfer and co-
creation.

Creativity and innovation are key drivers of competitive advantage for organizations in
today's dynamic business environment. By fostering a culture that nurtures curiosity,
encourages calculated risk-taking, and values both successful and unsuccessful ideas, leaders
can unlock their team's potential and propel their organizations towards sustainable success.

Organizations that prioritize creativity and innovation tend to outperform their peers
financially.

By embracing creativity as a competitive advantage and taking concrete steps to nurture it
throughout the organization, leaders can drive innovation, growth and long-term success

Creativity, innovation, and competitive advantage are deeply interconnected. Creativity fuels
innovation, which in turn creates and sustains competitive advantage. Companies that foster a
culture of creativity and innovation are better positioned to achieve and maintain a
competitive edge in the market.

A-Objectives

In this handout, dedicated primarily to students enrolled in S2, Master 1, specialty
Management, we will explore the different dimensions of the management of creativity and
innovation in business organizations.



The development of a handout on the management of creativity and innovation has several
objectives, such as:

Provide students or professionals with in-depth knowledge of key concepts related to
creativity and innovation in the context of management. Provide practical tools and methods
to stimulate creativity and foster innovation within organizations. Explain the different
management approaches and strategies that promote an environment conducive to creativity
and innovation. Highlight best practices and inspiring case studies to illustrate how companies
have succeeded in innovation through effective creativity management. Encourage reflection
and discussion on the importance of creativity and innovation in an ever-changing and
competitive world.

In other words, the main objective of developing a handout of the creative and innovation
management paper is to provide theoretical and practical knowledge to enable students to
develop their creativity and innovation management skills in a professional context.

After proposing some general definitions of the concepts of creativity and innovation, we will
demonstrate their importance and usefulness.

In a first chapter we will deal with some theories of creativity and innovation with a little
more emphasis on the theory of innovation of Joseph Schumpeter considered the precursor,
the pioneer in this field.

The second chapter will be devoted to the study of the basic principles of creativity and
innovation management.

Indeed, by combining a strong culture of innovation with appropriate leadership and
motivation, organizations can nurture creativity and innovation, and thus generate new ideas,
develop new products, services or processes, and remain competitive in today’s rapidly
changing market.

The third chapter will be devoted to the study of methods and tools for managing creativity
and innovation

Methods and tools for managing creativity and innovation are essential to nurturing and
implementing new ideas within a company. Among the most commonly used methods are
divergent thinking, which encourages the generation of a large number of ideas, and
convergent thought, which enables the evaluation and selection of the best ideas. Tools such
as brainstorming techniques, heuristic maps and evaluation matrices are also used to facilitate
the process of creativity and innovation. Moreover, project management and change
management are important tools for implementing and managing innovative ideas. The
adoption of these methods and tools promotes the culture of innovation within the company
and contributes to its growth and competitiveness.

The fourth chapter will address challenges and solutions in the management of creativity and
innovation



We will examine the factors that foster individual and collective creativity, strategies to
stimulate innovation, and the challenges and opportunities associated with managing this
process.

In the fifth chapter entitled: Examples of Good Practices in Creative and Innovation
Management we will analyze best practices and case studies of companies that have
succeeded in establishing a culture of innovation and exploiting their creative potential to
differentiate themselves in the market.

In the sixth chapter, entitled Intellectual Property and Innovation, we propose definitions of
intellectual property, how it protects the rights of creators and innovators, encourages
investment in research and development, promotes fair competition, stimulates the sharing of
knowledge and facilitates the transfer of technology. All of these contribute to the promotion
of innovation and economic progress.

In the seventh chapter, Innovation Challenges and Opportunities in a Changing World, we try
to demonstrate that by investing in creative management processes and encouraging a culture
of innovation, can explore new paths and find innovative solutions to meet the challenges of
tomorrow.

It is becoming clear that creativity and innovation management has become an imperative for
organizations that want to remain competitive and thrive in a changing environment. By
investing in creative management processes and encouraging a culture of innovation,
companies can explore new paths and find innovative solutions to meet the challenges of
tomorrow.

B- Definition of creativity and innovation

There is a range of definitions of creativity and innovation according to authors and contexts?:

-Creativity can be defined as the ability to generate new and original ideas, to combine
existing elements in new ways, and to solve problems in an innovative way. (Amabile T. ,
1983)

-Innovation can be defined as the successful implementation of new ideas, practices or
technologies that add value to an organization (Drucker P. , 1985).

According to the European Commission, innovation is "the implementation of a new or
improved product (good or service) (or process, method or system) that creates value for the
company, the economy or society” (OPEC, 2004) .

-Henry Chesbrough defines open innovation as "the process of combining internal and
external knowledge in order to create value™ (Chesbrough H. , 2003).

1 See appendix 1: A literature of innovation



C-importance

Creativity and innovation management is essential to as it enables them to remain competitive
in an ever-changing environment. Creativity and innovation management plays a crucial role
in’ survival and growth in an increasingly competitive and ever-changing environment. It is
important for companies to adopt a proactive and strategic approach to foster creativity and
encourage innovation within their organization.

It is important for the following reasons:
-Adaptation to change (Teece, Pisano, & Shuen, 1997)

In an ever-changing world, must be able to adapt quickly to new realities and new consumer
demands. Creativity and Innovation Management enables companies to be agile and flexible,
helping them develop new ideas and explore new opportunities.

It is important for companies to develop "dynamic capabilities” that enable them to quickly
adapt to changing competitive environments, innovate and seize new opportunities.

-Continuous improvement (Kelley & Littman, 2001): Creativity and innovation management
drives companies to challenge the status quo and constantly seek ways to improve their
processes, products and services. This promotes a climate of continuous progress and constant
innovation within the company.

-Responding to changing customer needs (Harari, 2015): The needs and expectations of
customers are changing rapidly. Creativity and Innovation Management enables companies to
understand and anticipate these changing needs by developing new products and services that
meet customer expectations. Creativity and innovation management enables companies to
develop new ideas, new ways of doing and original products or services. This gives them a
competitive advantage by allowing them to stand out from their competitors and attract
customers.

Employee engagement: Creativity and innovation are key factors in motivating and engaging
employees. When employees are encouraged to share their ideas, participate actively in
finding solutions and contribute to innovation within the company, they feel valued and
involved.

Creativity and innovation management is therefore essential for companies to remain
competitive and differentiate in the market, adapt to change, continuously improve, engage
employees and respond to customer needs. Without effective management of creativity and
innovation, companies risk being outstretched by their competitors and losing their market
advantage.

D- A short history of creativity and innovation

The history of creativity (Gardner, 1993) dates back to the very origins of humanity, when
early humans sought to survive and adapt to their environment. Creativity manifested itself
through the creation of tools, the development of hunting strategies, and then rock art, as
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evidenced by the paintings in the Lascaux caves, dating back to prehistoric times. Over the
centuries, this ability to innovate has been fundamental in the development of civilizations.
Greek philosophers, such as Aristotle and Plato, explored the role of imagination and intuition
in creative thinking.

With the Renaissance, creativity became central, symbolized by figures like Leonardo da
Vinci, who embodied the convergence of the arts, science, and technology. The modern
concept of creativity, for its part, emerged in the 20th century, influenced by schools of
thought such as Freud's psychoanalysis, which explored the depths of the human mind, or the
work of Guilford and Torrance, pioneers in the psychological study of creativity.

According to Howard Gardner, in his book Creating Minds (1993), creativity manifests
differently across various fields, whether in science, art, or politics. Thus, the history of
creativity is that of an essential human capacity that, throughout the ages, has contributed to
shaping the world we live in today.

The history of innovation (Schumpeter J., 1942) is closely linked to that of humanity, marked
by technological, social, and cultural advancements that have transformed daily life and the
progress of civilizations.

Since Prehistory, innovation took shape with the discovery of fire, the creation of stone tools,
and agriculture, allowing early societies to structure and develop. Antiquity saw the birth of
major innovations, particularly in Mesopotamia with the invention of writing and in Egypt
with the monumental architecture of the pyramids.

Later, the Roman Empire innovated in engineering, law, and governance. However, it was
during the Renaissance that the modern concept of innovation truly took shape, with iconic
figures like Leonardo da Vinci and Galileo, who revolutionized scientific and artistic thought.
The industrial age, in the 19th century, marked a decisive turning point, with technological
innovations such as the steam engine, the railway, and electricity, which transformed societies
on an unprecedented scale.

More recently, the digital age and information technologies, such as the Internet and artificial
intelligence, have propelled innovation into a new era, disrupting lifestyles and economic
dynamics. Joseph Schumpeter, an Austrian economist, introduced the concept of "creative
destruction,” describing innovation as a process where new technologies replace old ones,
leading to cycles of economic and social transformation.

According to his work Capitalism, Socialism and Democracy (1942), innovation is the
driving force of capitalism, as it generates productivity gains and creates new opportunities,
while rendering existing industries obsolete.
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CHAPTER I- CREATIVITY THEORIES AND INNOVATION THEORIES
SECTIONI - CREATIVITY THEORIES

There are several theories of creativity that have been developed by different thinkers. In this
handout, we will cite some theories and the thinkers associated with each of them:
One of the main theories of creativity is that of Paul Torrance.In addition to this, there is the
theory of the creative process of the psychologist Graham Wallas, the divergent thought
theory developed by psychologist J.P. Guilford, the theories of force fields developed by Kurt
Lewin, the association and combination theories developed by the English philosopher
Francis Bacon, and also the creative contexts theory by the psychologist Mihaly
Csikszentmihalyi.

These theories of creativity offer different perspectives on the processes and conditions that
promote the creation of new ideas and new forms of expression.

Let's look at them in more detail:
Under Section 1 -Paul Torrance'’s Theory of Creativity (Torrance, 1974)

Paul Torrance was a renowned American psychologist known for his work on the
measurement and development of creativity. He made a major contribution to the field of
creativity, by developing a widely used creativity test, known as the Torrance Creative
Thinking Test. (Torrance Tests of Creative Thinking, TTCT).

A-Paul Torrance’s specific contributions to the field of creativity Torrance's Creative
Thinking Test:

Paul Torrance has developed a creativity test that measures several aspects of creative
thinking. This test, known as TTCT, evaluates fluency, flexibility, originality and the
development of ideas. It is used worldwide to identify and evaluate the creative potential of
individuals.

Creativity Development: Torrance has also studied how creativity can be encouraged and
developed in individuals. It highlighted the importance of teaching and learning creative
strategies, as well as the role of creative educational environments.

Divergent and convergent thinking: Torrance has distinguished divergent thinking (generating
a wide range of ideas) from converging thinking (finding the best answer to a problem). He
highlighted the importance of divergent thinking in creativity and encouraged its development
through brainstorming and unconventional problem-solving exercises.

Creativity in Education: Torrance stressed the importance of promoting creativity in
educational programmes. He advocated a holistic approach to education that encourages
creativity and innovation, and proposed teaching methods that foster creative thinking.
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Engage creativity through the arts: Torrance has also highlighted the role of the arts in the
development of creativity. He showed how engaging in visual arts, music, dance and theatre
can stimulate creativity and promote self-expression.

Paul Torrance has thus made a major contribution to the field of creativity through his work
on measuring and developing creativity, highlighting the importance of divergent thinking,
creative education and engagement in the arts.

B-Torrance’s Creative Thinking Test

This test, also known as the Torrance test, is a psychometric tool widely used to evaluate
creativity in individuals.

It was developed by E. Paul Torrance in the 1960s and is based on his theory of "creative
habits".

The Torrance test evaluates creativity through a series of various tests that explore different
dimensions of creative thinking. It measures both divergent thought, which is the ability to
generate multiple different solutions or ideas from a given situation, and convergent thinking,
that is the capacity to find an optimal solution to a given problem.

The Torrance test consists of several tests, some of which are verbal and others are non-
verbal. Verbal tests include sentence completion, story-making and drawing tasks, while non-
verbal tests involve drawing and problem-solving tasks.

Each test is evaluated according to specific criteria, such as level of originality, elaboration,
fluidity and flexibility of thought. Participants' responses are rated according to their ability to
generate new, unusual and divergent ideas, as well as their capacity to select the best possible
solution.

Torrance's creative thinking test has been widely used in creativity research and has been
validated through numerous studies. It has proven to be a reliable and valid tool for measuring
creativity among children and adults in different cultures.

Under section2 Graham Wallas' Theory of Creativity (Wallas, 1926)

Graham Wallas' theory of creativity is a classical theory that describes the stages of creative
thinking. It was proposed in his book "The Art of Thought" in 1926 and is often regarded as
one of the earliest systematic theories of creativity.

While this theory was developed by several thinkers, psychologist Graham Wallas is widely
recognized as one of the first to conceptualize it.

According to Wallas, creative thinking takes place in four main stages:
Preparation: This is the stage in which the individual plunges into the knowledge of the
problem or the creative question. It collects information, analyzes different perspectives and
becomes familiar with the context.
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Incubation: After being properly prepared, the individual lets the problem rest in his mind. In
this phase, the unconscious is working on the problem subconsciously, allowing new
connections and ideas to form.

Illumination: This is the phase in which the individual suddenly experiences an "illumination"
or a "glare idea". He makes a sudden observation, an unexpected connection, or a creative
solution to his problem. This phase is often described as a kind of epiphany.
Verification: After having a creative idea, the individual proceeds to the verification and
development of that idea. It tests its validity, develops it further, and implements it if possible.
Wallas' theory emphasizes the importance of preparation, incubation and enlightenment in the
process of creative thinking. It highlights the role of the unconscious and nonlinear thinking in
the generation of creative ideas.

Under Section 3 J.P.Guilford's Theory of Creativity (Guilford, 1950) or “The Theory of
Divergent Thinking

It focuses on the structure of intelligence and offers a framework for understanding and
measuring creativity. J.P.Guilford developed his theory in the 1950s and 1960s and made a
distinction between the different dimensions of creativity.This theory emphasizes the ability
to generate a wide range of different ideas. It was developed by psychologist J.P. Guilford,
who identified several key factors of divergent thinking.

According to Guilford, creativity includes three key aspects:

Production: This is the ability to generate new ideas, original solutions and innovative
products. Guilford emphasized the importance of flexibility of thought in creative production.
Fluidity: It is the ability to produce a large number of ideas or associations. This includes the
ability to think flexibly, explore different approaches and generate multiple possible solutions.
Originality: It is the novelty and originality of the ideas produced. The more original an idea
is, the more creative it is.

Guilford also developed a theory of structural intelligence, in which he identified several key
intellectual operations that are at the base of creativity. These intellectual operations include
fluidity, flexibility, problem sensitivity, recombination, analysis, and synthesis, among others.
His theory has been used to develop divergent thinking tests that specifically measure aspects
of creativity such as productivity, fluidity, and originality. These tests are widely used in
creativity research and evaluation of creative thinking in individuals.
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Under Section -4 The works of Kurt Lewin (Lewin, 1951)

Kurt Lewin did not develop a specific theory of creativity, but his work in social psychology
had a substantial influence on understanding  creativity and  change.
Lewin is known for his theory of force field, which explains behavior as an interaction
between internal and external forces that act on an individual in a given environment. This
theory can be applied to the understanding of creativity, as it emphasizes the importance of
the environment and internal factors in the generation of creative ideas.
According to Lewin, to foster creativity, it is necessary to create an environment that
encourages exploration, openness, risk-taking and lack of critical judgment. He also
emphasized the importance of intrinsic motivation and autonomy in supporting creativity.
Although Lewin did not develop a specific theory of creativity, his ideas have been widely
used by other researchers to understand and promote creativity in various fields.

Under section 5 Francis Bacon's Theory of Creativity (Bacon, 1620) or theory of
association and combination of ideas

The theory of association and combination of ideas emphasizes the importance of associating
and combining pre-existing ideas to generate new ideas. The English philosopher Francis
Bacon was one of the first thinkers to formulate this idea.His theory of creativity is presented
in his major work "Novum Organum” (1620), which is part of his larger work known as
"Instauratio Magna".

In "Novum Organum", Bacon proposes a radically new approach to scientific knowledge,
called by him Induction. According to Bacon, scientific knowledge must be constructed from
the detailed observation of natural phenomena and not from theoretical speculation. He thus
criticizes the traditional method of Aristotelian syllogistics, which relies on general principles
to draw particular conclusions.

Bacon argues that in order to understand nature and discover new truths, it is essential to
gather concrete facts through experience and careful observation. It advocates a systematic
approach to experimentation, using rigorous methods to examine natural phenomena and
draw conclusions based on these observations.

According to Bacon, scientific creativity is based on the ability to carefully observe and
interpret data objectively. It emphasizes the importance of the scientific method and process
for achieving new discoveries and a better understanding of reality.

In summary, Francis Bacon's theory of creativity is based on the idea that scientific
knowledge should be based on observation and experimentation, rather than on theoretical
speculation. His main bibliographic reference for this theory is therefore his work "Novum
Organum®.
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Under section 6 Mihaly Csikszentmihalyi's Theory of Creativity (Csikszentmihalyi, 1996)

Mihaly Csikszentmihalyi's theory of creativity is presented in detail in his book entitled
"Creativity: The Psychology of Discovery and Invention”. (1996).

The theory of creative contexts: This theory argues that creativity is influenced by the context
in which it occurs. Psychologist Mihaly Csikszentmihalyi developed this theory focusing on
the conditions necessary for the emergence of the creative flow, where a person is completely
immersed in a creative activity and loses the notion of time and space.

In this theory, Csikszentmihalyi proposes that creativity is a complex process that involves
both individual and social aspects. He argues that creativity is not merely the emergence of
original ideas, but also requires the ability to implement them in a concrete and effective
way.According to Csikszentmihalyi, creativity is manifested when two main elements meet:
the creative person and the field in which it operates. The creative person must possess certain
skills and personality traits, such as openness, curiosity, persistence and the ability to take
risks. The field in which the person operates must be sufficiently complex to enable new
opportunities and challenges.

The creative process itself is described by Csikszentmihalyi as a state of flow, state of total
concentration and commitment to an activity. It is in this state that people can be most
creative, allowing themselves to be completely absorbed by their work and detached from
external distractions.It also emphasizes the importance of the social context in the creative
process. He argues that creative ideas cannot develop alone, but require interaction with other
people and exchange of ideas.

Creative people must be able to find a balance between commitment to their work and
openness to the influence and ideas of others.

Mihaly Csikszentmihalyi's theory of creativity thus emphasizes the interaction between the
creative person, the field in which he operates and the social context. He considers creativity
to be a complex process that requires skills and personal traits, as well as a state of flow and
social interactions.

Under section7: Practical examples of creativity

A Concrete examples of creative thinking

A fashion designer who creates a new collection using recycled and unconventional materials,
such as recovered plastic or biodegradable textiles.

An engineer who designs an innovative way to collect and store solar energy using more
efficient photovoltaic cells and state-of-the-art lithium-ion batteries.
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A chef who creates new dishes by merging different traditional cuisines and using unusual
ingredients, such as mixing Asian flavors with French cooking techniques.

An artist who creates an interactive installation in a public space using recycled materials and
inviting passers to participate, interact and contribute to the work of art by adding their own
elements.

A social entrepreneur who develops an innovative educational program for children in rural
areas, using free online resources, interactive learning tools and local teachers to bridge the
digital divide and provide quality education.

These examples show how creative thinking can be applied in various fields and industries to
bring new and innovative ideas.

B-Concrete examples of creativity
Steve Jobs and Apple: Steve Jobs was known for his creative thinking and innovative spirit.

It introduced revolutionary products such as the iPhone, iPad, and iPod, which changed the
way we use technology on a daily basis.

Salvador Dali and Surrealism: Salvador Dali was a famous artist for his surrealistic works,
such as "The Persistence of Memory" with his soft watches. His creative style and ability to
push the boundaries of art had a major influence on the surrealist movement.
Elon Musk and SpaceX: Musk is known for his creativity and visionary spirit. He founded
SpaceX with the aim of revolutionizing space exploration by developing reusable rockets and
working on colonizing Mars.

Coco Chanel and Fashion: Coco was a fashion designer who revolutionized the fashion
industry with her sense of innovation and avant-garde style. She introduced comfortable and
functional women's clothes, such as the small black dress and the tweed cutter.
Thomas Edison and the invention of the electric bulb: Thomas Edison was the inventor of the
electric bulb, an invention that had a major impact on the world. His creative spirit enabled
him to find innovative solutions to solve technical challenges and develop revolutionary
technology.

These examples illustrate how creativity can be applied in different areas to change the world
and bring new and innovative ideas?.

2 See Appendix 1l: Examples of creative thinking
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SECTION Il: INNOVATION THEORIES

Innovation and productivity theories are well-established research areas that have been the
subject of many studies and academic contributions. We will look at some of the main
theories in these areas.

In this polycopy, we will first be interested in the great theorist, the one we consider to be the
father of innovation: Joseph Schumpeter. Alongside Schumpeter we will deal with theories of
innovation according to other thinkers such as Everett Rogers, Gardner, Chesbrough, Porter,
Solow, Senge

Under section 1- The innovation according to Joseph Schumpeter

Joseph Schumpeter was born the same year as Keynes and the year Karl Marx died. He was
an Austrian economist born on 8 February 1883 in Triesch, Moravia (now the Czech
Republic) and died on 8 January 1950 in Taconic, Connecticut, United States. He is
considered one of the greatest economists of the twentieth century and is known for his major
contributions to  economic  theory and the study of entrepreneurship.
Schumpeter began his academic career at the University of Vienna, where he studied political
economics. He then taught at the University of Czernowitz, and then at Graz University in
Austria. In 1921, he became a professor at the University of Bonn in Germany, and then at
Harvard University in the United States in 1932, where he spent the rest of his career.

In addition to his contributions to economic theory, Schumpeter also wrote on topics such as
economic history, economic sociology, and economic policy. He marked the economic
thinking of his time with works such as "Theory of Economic Evolution" (1912) and
"Capitalism, Socialism and Democracy". (1942).

A- Joseph Schumpeter between invention and innovation and his interest in the role of the
entrepreneur

In his research, Joseph Schumpeter distinguishes invention from innovation (PECHENOT -
PAILLOT, 2003).

For him, invention is the discovery of new scientific and technical knowledge. While
innovation is “the commercialization of any new combination resulting from new materials
and components, the introduction of new processes, the opening of new markets or the
introduction of a new organizational form”.
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2.1. Modéle de Schumpeter (1934) : Types d’innovation
Figure 1 : Typologie d’innovation selon Schumpeter (1934)

Introduction d'un nouveau Intraduction d'une nouvells
produit méthode de production

Acquisition d'une nouvelle
source de matiére premiére
ou de produit semmi-find

Ouverture d"un nouveau
rmarché

La mise en place d'une
nouvelle forme d'organization

(Source : Schumpeter 1934)

Innovation most often involves holding a favourable position in its field, and its dissemination
enables the acquisition of commercial rights that technically allow the entrepreneur to have a
monopoly.

Other entrepreneurs attracted to profit try to imitate innovation, either directly if it is not
protected and protected, or creatively when it is protected. It does not therefore concern only
the development of new products, but also covers areas as diverse as sales methods of
distribution, marketing, packaging, design, production methods, organizational systems and
services.

Schumpeter (Schumpeter, 1912) highlighted the central role of the entrepreneur in the
innovation process. He presented the entrepreneur as the engine of innovation, the individual
who introduces new combinations of productive factors and disrupts the existing economic
balance.

Joseph Schumpeter exercised considerable influence on many economists and thinkers, and
his theory of entrepreneurship is still studied and debated today. His work has helped broaden
the scope of economics by including aspects such as innovation, entrepreneurship and
economic change in traditional economic analysis.

B- Schumpeter and his theory of creative destruction (Schumpeter J. , 1942)
Joseph Schumpeter introduced the concept of “creative destruction”, considered one of his
most important contributions, to explain the role of innovation in economic development.
According to him, economic progress is the result of the destruction of old technologies and
the emergence of new ones, which leads to a constant restructuring of the economy.

According to him, the process of economic development is characterized by creative
destruction. This theory explains that innovation, carried out by entrepreneurs, is the main
engine of economic growth and social progress. Schumpeter argues that entrepreneurs are
visionary and bold individuals who use new combinations of resources to introduce
innovative products, production methods, or markets. According to him, entrepreneurs are
essential to stimulating economic dynamism in a society.
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C- Schumpeter and economic cycles (Schumpeter J. , 1939)

Schumpeter is also known for his theory of economic cycles, called the "cycle of innovation”.
According to him, periods of economic growth are marked by waves of innovation that help
to overcome economic stagnation. However, these waves end up exhausted, leading to periods
of recession.

Schumpeter also developed influential ideas in the field of economic cycle theory. It states
that economic cycles are caused by disruptions in the process of innovation and economic
development. It argues that these cycles are inevitable and necessary to ensure long-term
economic growth.

From a macro perspective, major innovation cycles are accelerating. Schumpeter (based on
Kondratieff’s work) explains that innovations are born in clusters as a result of a
technological or scientific breakthrough (Alami, 2003)

As shown in the chart below, these major innovation cycles are shortened, forcing companies
to wait, look and anticipate so that they are not exceeded when it comes to sectoral
innovation.

This shortening of cycles also requires all companies to get the train in motion very quickly
when it comes to an innovation that indifferently affects all sectors. This is the case with
digitalization, or at least its emerging part, that of ICTs now associated with the famous
expression ‘make your digital transition’.

Le racourcissement du cycle des innovations majeures
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Figure 1 Schumpeter's waves accelerate

Source: adapted from The Economist (1999) unabiondadentro.wordpress.com
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But the current innovation cycle is not just this wave. Although they are born almost
simultaneously, since they are based on computing and the Internet, it seems more appropriate
to distinguish at least three waves:

* the wave ‘communication’ associated with Telecom
* the ‘transformation of the living’ wave associated with Biotechnology and Nanotechnologie

* the wave ‘artificial intelligence’ associated more widely with Cognitive Sciences
The latter two involve innovation clusters in fields far removed from the single common
denominator ‘communication & digital’.

Schumpeter recognized the crucial importance of technological innovation in economic
development. According to him, radical technological innovations are the main driving forces
of economic growth, as they enable significant productivity gains to be achieved and new
markets to be created.

Following J. Schumpeter, most theories distinguish two main types of innovation:
 Breakthrough innovation, which refers to the creation and marketing of radically new
products, processes or services.

*Incremental innovation, which involves introducing small improvements to increase the
performance of a product or reduce production costs, without fundamentally changing
customer habits.

The minimum criterion for a change in a company’s products or functions to be regarded as
an innovation is that it must be new or result in a marked improvement. The main impact of
innovation on economic activity results from its dissemination to other actors. “Distribution”
means the way in which innovations spread, through market mechanisms or otherwise, to a
customer base or to countries, regions, sectors and markets.

Without dissemination, innovation will have no economic impact
Thus, Joseph Schumpeter made important contributions to the understanding of innovation
and its central role in economic development. His ideas on creative destruction, the role of the
entrepreneur, economic cycles and technological innovation continue to influence
contemporary economic debates.

Under Section 2 Theory of the dissemination of innovation (Rogers E. M., 1962).
A- The theory of the diffusion of innovation according to Everett Rogers

According to Everett Rogers, innovation can be defined as the adoption of a new idea, object,
or practice by an individual or group.

The theory of the diffusion of innovation, formulated by Everett Rogers in 1962, focuses on
the process by which an innovation spreads across a population.
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Rogers defines five categories of innovation adopters based on their adoption rate: innovators,
early adopters, early majority, late majority and laggards. This theory has been widely used to
understand the spread of new technologies and products on the market.

Innovators are the first to adopt an innovation, usually motivated by the search for novelty
and concrete benefits. They are willing to take risks and are often in contact with sources of
information and expertise. Early adopters quickly follow innovators and are influenced by
their example.

The early majority, which constitutes the majority of the population, adopts innovation after
hearing about its success from early adopters. They are more sceptical and need tangible
evidence to be convinced of the adoption of innovation.

The late majority is more reluctant to adopt new ideas and prefers to wait for the benefits of
innovation to be widely demonstrated. Finally, the backward ones are the last to adopt an
innovation and usually do so because of social or economic pressures.

Figure 3 : Diffusion d’innovation selon Rogers (1983)
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According to E. Rogers (PECHENOT-PAILLOT, 2003), there would be 5 principles that
would determine the spread of an innovation:

Relative advantage: is the degree to which an innovation is perceived to be better than
existing ones. It is not necessary that this innovation has much more advantages than others,
but what is important is that the individual perceives it as more advantageous. The more the
relative advantage of an innovation is perceived, the faster its adoption rate will be.
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Compatibility: is a measure of the extent to which an innovation is perceived to be consistent
with existing values, past experiences, social practices and user standards. An idea that would
be incompatible with current values and standards would take longer to be adopted than a
compatible innovation. Similarly, in some cases, adopting a compatible innovation will
require the adoption of a new value system beforehand, which can take considerable time.

Complexity: is a measure of the extent to which an innovation is perceived to be difficult to
understand and use. New ideas that are easy to understand will be adopted much faster than
others, which require new skills to be developed before they can be understood.

Testability: The ability to test an innovation and modify it before committing to using it. The
opportunity to test an innovation will allow potential users to have more confidence in the
product, as it will have had the opportunity to learn how to use it.

Observability: is the degree to which the results and benefits of an innovation are clear. The
clearer the outcomes of adopting innovation, the easier it will be for individuals to adopt it.
Each of these principles alone is not sufficient to predict the adoption of an innovation, but
studies have shown that a combination of those principles would result in greater chances of
adopting the innovation than if the principles were not taken into account.

B-Rogers: Adoption, key to innovation (Alami, 2003)

The spread curve of Rogers’ innovation is similar to that of the product lifecycle (launch,
growth, maturity, decline) but seen from a different prism, the adoption of innovation. That is,
adherence to something new
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In innovation management, the Rogers curve presents two interesting points to highlight: Co-
create with ‘Innovators’ and limit deployment investments to the bottom
Co-create with ‘Innovators’
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In order to ensure the integration of ‘innovators’, they must be identified as early as possible
and integrated into the innovation design process itself.

This success factor is a major element of innovation methods such as Lean Startup or BM
canvas and Lean Canvas.Reduce deployment investments to the bottom

Between the early adopters and the early majority, Rogers warns of what he calls the ‘Chasm’

This is a break in the cycle of dissemination of innovation caused by the rejection of the
mayjority to adopt it. It is therefore strongly advised to limit its deployment investments before
passing this direction and to remain alert, able to evolve its innovation until passing the
direction.

According to Rogers, the adoption of an innovation is a social process that depends on factors
such as communication, interpersonal relationships, time and the environment. The
characteristics of innovation itself, such as its compatibility with the values and needs of
individuals, its degree of complexity and investment required, also influence its adoption.

In conclusion, according to Rogers, innovation is a process of adopting a new idea, object or
practice, which is influenced by social, individual and environmental factors.

Under Section 3-The Innovation Cycle According to Gartner

"The Gartner Innovation Cycle: Understanding and Managing the Phases of Adoption of New
Technologies” is a theory developed by the research firm Gartner. This theory aims to explain
how new technologies are adopted by users and how they evolve over time.

According to Gartner, the innovation cycle consists of five distinct phases:

Launch: In this phase, a new technology is introduced to the market. It is usually adopted by a
small group of visionaries and pioneers who see potential in this technology. Early users are
willing to take risks and invest time and resources to experiment with this technology.

Accelerated growth: Once the technology has been validated by the first users, it begins to
spread rapidly. Early adopters, who are often influential people and innovators in their fields,
begin to use technology and talk about it to others. This creates a mouth-to-ear effect,
resulting in faster adoption.

Majority adoption: At this stage, the technology has become widely accepted and used by the
majority of users. This is when technology reaches its mass critical point, and sellers and
begin to offer products and services based on this technology to meet growing demand.

Maturity: Once the majority of users have adopted the technology, it reaches a maturity stage.
Innovations and improvements continue to occur, but they are generally less revolutionary
and more incremental. Companies are starting to focus more on optimizing performance and
differentiating their products and services.
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Decline: Finally, technology reaches a point where it is overtaken by new innovations. It is
entering a phase of decline, where users are beginning to abandon this technology in favour of
newer and more advanced technologies.

Technological innovation cycles according to Gartner are cycles in two times (Alami, 2003)
Gartner highlights in its Hype Curve that technological innovations take place in two times!
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The first time, that of hope and disappointment .The first time corresponds to the discovery.
Technology has high hopes, but its application is disappointing.

Either technology creates a new product or service and it is not up to expectations. Either it is
a new technology that replaces an old one and it is applied as ‘cut glue’ without bringing
noticeable additional values but just change. The second time, the time of value
When technology is digested, then comes the second time, the one that creates value.

The better-known technology is then naturally associated with other knowledge that, when
combined, generates new uses or characteristics that bring value.

It is important to note that not all technologies reach the same phases or follow a regular pace.
Some innovation cycles may be shorter or longer depending on various factors such as
technological complexity, perceived value and market needs.

Under Section 4-Open Innovation Theory (Chesbrough H. , 2003)

The open innovation theory, developed by Henry Chesbrough, emphasizes the importance of
exchanging knowledge and resources between organizations to foster innovation. From this
perspective, a company can leverage external knowledge and ideas to develop new products,
services or processes. This approach calls into question the traditional paradigm of internal
research and development in favour of more open collaboration and the exploitation of
collective intelligence.
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The open innovation theory, developed by Henry Chesbrough, is a concept that proposes a
new approach to innovation in enterprises.

According to Chesbrough, open innovation involves searching for innovative ideas outside
the organization, working with external partners such as customers, suppliers, universities,
start-ups, etc. This approach differs from the traditional practice of closed innovation, which
is limited to the internal resources and competences of the organization.
Open innovation is based on the principle that knowledge, ideas and technologies are
everywhere, and that it is necessary to integrate them into the innovation process in order to
remain competitive. It is based on three key principles:

Acquisition of external knowledge: The organization must actively seek knowledge beyond
its borders. This can be done through partnerships, collaborations, expert networks, etc.

Internal and external exploitation of ideas: Once external knowledge is acquired, the
organization must integrate it into its internal innovation processes. This can translate into co-
innovation  partnerships, technology licenses, mergers and acquisitions, etc.

Commercialization of innovations: The final step in the open innovation process is to
commercialize innovations resulting from collaboration with external partners. This can be
done by launching new products or services, improving existing processes, or creating new
business opportunities.

The open innovation theory suggests that this approach offers many benefits to, such as access
to resources and skills that they do not have internally, greater speed and flexibility in the
innovation process, reduced R&D costs, increased value of developed technologies, etc.
However, it is important to emphasize that open innovation does not mean abandoning
internal innovation altogether. On the contrary, it presupposes a complementarity between
internal and external innovation, seeking to harness the strengths of each approach.

Under Section 5-The Competitive Advantage Theory of Innovation (Porter M. , 1990):

The competitive advantage theory of innovation, developed by Michael Porter, argues that
innovation is a key determinant of a company's competitiveness and its ability to create
market value. According to this theory, companies can gain a competitive advantage by
developing innovative products or processes, investing in research and development, and
fostering a culture that encourages creativity and risk-taking.

The competitive advantage theory of innovation developed by Michael Porter emphasizes the
crucial role of innovation in ensuring the competitiveness of and nations. According to Porter,
innovation is a key factor in creating a sustainable competitive advantage.

Porter's theory is based on the concept of a value chain, which represents all the activities
undertaken by a company to design, manufacture, market and distribute its products or
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services. Porter identifies two main types of innovation that can contribute to a competitive
advantage:

Product innovation: This involves developing and marketing new products or services, or
improving existing ones to meet customer needs more effectively. Product innovation
differentiates itself from competition and creates value for customers.

Process Innovation: This involves improving production methods, logistics systems and
operational processes to reduce costs, improve quality and speed up delivery times. Process
innovation can also improve the overall efficiency of the company and increase its
productivity.

According to Porter, innovation must be integrated into the company’s overall strategy and
supported by continuous investment in research and development (R&D). It also emphasizes
the importance of collaboration and knowledge-sharing among, universities and research
organizations to foster innovation.

The competitive advantage of innovation is considered to be sustainable, because it is difficult
to imitate by competitors. Indeed, innovation requires specific resources, skills and
knowledge that can be difficult to reproduce. This allows the company to differentiate in the
market and maintain its long-term competitive advantage.

According to Porter, governments also have an important role to play in supporting
innovation and promoting the competitiveness of their nation. They can implement policies to
encourage innovation, invest in education and research, and facilitate collaboration between
and research institutions.

The competitive advantage theory of innovation developed by Michael Porter thus highlights
the crucial role of innovation, both as a product and as a process, in ensuring the
competitiveness of and nations. Innovation must be integrated into the company’s overall
strategy and supported by continuous investment in R&D. The competitive advantage of
innovation is considered to be sustainable, because it is difficult to imitate and allows the
company to differentiate in the market.

Under section 6-Productivity Theory (Solow, 1956):

Productivity theory examines the determinants of an organization's productive performance,
focusing on the efficient use of resources to produce results. One of the main theories in this
field is the Theory of Total Factor Productivity (PTF), which suggests that technological
innovation and improvement of production processes are the main drivers of productivity
growth.

Solow's theory of productivity and technological innovation, also known as the "Solow
production function”, is an economic theory developed by American researcher Robert Solow
in the 1950s and 1960s. This theory tries to explain a country's long-term economic growth by
focusing on productivity factors and technological innovation.
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The main idea of Solow's theory is that economic growth cannot be explained only by the
accumulation of capital (machines, infrastructures, etc.), but that it also depends on
technological innovation and improved productivity. According to Solow, capital and labour
are the two main factors of production, but they are subject to decreasing yields, which means
that each additional unit of capital or labour added has a smaller impact on production.

Solow's production function is represented by the equation Y = F(K,A,L), where Y represents
production, K represents physical capital, A represents the level of technology and L
represents labour. According to this equation, production depends on the amount of physical
capital and labour, as well as the level of technology. Technological innovation and improved
productivity are represented by factor A.

According to Solow, technological innovation boosts productivity and allows more
production to be achieved with the same amounts of capital and labor. Technological
innovation can take different forms, such as new inventions, process improvements, new
production methods, etc. This technological innovation is often the result of research and
development, as well as the accumulation of knowledge.

For Solow, long-term economic growth depends on the accumulation of human capital, i.e.
education and training of workers. A more skilled workforce has a positive impact on
productivity and economic growth.

Solow's theory gave rise to many further research and developments in the field of growth
economy. It has also influenced economic policies, highlighting the importance of investment
in research and development, as well as education and training, in fostering long-term
economic growth.

Under section 7-Theory of Organizational Learning (Senge, 1990):

The theory of organizational learning emphasizes the importance of acquiring and
disseminating knowledge within an organization to foster innovation and improve
productivity. This theory suggests that organizations that learn and adapt quickly to changes
in their environment are better positioned to innovate and higher levels of performance.

The theory of organizational learning, developed by Peter Senge, emphasizes the ability of
organizations to learn, adapt and innovate. This theory is based on the idea that organizations
are complex systems where individuals, teams and processes interact to common goals.

According to Senge, there are five key disciplines of organizational learning:

Systemic thinking: This discipline is to understand that organizations are interdependent
systems, in which each element influences the others. Systemic thinking helps identify cause-
effect relationships and anticipate the consequences of certain  actions.
Personal mastery: This discipline encourages individuals to develop their skills and self-
knowledge. By encouraging personal development, individuals can contribute to
organizational learning by bringing their new skills and perspectives.

28



Mental patterns: Mental models are the beliefs, values, and assumptions of individuals. Senge
argues that organizations should encourage the questioning of existing mental models and
foster an environment where new ideas and different perspectives are welcomed.

Shared Vision: A shared vision is a shared picture of the organization's desired future. Senge
argues that organizations should foster the creation of a shared vision to mobilize individuals
and guide them towards common goals.

Team learning: This discipline emphasizes collaborative and collective learning. Teams are
encouraged to share their knowledge and to support each other in their development.

With regard to innovation, Senge argues that organizational learning is essential to fostering
innovation. Organizational learning helps identify existing problems, develop new skills and
stimulate creativity.

According to Senge, organizations must create an environment conducive to innovation by
encouraging knowledge sharing, critical thinking and risk-taking. It also argues that leaders
should be facilitators of innovation, supporting new ideas and creating mechanisms for testing
and implementing them.

Senge's theory of organizational learning thus highlights the importance of continuous
learning and innovation for the development and growth of organizations. It proposes key
disciplines to promote learning and encourages organizations to create an environment
conducive to innovation.

It should be noted that these theories represent a sample among the many academic
contributions in the fields of innovation and productivity.

Other important theories include the theory of corporate resources and capabilities, as well as
theories related to technological adoption and individual creativity. In-depth study of these
theories can provide a solid foundation for understanding and implementing innovation and
productivity improvement strategies in organizations.
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CHAPTER Il BASIC PRINCIPLES OF CREATIVITY AND INNOVATION
MANAGEMENT

Creativity and Innovation Management is an approach that aims to stimulate and support the
production of new ideas and the implementation of innovative solutions within an
organization. It is based on two basic principles: the culture of innovation and leadership and
motivation.

The culture of innovation represents the organizational environment in which creativity and
innovation can flourish. It encompasses values, beliefs and behaviors that encourage creative
thinking, risk-taking and experimentation. A culture of innovation promotes openness,
continuous learning, collaboration and acceptance of change. It allows employees to feel
confident to propose new ideas, even if they are different or risky.

Leadership and motivation are also essential to fostering creativity and innovation. Leaders
must serve as an inspiration and model for employees by showing their commitment to
innovation and their willingness to take risks. They must encourage and support employees in
their creative efforts, enabling them to explore new ideas, solve problems in an inventive way,
and experiment with new approaches. In addition, leaders must create an environment
conducive to innovation by providing the necessary resources, support and opportunities.

By combining a strong culture of innovation with appropriate leadership and motivation,
organizations can nurture creativity and innovation, thereby generating new ideas, developing
new products, services or processes, and remaining competitive in today’s rapidly changing
market.

This will be developed in the two sections that follow.
SECTION I. CULTURE OF INNOVATION
Section 1.Risk and divergent thinking

To encourage risk-taking and divergent thinking as basic principles of creativity and
innovation management, here are some strategies:

Creating an environment of trust (Edmondson A. C., 1999):

fostering a climate of confidence within the organization where employees feel safe to take
risks and express divergent ideas. This can be done by encouraging openness, respect and
acceptance of all ideas, whatever they may be.

Encourage Diversity and Inclusion (Page S. E., 2007): Promote diversity of perspectives,
experiences and skills within the organization. Diversity promotes a broader and more
creative vision, which can stimulate divergent thinking and innovation.

Stimulating curiosity and lifelong learning (Pink D. , 2009)
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encouraging curiosity through challenges, learning opportunities and projects that leave room
for exploration and experimentation. This encourages the search for new ideas and new
approaches.

Encourage collaboration and exchange of ideas (Nonaka & Takeuchi, 1995): encourage teams
to work together and share ideas freely. The exchange of ideas and discussion can enable
critical thinking and divergent thinking.

Recognize and Reward Innovation (Amabile T. M., 1998): Value new ideas and risk-taking
by recognizing and rewarding employees who offer them. This encourages others to be
creative and to take risks.

Encouraging Change and Experimentation (West & Farr, 1990): Promoting a culture that
encourages experimentation and accepts mistakes as opportunities for learning. This allows
employees to take calculated risks to innovate.

It should be noted that these strategies may vary depending on culture and organizational
context, so it is important to adapt them to each specific situation.

Under Section 2- Environment for creativity

A culture of innovation is an essential element in promoting creativity and innovation within a
company. It represents the values, beliefs, standards and behaviors that encourage and support
the generation of new ideas and the implementation of innovative solutions.
To develop a culture of innovation, here are a few keys:

Promoting an environment of confidence and openness (Waber, Magnolfi, & Lindsay, 2014 ):
Encourage employees to express their ideas, even the most bold, without fear of judgment or
rejection. Promote open communication and frequent exchanges between teams.

Encourage and reward risk-taking (Christensen C. M., 1997): Create an environment where
employees are encouraged to step out of their comfort zone and explore new ideas, even if
they involve risks. Recognize and reward successful risk-takings, even if they do not always
lead to immediate results.

Encourage collaboration (Tharp, 2008): Promote teamwork and knowledge sharing.
Encourage multidisciplinary and diverse teams to enable more creative and innovative
approaches.

Adaptability and flexibility (Ries E. , 2015): A culture of innovation must be adaptable and
flexible to respond to the constantly changing market and competitive environment. Leaders
must encourage employees to be open to new ideas, continuous learning and changing work
processes and methods.
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Give the example (Amabile & Khaire, 2008) : Leaders must set an example by being open to
change and actively encouraging innovation. They must also support innovative initiatives
and pilot projects.

The Pursuit of Excellence (Peters, 2021): A culture of innovation emphasizes excellence by
encouraging employees to push boundaries and innovative results. Leaders must promote a
culture of continuous improvement and commitment to excellence in all aspects of the
organization.

SECTION Il . LEADERSHIP AND MOTIVATION
Under sectionl.The role of the leader in encouraging innovation

The leader plays a crucial role in encouraging innovation within a team or organization. Here
are some actions the leader can take to promote innovation:

Create an inspiring vision (Kouzes & Posner, 2007): A leader must provide a clear and
inspiring vision of the future of the organization, with an emphasis on innovation. This
motivates employees to focus on exploring new ideas and to work out of tracks.

It must establish a common vision and clearly communicate the company's vision of
innovation, explaining why it is important and linking it to the overall objectives of the
organization. This allows team members to understand their role in innovation and feel
involved. The leader must set an example by being open to new ideas and willing to take
risks.

It should also encourage the sharing of ideas and creativity within the team.
The leader must encourage diversity of perspectives and skills within the team. This can be
done by recruiting people with different experiences and perspectives, encouraging teamwork
and promoting inclusion.

Encourage a climate of confidence (Edmondson A. C., 2008): The leader must create a
confidence climate where team members feel comfortable expressing their ideas and taking
risks. This can be achieved by appreciating everyone’s contributions, offering encouragement
and celebrating successes.

Providing resources and support (Amabile & Khaire, 2008) : The leader must provide the
resources and support needed to enable the team to innovate. This may include research and
development budgets, time dedicated to exploration and experimentation, and suitable
training and tools.

Encourage collaboration (Amabile & Kramer, 2011):

The leader must encourage collaboration among team members by establishing platforms and
processes that foster the sharing of ideas, everyone's participation and co-creation.
Reward and recognize innovative ideas (Amabile T. M., 2011) :
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A leader must value and reward employees for their innovative ideas. This motivates
employees to continue to propose creative ideas and to engage in the innovation process. The
leader must recognize and reward achievements and innovative ideas. This can be done by
offering opportunities for professional development, celebrating achievements at team
meetings, or offering symbolic rewards.

By adopting these actions, the leader can create an environment conducive to innovation and
motivate team members to express their creativity and to propose new ideas.

Under Section 2 Motivations that Stimulate Employee Creativity
Creativity plays an essential role in the success of any organization.

It enables innovation, finding new solutions and meeting the ever-changing challenges of the
market. However, in order for workers to be able to express their creativity, it is important
that they are motivated and encouraged to do so. Several factors can stimulate the creativity of
employees in an organization:

Autonomy (Pink D. , 2009): Giving employees freedom and autonomy in their work can
foster their creativity. When employees are responsible for their own projects and have the
freedom to make decisions, they are more able to explore new ideas and implement original
solutions.

Recognition and Rewards (Amabile T. M., 1998) : Positive feedback, rewards and recognition
for creative work can motivate employees to be more creative. Workers will have a greater
desire to be creative if they are recognized and rewarded for their ideas and achievements.
This can take the form of promotions, bonuses, or just compliments and thanks.

Interest in work (Deci & Ryan, 2000): When employees are passionate about what they do, it
can motivate them to be more creative. Communication and collaboration: Creativity is
stimulated by exchanging ideas and collaborating with colleagues. Organizations should
encourage a culture of collaboration and open communication, including by providing tools
and platforms for sharing information. Teams of people with different experiences, skills and
perspectives are better able to generate innovative ideas. Diversity encourages the
confrontation of ideas, and thus fosters creativity.

Stimulating work environment (Amabile & Gryskiewicz, 1989): a work environment that
encourages creativity, with resources, tools and collaborative opportunities, can motivate
employees to be more creative. Development opportunities: Workers are stimulated by
opportunities to learn and develop. The organization can encourage creativity by providing
training, workshops and career development opportunities.

Challenging Challenges (Oldham & Cummings, 1996): Challenging tasks and projects that
challenge employees can encourage creativity.
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SECTION I1l. INNOVATION MANAGEMENT PROCESS
Under Sectionl Identification of innovation opportunities

Identifying innovation opportunities is a crucial process for organizations wishing to remain
competitive in an ever-changing market. This involves identifying unsatisfied needs or
problems that customers or users face, and finding innovative solutions to address them.
Some methods for identifying innovation opportunities in the innovation management
process.

(Chesbrough H. , 2003) analyzing market trends, consumer needs and gaps in existing
products, innovation opportunities can be identified.

One of the first steps in this process is to understand the market and its competitive
environment. This involves collecting information about emerging trends, new technologies
or new business models that could disrupt the existing market.

Secondly, it is essential to listen to customers and users. This can be done through market
studies, observations, interviews or surveys. The goal is to understand their needs, desires and
frustrations in order to identify gaps or opportunities for improvement.

Competition Analysis (Porter M. E., 1998): By studying competitor activities, patent
applications and innovation strategies in the sector, innovation opportunities can be identified.

Technological exploration (Christensen & Bower, 1996): by monitoring technological
advances, new scientific discoveries and technological progress in other industries,
opportunities for innovation can be found.

Co-creation with customers (Prahalad & Ramaswamy, 2000): By involving customers in the
innovation process, by collecting their ideas, needs and suggestions, innovation opportunities
can be identified.

Ethnographic observation (Liedtka J. , 1998): by observing user behavior, by studying how
they interact with products or services, we can discover opportunities for innovation.

Another approach to identifying innovation opportunities is to look at adjacent industries or
look for similar problems in other areas. Sometimes innovative ideas can be inspired by
existing practices or technologies, but applied in an entirely new context.
Finally, it is important to involve the entire organization in the process of identifying
innovation opportunities. Ideas can come from anyone, regardless of their hierarchy level, and
it is crucial to create an environment conducive to creativity and exchange of ideas.
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Under Section 2 Production of ideas

Production of ideas plays a key role in the field of innovation. It involves gathering and
developing new perspectives, concepts and solutions to solve existing problems or create new
opportunities. ldeas can come from various sources, such as individual creativity, group
collaboration, research and observation of emerging trends. Generating ideas requires an
environment conducive to creativity, where individuals are encouraged to take risks, think in
unconventional ways, and experiment with new approaches.

It represents the first step in the innovation process, followed by the evaluation and
implementation of the most promising ideas. Generating ideas is therefore a key element in
stimulating innovation and fostering growth and competitiveness for and society as a whole.
Tools and methods are commonly used to generate innovative ideas such as Brainstorming,
Madmapping, Paradoxical Thinking, Creative ldeas Testing, Visualization Techniques?®.

Under Section 3 Selection of Promising ldeas

Selection of promising ideas is a crucial step in the innovation management process.
Methods are used to select the most promising ideas:

-Expert Assessment (Cooper, 2008) : engage internal or external experts to assess ideas based
on predefined criteria such as technical feasibility, economic sustainability and adequacy with
the company's strategy.

-Rentability analysis (Cooper & Kleinschmidt, 1987): assessing the potential for profitability
of ideas using methodologies such as cost-benefit analysis, return on investment analysis
(ROI) or innovation portfolio analysis.

-Concept or prototype testing (Ulwick, 2005): creating prototypes or models to test and
evaluate ideas before implementing them on a large scale.

-Market and Competitor Analysis (McGrath, 2001): assess the competitive potential of ideas
by analyzing the market, trends, consumer behaviour and competitor actions.
-Experimentation (Ries E. , 2011): testing ideas on small samples or in controlled
environments to assess their feasibility and acceptance by users.

Under section 4. Development and implementation of innovation projects

The development and implementation of innovation projects are crucial steps in the
innovation management process. For any innovation project, it is necessary to rely on
methods, prototyping, good collaboration, adaptability and flexibility to change as well as
ongoing evaluation

Project Management (Kerzner, 2017): Use project management methods to plan, organize and
control activities related to the development and implementation of innovation projects.

3 All these tools and methods will be developed on pages 38 to 45
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Quick Prototyping (GaverW.W & al, 1999): Create quick prototypes to quickly test ideas and
get feedback to improve them.

Collaboration and communication (Katzenbach & Smith, 1992): encourage collaboration
among different stakeholders and communicate effectively throughout the development and
implementation process of innovation projects.

Adaptability and flexibility (Tidd & al, 2001): be able to adapt to change and be flexible in
the development and implementation of innovation projects.

Continuous evaluation (Sawhney & al., 2006): regularly evaluate the progress of innovation
projects and adjust plans accordingly to maximize the chances of success.

SECTION IV MANAGEMENT OF CHANGE AND RESISTANCE

Management of change and innovation resilience is a crucial process for that want to
introduce new ideas, technologies or practices into their operations.

Change management involves effectively planning and implementing the steps necessary for
change to occur. This involves identifying the needs for change, developing an action plan,
communicating transparently with stakeholders, training staff and measuring results.

Resistance to innovation is a natural reaction of individuals and groups that can hinder the
process of change. It can be caused by fear of the unknown, the fear of losing control, or the
insecurity associated with change. Management of innovation resistance requires clear
communication, stakeholder involvement, the creation of an environment conducive to
change, and recognition of concerns and fears of those involved.

Under Section 1. Manage Resistance to Change

Resistance to change management is an important aspect of change management and
resilience to innovation.

Some methods used to manage change resistance in change management and innovation
resistance.

Clear and continuous communication (Kotter J. P., 1995). communicate in a transparent
manner about the nature of the change, its reasons and its benefits for the organization and
individuals concerned.

stakeholder involvement and participation (Carnall, 2007): involving stakeholders in the
decision-making process and making them actively involved in implementing change so that
they feel involved and invested.

Skill training and development (Beer & al, 1990): Provide employees with the skills and
knowledge needed to adapt to change and succeed in the new environment.
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Identification and management of individual concerns and resistance (Waddell & al., 2013):
Understand individual concerns and sources of resistance to change, and implement measures
to mitigate or manage them.

Leadership and Example (Kotter J. P., 2011): Leaders must set an example by actively
accepting and promoting change, providing support to employees, and managing resistance

properly.

Management of change and innovation resilience is therefore about planning, implementing
and managing change effectively while minimizing obstacles and resistance. This enables
companies to remain competitive, adopt new ideas and adapt to market changes.

Under Section 2. Acceptance and adoption of new ideas

To promote acceptance and adoption of new ideas in the management of change and
innovation resilience, here are some approaches:

Communication and awareness-raising (Rogers E. , 2003): Communicate clearly and
effectively about the benefits and benefits of new ideas, focusing on the added value they will
bring to the organization and individuals concerned.

Create a sense of urgency (Kotter J. P., 1996): arouse a feeling of emergency around new
ideas by highlighting the opportunities and consequences of not adopting them, in order to
motivate  individuals to accept them and put them into  practice.
Engage stakeholders (Carnall, 2007): actively involve stakeholder and influencers in the
decision-making and implementation process of new ideas, to help them feel involved in their
development and promote their adoption.

Provide incentives and rewards (Amabile T. M., 1996): Provide tangible incentive and reward
to encourage acceptance and adoption of new ideas, recognizing and valuing individuals who
put them into practice.

Skill training and development (Davenport T. H., 1993): Provide training and skills
development to support individuals in the adoption and optimal use of new ideas.
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CHAPTER 11l MANAGEMENT METHODS AND TOOLS OF CREATIVITY AND
INNOVATION

Methods and tools for managing creativity and innovation are essential to nurturing and
implementing new ideas within a company. Among the most commonly used methods are
divergent thinking, which encourages the generation of a large number of ideas, and
convergent thought, which enables the evaluation and selection of the best ideas.

Tools such as brainstorming techniques, heuristic maps and evaluation matrices are also used
to facilitate the process of creativity and innovation. Moreover, project management and
change management are important tools for implementing and managing innovative ideas.
The adoption of these methods and tools promotes the culture of innovation within the
company and contributes to its growth and competitiveness.

Some commonly used methods to generate innovative ideas.
SECTION I: BRAINSTORMING
Brainstorming (Osborn, 1957)

A group technique that encourages participants to generate a large number of ideas without
judgment or criticism.

Brainstorming is a method and tool commonly used to generate creative ideas and encourage
innovation. It is a group process used to generate ideas, solve problems, and encourage
creativity. It encourages the participation and contribution of all members of the group,
regardless of their status or level of experience.

During a brainstorming session, group members are encouraged to share their ideas freely,
without criticism or judgment. This freedom allows participants to explore new and
innovative ideas without fear of being judged by others. Brainstorming also fosters
collaboration and synergy among group members, as each individual's ideas can be developed
and enhanced by the whole group.

This process can be used in many contexts, such as product development, strategic planning
or problem solving. By using brainstorming, groups can often generate a significant amount
of ideas in a short time, which can help create effective and innovative solutions and
encourage collaboration, encourage active participation of all team members and
collaboration among participants to enrich the ideas generated. (Paulus & Nijstad, 2003)
Some effective brainstorming techniques:

Brainwriting (Rickards, 1999): Instead of sharing ideas out loud, participants write their ideas
on separate sheets, then exchange and develop them. This encourages greater participation
and avoids the influence of dominant ideas.
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Directed or targeted brainstorming (VanGundy, 1987): Here, participants are invited to focus
on a specific aspect of the problem to be solved or a specific issue. This can channel ideas and
generate more targeted solutions.

SCAMPER (Eberle, 1971): This technique proposes a series of questions to stimulate creative
thinking. Participants use these questions as triggers to rethink, reorganize, and adapt existing
elements to generate new ideas.

Side thinking (De Bono, 1992): Developed by Edward de Bono, this technique encourages
participants to move away from usual thinking patterns using strategies such as finding
provocative solutions, using metaphors, or combining seemingly disparate elements.

World Café (Brown & lsaacs, 2005): This brainstorming method involves small group
discussion on key issues, followed by a rotation of participants between groups to share and
build on the ideas of others.

These different brainstorming techniques could help generate creative and innovative ideas.
SECTION Il DESIGN THINKING (Martin., 2009)

Design thinking is taught in many institutions and companies around the world.It is an
innovative user-centred approach that seeks to solve complex problems by proposing creative
solutions. It emphasizes deep understanding of user needs, generating ideas, rapid
prototyping, and continuous experimentation.

The design thinking process typically includes five key phases, which are as follows:

Empathy (Brown T., 2009) : It is about understanding the needs, aspirations and challenges
of users in a deep and empathic way. This involves observation, active listening and
immersion in the user environment.

Problem Definition (Plattner, Meinel, & Leifer, 2020): Once you have an in-depth
understanding of the users, it is important to define the specific problem or challenge to focus
on. This requires a precise reformulation of the problem from the user's point of view to better
guide creative thinking.

Ideation (Kelley, T, & Kelley, 2013): This phase involves generating a wide range of creative
ideas to solve the problem. It is important to foster divergent thinking, push the boundaries of
creativity and encourage collaboration among team members.

Prototyping (Brown T. , 2008) : Once some promising ideas have been selected, it is time to
put them into practice as tangible prototypes. This allows you to quickly test concepts, iterate
and collect user feedback to refine solutions.
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Testing and iteration (Liedtka, King, & Bennett, 2013): In this last phase, prototypes are
tested with target users to collect feedback and understand their real experience. This
information is then used to adjust and improve solutions in an iterative manner.

Design thinking is therefore an iterative and user-centred approach aimed at solving complex
problems by proposing innovative solutions. It is based on deep understanding of user needs,
generation of creative ideas, rapid prototyping and iterations based on user feedback (Cross,
2011).

SECTION Il MIND MAPPING (Buzan, 2010):

It is a visual method that enables new ideas to emerge by organizing thoughts and associations
of ideas.

Mindmapping, also known as a mental map, is a visual thinking method that helps to organize
and hierarchize information more effectively. This technique was developed by British
psychologist Tony Buzan in the 1970s.

Mindmapping is the creation of a map or diagram that graphically represents ideas, concepts
or information. In the center of the map is the main subject, which is then connected to
branches that represent the different categories or sub-categories. Each branch can in turn be
developed with sub-branches and so on, creating a clear and logical hierarchy.

One of the main advantages of mindmapping is its ability to stimulate creativity and
association of ideas. By using colors, images and keywords, mindmapping enables you to
create links between ideas more intuitively and freely. This promotes broader and more
flexible thinking, avoiding linear and rigid thinking patterns.

In addition, mindmapping facilitates the memorization and understanding of information. By
using symbols, icons, or images to represent ideas, the brain is visually stimulated, which
promotes faster and more effective memorization. By structuring information visually,
mindmapping also helps to better understand the relationships between different ideas and
concepts.

Finally, mindmapping is a very handy tool for taking notes, organizing a project, solving
problems or planning a presentation. It synthesizes information in a concise and logical way,
which facilitates the communication and transmission of ideas.

Mindmapping is an excellent way to organize and structure information visually and
creatively. It stimulates associative thinking, facilitates memorization and promotes a deeper
understanding of concepts. Whether for taking notes, planning a project or troubleshooting,
mindmapping is a powerful tool that can be used in many situations.

40



SECTION IV PARADOXICAL THINKING (De Bono, 1992):

It is an approach that encourages participants to reverse expectations and challenge
established standards to stimulate new ideas.

The paradoxical thinking in the innovation management process is to recognize and
effectively navigate between pairs of contradictory concepts or forces. This helps to manage
the tensions and dilemmas inherent in innovation, which can lead to better results.
For example, paradoxical thinking involves finding a balance between exploration and
exploitation. Exploration is the search for new ideas, new technologies or new markets, while
exploitation is the maximization of the value of existing resources. These two activities are
essential for innovation, but they are often tense, because they require different skills and
approaches.

Paradoxical thinking also involves managing the tension between risk-taking and stability.
Innovation often requires taking risks and experimenting with new ideas, but it can also be
unstable and uncertain. Finding a balance between searching for new territories and the need
for a strong base can be a challenge.

In summary, the paradoxical thinking in the innovation management process is to recognize
and strike a balance between pairs of contradictory concepts such as exploration and
exploitation, risk-taking and stability. This helps to manage the tensions and dilemmas
associated with innovation, which can promote the success of the company.

SECTION V. TEST OF CREATIVE IDEAS (Amabile T. M., 1996):

Propose hypothetical scenarios or provocative questions to encourage reflection and generate
new ideas.

Testing creative ideas in the process of generating innovative ideas involves submitting
preliminary ideas to quick evaluations, experiments or prototyping to verify their potential for
success and collect information to improve and refine ideas.

Techniques commonly used to test creative ideas are:

Quick Prototyping: Create a simple, basic or simulated prototype of the idea to enable a
practical experiment and evaluate its viability and relevance.

Experiments: Conduct controlled experiments, pilot tests or trials to assess the effectiveness
and technical feasibility of the idea.

Surveys and surveys: Ask prospective consumers or stakeholders for their opinions,
preferences and suggestions about the idea.

Expert assessment: Submit the idea to field experts or qualified professionals for feedback,
expertise and recommendations.
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Market analysis: Study market trends, evaluate competition, and perform profitability
analyses to identify the usefulness and commercial viability of the idea.

Validation of assumptions: ldentify the assumptions underlying the idea and test them
individually to verify their validity and potential impact.

User Feedback: Engage end users or target customers in the idea development process to
gather their feedback, specific needs and ideas to improve the idea.

These creative ideas tests are aimed at evaluating, validating and reinforcing ideas generated
in the process of generating innovative ideas. They help to make informed decisions, reduce
risks and maximize the chances of success of ideas when implemented.

SECTION VI. VISUAL TECHNICS (Lokman & Saunders, 2014):

It involves using visual methods such as collage, drawing or storyboards to stimulate
imagination and generate innovative ideas.

The visualization techniques in the process of generating innovative ideas consist of using
visual tools to stimulate creativity, encourage reflection, and facilitate the communication of
ideas. Here are some of the most commonly used visualization techniques:
Visual Brainstorming: Use tables, post-it or maps to note ideas and group them according to
themes or relationships.

Mind maps: Use diagrams where ideas are organized treewise around a central concept. This
allows for associations and stimulates connections between ideas.

Quick sketches: Draw quick visual representations of ideas to make them concrete and
facilitate mutual understanding.

Storyboarding: Use sequences of images or illustrations to tell a story and explore different
possible solutions.

Ideation Matrix: Create a matrix with axes to rank and evaluate ideas based on different
criteria such as feasibility, relevance, or potential impact.

Mind mapping: Use diagrams with interconnected ideas to explore different perspectives,
generate new ideas, and stimulate associative thinking.

Data Visualization: Use graphs, diagrams, or infographics to represent information or trends,
and facilitate understanding of relationships and insights.

These visualization techniques help individuals and teams better explore, structure,
communicate and evaluate innovation ideas. They foster a more collaborative, creative and
visual approach in the process of generating ideas.

42



SECTIONVII KNOWLEDGE MANAGEMENT AND ORGANIZATIONAL LEARNING

Under Section 1. Capitalize on existing knowledge (Nonaka & Takeuchi, 1995)

Managing knowledge and organizational learning by capitalizing on existing knowledge is an
important area for promoting innovation, collaboration and performance within organizations.
By capitalizing on existing knowledge, companies can leverage the accumulated expertise and
experience to remain competitive in the market.

Knowledge management is the effective collection, organization, sharing and use of
knowledge and information within an organization. This includes the creation of databases,
the establishment of information-sharing methodologies and processes, and the training and
development of employees to promote lifelong learning.

By capitalizing on existing knowledge, can avoid reinventing the wheel and engaging
unnecessary resources. They can also improve their operational effectiveness by avoiding
repetitive mistakes and by applying best practices already identified. Knowledge
capitalization also accelerates the innovation process, enabling employees to quickly access
relevant information and generate new ideas based on past work and successes.

Knowledge management also fosters collaboration by facilitating the sharing and exchange of
information between departments and employees. By encouraging collaboration and
knowledge sharing, organizations can strengthen teamwork, foster mutual learning and create
an environment conducive to innovation.

With regard to organizational performance, knowledge management improves decision-
making by providing decision makers with the information they need to understand problems,
evaluate opportunities and choose the best options. It also facilitates adaptation to changes
and changes in the market, enabling employees to learn quickly and adapt to new
requirements.

To capitalize on existing knowledge (Davenport & Prusak, 1998) it is essential to establish
systems and processes to collect, organize and share it effectively. This may include the
establishment of databases and knowledge management systems, the creation of practice
communities where employees can share their knowledge and experience, and training and
skills development programmes to promote lifelong learning.

It is also important to create a culture of learning and sharing within the organization,
encouraging collaboration, recognizing and valuing knowledge sharing, and encouraging
employees to learn from each other.

Finally, it is crucial to establish monitoring and evaluation mechanisms to assess the
effectiveness of knowledge management processes and to identify areas for improvement.
Knowledge management and organizational learning is therefore a key area for promoting
innovation, collaboration and performance within organizations. By leveraging existing
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knowledge, companies can improve operational efficiency, boost innovation, facilitate
collaboration, and make better-informed decisions.

Under Section 2. Stimulating learning and innovation within the organization (Dweck, 2006)

Stimulating learning and innovation within the organization is essential for promoting growth,
adaptability and performance.

Here are some ideas and practices for achieving this:

Encourage a culture of learning: Create an environment that values continuous learning and
curiosity. Encourage employees to ask questions, explore new ideas, and take risks.
Encourage collaboration, knowledge sharing and mutual learning.

Provide training and development opportunities: Provide training, workshops and career
development programmes to help employees acquire new skills and stay up to date with the
latest developments in their field. Also encourage self-training by providing online resources
and learning platforms.

Facilitate exchange of ideas: Create spaces and platforms for employees to share ideas,
experiences and perspectives. Establish multidisciplinary teams and encourage cross-cutting
collaboration. Organize brainstorming sessions, sharing meetings or hackathons to stimulate
creativity and innovation.

Support experimentation and prototyping: Encourage employees to test new ideas and
experiment with innovative solutions. Create an environment where mistakes are seen as
learning opportunities and where innovation is encouraged even in the event of failure.
Establish agile and iterative processes to quickly test new ideas and adjust approaches to
results.

Reward and recognize learning and innovation: Establish recognition and reward mechanisms
to enhance learning and innovation. This can include reward programs, bonuses or
promotions for those who make a significant contribution to learning and innovation within
the organization.

Learning and innovation are two key elements in ensuring the growth and competitiveness of
an organization. By fostering an enabling environment for lifelong learning and innovation,
can stimulate creativity, accelerate adaptation to change, and improve overall performance.
Encourage curiosity and questioning:

To encourage learning and innovation, it is important to create an environment where
curiosity is encouraged and where employees are encouraged to question and question the
established things. This can be done by encouraging risk-taking, appreciating new ideas and
promoting a culture of learning.

Promote collaboration: Innovation is often the product of collaboration and exchange of ideas
between employees. It is therefore important to create spaces and opportunities for employees
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to collaborate, share knowledge and work together on innovative projects. This can be
achieved by encouraging open communication, establishing collaborative tools and promoting
diversity of perspectives and competences.

Focusing on training and skills development: In order to promote learning and innovation,
investing in employee skills training and development is essential. This can include formal
training programmes, workshops, coaching sessions and career development opportunities.
By supporting skills development, companies enable their employees to acquire new
knowledge and skills that can be applied to innovative projects.

Promote knowledge management: Knowledge management, as described above, plays a
crucial role in stimulating learning and innovation. By capitalizing on existing knowledge,
organizing it in an accessible way and sharing it effectively, can encourage mutual learning
and the generation of innovative ideas.

Promote a culture of innovation: Finally, in order to stimulate innovation, it is important to
promote an innovation culture within the organization. This can be achieved by providing
incentives and rewards for innovative ideas, encouraging controlled risk-taking, and
establishing processes and structures that encourage the experimentation and implementation
of new ideas.

By adopting these practices, it is possible to create an enabling environment for learning and
innovation within your organization. This requires a continuous commitment from
management and a clear communication on the importance of learning and innovation for the
success of the organization.
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CHAPTER 1V. DEFINITIONS AND SOLUTIONS IN THE MANAGEMENT OF
CREATIVITY AND INNOVATION

SECTION I. DEFINITIONS AND SOLUTIONS (Catmull & Wallace, 2014)

Creativity and innovation management presents unique challenges for organizations. Here is a
summary of the main challenges and possible solutions.

1-Challenge: Promoting an environment conducive to creativity. Organizations must create an
environment that encourages experimentation, risk-taking and the sharing of creative ideas.
However, this can be hampered by rigid hierarchical structures, strict rules and a culture of
compliance.

Solution: Provide a safe and supportive space for employees to express their ideas without
fear of judgment. Encourage openness and diversity of perspectives. Establish communication
and reward mechanisms that enhance creativity and innovation.

2-Challenge: Encourage collaboration and sharing of ideas. Creativity and innovation are
often the result of collaboration between different stakeholders. However, organizational silos
and communication barriers can hinder collaboration and the sharing of ideas.
Solution: Create formal and informal collaboration spaces and opportunities. Encourage
employees to work with colleagues from different departments or disciplines. Establish online
collaboration tools to facilitate the sharing of ideas and knowledge.

3-Challenge: Manage the innovation process effectively. Innovation management requires
appropriate planning, coordination and monitoring. This can be difficult when innovation
projects are often unstructured and uncertain.

Solution: Adopt project management methodologies appropriate to innovation, such as design
thinking or agile approach. Set clear steps and measurable targets to measure innovation
progress. Establish multidisciplinary teams to foster collaboration and synergy between
different stakeholders.

4-Challenge: Manage innovation-related risks. Innovation always carries a share of risk,
whether it is the failure of a new idea or organizational resistance to change.
Solution: Encourage a culture that accepts failure and sees mistakes as opportunities for
learning. Establish risk assessment and management processes to identify and mitigate
potential risks. Communicate regularly about the benefits and positive outcomes of innovation
to overcome resistance to change.

Creativity and innovation management requires a proactive and flexible approach to
overcoming these challenges. By adopting these solutions, organizations can foster an
enabling environment for creativity and innovation, thereby boosting long-term growth and
competitiveness.
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SECTION II. BARRIERS TO INNOVATION

There are several barriers to innovation within organizations. The main barriers include
(Christensen C. M., 1997):

Cultural barriers: A rigid, change-resistant organizational culture can be a major obstacle to
innovation. A culture that values compliance rather than risk-taking and experimentation
limits the organization's ability to generate new ideas and implement them.

Structural barriers: Inflexible hierarchical structures and organizational processes can inhibit
innovation by slowing down decision-making and hindering collaboration among different
stakeholders. Organizational silos can also impede the dissemination of ideas and knowledge.

Technological barriers: Obsolete or ineffective technologies can hinder innovation by limiting
opportunities for developing new ideas and slowing down the innovation process. Adopting
modern technologies and keeping up to date with the latest technological developments is
essential to facilitate innovation.

Financial barriers: The lack of financial resources dedicated to innovation can be a major
challenge. Innovation often requires significant investments in research and development,
technologies and infrastructure. When resources are limited, it can be difficult to finance
innovation.

Skill barriers: Lack of skills and knowledge to generate and develop innovative ideas can
hinder innovation. It is important to train employees and provide them with professional
development opportunities to nurture their creativity and innovation skills,

In the following, we will look at the two main barriers: those linked to cultural and
organizational barriers and those related to financial and resource constraints.

Under Section 1 Cultural and organizational obstacles (Amabile T. M., 1998)

In managing creativity and innovation, there are several cultural and organizational obstacles
that can hinder the process. These barriers may stem from cultural norms, organizational
structures, values and beliefs, as well as dominant ways of thinking. Here are some examples
of cultural and organizational obstacles:

Rigidity and Resistance to Change: In some cultures and organizations, there may be
resistance to change and preference for traditional ways of doing. This may limit the
possibility of exploring new ideas and adopting different approaches.

Hierarchy and authority: Hierarchical organizational structures can make communication and
collaboration between the different layers of the organization difficult. This can inhibit free
expression of ideas and limit participation, especially of lower-level employees.
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Lack of failure tolerance: Some cultures and organizations have a low tolerance for failure
and put more emphasis on improvement and compliance. This can discourage the risk-taking
necessary for innovation and restrict creativity.

Organizational Silos: Organizational silos are closed divisions or departments that operate
autonomously and do not easily share knowledge and ideas with the rest of the organization.
This can hamper collaboration and the exchange of creative ideas.

Lack of diversity: Cultures and organizations that lack diversity, whether in terms of gender,
race, age or career background, can limit the diversity of perspectives and ideas. Diversity
promotes creativity because it brings different perspectives and experiences.

It is important to recognize these obstacles and to develop strategies to overcome them. This
can include promoting a culture of failure tolerance, creating innovative and collaborative
working environments, promoting diversity, and encouraging the participation of all
employees in decision-making and ideas generation.

Under Section 2. Financial and resource constraints (Mitchel, Smith, & Morse, 2001)

The management of creativity and innovation may be subject to financial and resource
constraints. These constraints may limit a company's ability to develop and implement new
innovative ideas and practices. Here are some examples of financial constraints and current
resources:

Limited budget: Financial constraints may limit the resources available to invest in research
and development, the acquisition of technology or external skills, or the creation of teams
dedicated to innovation. A limited budget can make it difficult to explore new ideas and
experiment with new concepts.

Lack of qualified staff: Creativity and innovation management often requires specialized
skills and knowledge. If a company does not have qualified staff to design, develop and
implement innovative ideas, it may impede its ability to innovate. The lack of qualified
human resources can also have an impact on the management of the innovation process.

Infrastructure and limited tools: Companies must have adequate infrastructure and appropriate
tools to support the innovation process. This can include cutting-edge technologies, project
management software, spaces for creativity and collaboration, or fast manufacturing and
prototyping equipment. Financial constraints may prevent the acquisition or upgrading of
these resources.

Short-term financial pressures: Companies may face short-term financing pressures, which
may lead them to focus on short term goals rather than investing in longer-term research and
development activities. This constraint may limit a company's ability to take risks and explore
new innovative paths.
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Competition and competitive market: In a competitive environment, companies must
constantly innovate in order to remain relevant and compete. Lack of resources can make it
difficult to develop new ideas and adopt innovative practices, resulting in lagging behind
competitors.

To overcome these constraints, companies can adopt different strategies. This may include
implementing an efficient innovation process, seeking strategic partnerships to share costs and
resources, investing in staff skills development, or seeking external funding such as grants or
investments.

SECTION Il SOLUTIONS TO OVERCOME INNOVATION DEFICITS (Brown M. , 2015)

How can we overcome these challenges?
Under Section 1. Encourage interdisciplinary collaboration

Interdisciplinary collaboration has become increasingly crucial to overcoming the challenges
of innovation in various areas. To encourage this collaboration, here are some key points to
consider:

Awareness and communication: It is important to raise awareness of the benefits of
interdisciplinary collaboration. Awareness of the successes and benefits of this approach can
help motivate people to work together. Open and transparent communication is essential for
linking and encouraging collaboration.

Creation of a favourable environment: It is important to create an enabling working
environment for interdisciplinary collaboration. This can include collaborative spaces, flexible
schedules and incentives to encourage interdisciplinary exchanges. Businesses and
organizations must also encourage and support new ideas and take action to overcome
potential obstacles.

Training and professional development: Professionals should be trained to interdisciplinary
collaboration from the beginning of their careers. Training programmes should be developed
to develop communication, problem-solving and teamwork skills with people from different
disciplines. Continuous professional development is also important forining and strengthening
interdisciplinary collaborative skills over time.in other words, to train employees with
innovation skills and methodologies, and to encourage lifelong learning.

Promotion of diversity: Diversity is a key element of interdisciplinary collaboration. It is
important to encourage the participation of people from different disciplines and backgrounds
in the working teams. This brings different perspectives and encourages creativity and
innovation.

Partnerships: Interdisciplinary collaboration often requires partnerships with other

organizations, institutions or. It is important to establish strong and trustworthy relationships
with these partners in order to promote collaboration and resource sharing.
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Maintaining a technological vigil and investing in innovative technologies to boost innovation
(Schein, 2010).

Under Section 2. Investing in research and development (OCDE, 2015)

Investment in research and development (R&D) is a key solution to meeting the challenges of
innovation. Here are some reasons why it can be effective:

Stimulating innovation: R&D enables the development of new ideas, technologies and
products. By investing in R&D, companies can boost their innovation capacity and become
market leaders.

Improving competitiveness: Investing in R&D enables companies to improve their
competitives by developing new, better-performing products or services and improving their
operational efficiency.

Meet consumer needs: R&D helps to better understand consumer needs and expectations. By
investing in research, companies can develop innovative products that meet market demands
and generate added value for consumers.

Promote economic growth: Investing in R&D can boost economic growth by creating new
jobs, promoting entrepreneurship and generating positive economic outcomes.

Addressing social challenges: R&D can be used to address societal challenges such as climate
change, health, renewable energy, etc. By investing in research, can help find sustainable
solutions to these problems and have a positive impact on society.

Investing in research and development is an effective strategy to meet the challenges of
innovation. This helps to stimulate innovation, improve competitiveness, meet consumer
needs, promote economic growth and meet societal challenges. It is therefore essential that
governments, and research institutions continue to support and invest in R&D to ensure
sustainable prosperity.

Under Section 3. Partnerships with external actors (Chesbrough H. , 2003)

Building partnerships with external actors is another effective solution to the challenges of
innovation. Here's why it can be beneficial:

Access to Complementary Resources: Partnerships provide access to complementary
resources such as knowledge, skills, technologies, infrastructure, etc. By working with
external partners, a company can strengthen its innovation capacity by combining its own
strengths with those of its partners.

Risk and cost sharing: Innovation often involves significant risks and costs. Partnerships
make it possible to share these risks and costs among the various stakeholders involved. This
reduces the financial burden and brings together the resources needed to carry out innovative
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projects.

Access to New Markets: Partnerships can enable a company to access new markets by
exploiting the networks and distribution channels of its partners. This can help to accelerate
the adoption and commercialization of new innovations.

Stimulate creativity and exchange of ideas: Collaboration with external partners promotes
exchanges of ideas and creativity. By interacting with external actors, a company can benefit
from new perspectives and different experiences, which can lead to more innovative
innovations.

Enhance credibility and visibility: Partnerships with recognized and respected external actors
can strengthen a company’s credibility, and give it greater visibility. This can help attract
investors, customers and talent, which is essential to supporting innovation.

Building partnerships with external actors is an effective solution to the challenges of
innovation. This enables access to complementary resources, sharing risks and costs, access to
new markets, stimulating creativity and exchange of ideas, and enhancing credibility and
visibility. It is therefore important for companies to explore and develop strategic partnerships
to foster innovation and remain competitive in the market.
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CHAPTER V. EXAMENS OF BEST PRACTICES IN THE MATTER OF
CREATIVITY AND INNOVATION MANAGEMENT (Amabile T. M., 2011)

Before presenting the best practices in the matter of creativity and innovation management
we must examine an important aspect that of the organizational structure of innovation.

The organizational structure of innovation refers to how a company or institution organizes its
resources, teams, and processes to foster and manage innovation.

Different structures suit different types of organizations and industries, and choosing the right

structure can significantly impact the success of innovation initiatives. Here are some
common organizational structures of innovation: Centralized Innovation*, Decentralized
Innovation®, Cross-Functional Teams®, Innovation Labs and Incubators’, Open Innovation?,
Skunkworks® , Innovation Hubs™?...

Choosing the right organizational structure for innovation depends on the organization's size,
industry, culture, and strategic goals. Some organizations may even use a hybrid approach,
combining elements from different structures to best suit their needs.

This is what we will clarify as we present certain cases of emblematic companies in this
chapter.

It is clear that in this chapter, we present some examples of good practices in creativity and
innovation management?! that:

4 In this structure, a dedicated team or department is responsible for all innovation activities. This team typically
reports directly to top management and has a clear mandate to drive innovation across the organization.

% Innovation activities are distributed across various departments and teams within the organization. Each team
or department is responsible for driving innovation in its area of expertise.

® Innovation is driven by teams composed of members from different departments and disciplines. These teams
are often temporary and focus on specific projects.

7 Separate units within or affiliated with the organization are dedicated to experimenting with new ideas and
technologies. These labs often operate with more flexibility and less bureaucracy than the main organization.

8 This approach involves leveraging external ideas and innovations through partnerships, collaborations, and
crowdsourcing. It opens up the innovation process to include contributions from outside the organization.

® A skunkworks is a small, independent group within an organization given the freedom to experiment and
innovate without the constraints of the larger organizational structure. These groups are often secretive and
operate with a high level of autonomy.

10 Geographically distinct centers that focus on innovation. These hubs can be internal or involve partnerships
with local startups, universities, and other organizations.

11 Cases of best practices at the international level are presented in Annex 111

Excerpts from the “Guide to good practices for creativity in business”in
https://4.interreg-sudoe.eu/contenido-dinamico/libreria-ficheros/669CE1A8-BB4AC-64BE-E11E-
2F36F3C66BAD.pdf
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Encourage diversity and inclusion: A diverse team brings different perspectives and
experiences, which fosters creativity and innovation. It is therefore important to foster an
inclusive environment where everyone feels valued and where ideas are welcomed with
openness.

Promote freedom and autonomy: Giving employees the freedom to explore new ideas and
take initiatives encourages creativity. It is essential to create a climate of confidence and
empower employees to make decisions and experiment with new approaches.

Establish structured innovation processes: Having clear processes to manage innovation
maximizes the chances of success. This may include phases of research, development, testing
and implementation. It is important to establish mechanisms to evaluate and select the most
promising ideas.

Encourage internal and external collaboration: Encouraging collaboration between different
teams and departments within the company facilitates the exchange of ideas and stimulates
innovation. In addition, partnerships with external actors, such as universities, start-ups or
other, can enrich ideas and promote the implementation of innovative projects.

Develop a culture of lifelong learning: Encouraging continuous learning and continuous
improvement fosters innovation. It is important to create an environment where failure is
perceived as an opportunity to progress and where lessons learned are shared and integrated
into future projects.

Give strategic priority to innovation: Innovation should not be seen as a secondary activity,
but as a strategic priority for the company. This involves allocating adequate resources,
setting clear targets and measuring results. Innovation-related key performance indicators may
be useful.

Engage employees at all levels: Innovation should not be reserved for R&D or marketing
departments alone. Engaging employees at all levels of the organization mobilizes collective
intelligence and promotes the emergence of innovative ideas.

Creativity and innovation management is based on several best practices such as diversity,
autonomy, structured processes, collaboration, lifelong learning, strategic priority and
employee engagement. By implementing these practices, can create an enabling environment
for innovation and increase their chances of success*?.

12 See Annex 111 for examples of good practices in terms of creativity and innovation in some large European
companies.
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SECTION I. ICONIC INNOVATIVE COMPANIES®

In this section, we are going to give some examples of emblematic innovative enterprises in
terms of creativity and innovation management:

Under section 1-Google (Schmidt & Rosenberg, 2017):

Google is known for its culture of innovation. The company offers its employees free time to
work on their own projects, as part of the "20% time" program. This approach enables
employees to develop new ideas and foster internal innovation. The company encourages
creativity by offering its employees free time to develop their own personal projects, known
as "20% time", which led to the creation of products such as Gmail and Google News.
Moreover, Google emphasizes the culture of failure, seeing mistakes as opportunities for
learning.

Google encourages and manages creativity in its workplace. It focuses on the role of
leadership, corporate culture and decision-making processes at Google. It is an excellent
example of understanding good innovation management practices in a leading technology
company.

Google's approach to managing creativity and innovation is often cited as one of the best
practices in this area.

Under Section 2-Apple (Segall, 2012):

Apple is renowned for its approach focused on product design and innovation. The company
encourages creativity by bringing together multidisciplinary teams to work on projects and
fosters a culture of innovation by encouraging employees to take risks and think differently.
An emblematic innovative company that can be taken for example in creative and innovation
management is Apple Inc.

Apple Inc. is an American company that stands out for its ability to constantly innovate in the
technology industry. The company was founded by Steve Jobs, Steve Wozniak and Ronald
Wayne in 1976 and is now run by Tim Cook.

Apple is known for its culture of creativity and innovation. The company encourages its
employees to think differently and to push the limits of what is possible. This culture is
embodied in the company's famous advertising campaign "Think Different".
Apple's success in innovation can be attributed to several factors. First, the company invests
heavily in research and development. Apple devotes a significant share of its revenue to
creating new products and improving existing technologies. For example, the company spent
more than $10 billion in R&D in 2020.

In addition, Apple is renowned for its ability to harmoniously integrate design and
technology. Apple products are not only technically efficient, but are also aesthetically

13 see the detailed case study in Appendix IV
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pleasant and intuitive to use. This user-centered approach has helped differentiate the brand
and keep its customers loyal.

Finally, Apple has managed to create an ecosystem of interconnected products and services.
Apple devices, such as the iPhone, iPad, and Mac, are designed to work in harmony with each
other. This interconnectivity enables users to benefit from a smooth and consistent
experience, while encouraging the adoption of multiple brand products.
**Apple Inc**,

Founded in 1976 by Steve Jobs, Steve Wozniak and Ronald Wayne, Apple is one of the most
iconic and innovative technology companies in the world. Here are some of its key
achievements and features:

1. **iPhone and the smartphone revolution**: Apple launched the iPhone in 2007, which
revolutionized the smartphone industry by introducing a multi-touch touch screen, a user-
friendly interface, and an ecosystem of applications.

2. **App Store**: The App Store, launched in 2008, created an ecosystem for app developers
and transformed the way people use their smartphones by offering millions of apps for
various purposes.

3. **jiPad and touch tablets**: Apple popularized the touch tablet with the iPad in 2010,
creating a new category of consumer electronics products.

4. **Mac and MacBook**: Apple has consistently pushed the limits of personal computing
with its Mac and Macbook computers, focusing on stylish design, high resolution displays,
and high performance.

5. **I0S Operating System**: Apple's iOS mobile operating system is recognized for its
simplicity and security, and has become a standard in the industry.
6. **Integrated Ecosystem™>*: Apple has developed an integrated ecosystem of products and
services, including iCloud, Apple Music, Apple Watch, and more, enabling a smooth and
consistent user experience.

7. **Sustainability Innovations**: Apple is committed to sustainability initiatives, including
the design of recyclable products, the use of renewable energy in its operations, and the
reduction of its carbon footprint.
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8. **Design and Marketing**: Apple is renowned for its stylish, minimalist product design
and impressive marketing campaigns.

9. **Privacy protection**: Apple has taken steps to protect the privacy of its users, including
by introducing features such as the App Tracking Transparency.

10. **Continued Innovation**: Apple continues to innovate by launching new products,
services, and software updates, and investing in areas such as augmented reality and health.
Apple has significantly influenced the technology industry, redefined design and usability
standards, and created a base of passionate customers around the world. Its approach to user-
centred innovation and simplicity has become a benchmark for many technology companies.

Under section -3M (Drucker P., 1985)

3M is famous for its culture of innovation. The company encourages its employees to devote
time to personal projects and also supports open innovation by working with external partners
to develop new ideas and technologies.

In his book, Peter Drucker explores the different facets of innovation and entrepreneurship,
focusing on how can promote creativity and innovation in their organizations. It also provides
practical advice on how to identify innovation opportunities, manage the innovation process
and develop a culture of innovation within the company. The 3M company is mentioned as an
emblematic example of an innovative company in this book.

3M is an American company founded in 1902 and is known for its ability to innovate in many
areas, including consumer products, protective equipment, medical devices, electronics, etc.
3M has been the source of many innovations that have had a significant impact in various
sectors.

What distinguishes 3M in terms of creativity and innovation management is its culture of
innovation and risk-taking. The company strongly encourages its employees to develop new
ideas and experiment. It has put in place a program called "15% Culture” that allows
employees to devote 15% of their working time to personal projects, thereby encouraging
creativity and innovation.

3M also has a robust idea management system that allows employees to submit their ideas and
develop them in collaboration with other colleagues. The company has a process of filtering
ideas that allows selecting the most promising projects to  develop.
3M is an emblematic example of innovative enterprise that stands out for its culture of
innovation, its ability to take risks and its idea management system. This enterprise offers an
interesting perspective on how to promote creativity and innovation in an organization.

Under section 4-Netflix (Reed & Meyer, 2020):
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Netflix adopts a creativity- and innovation-oriented approach by giving its employees great
autonomy.

The company also encourages risk-taking and values mistakes as learning opportunities.
Another emblematic innovative company that can be taken as an example in creative and
innovation management is Netflix.

Netflix is an American company founded in 1997 and is known for its streaming platform of
audiovisual content. Netflix has revolutionized the entertainment industry by offering a
business model based on the streaming of movies and series, without advertising and with a
wide range of content. The company has been able to innovate in its way of producing and
distributing content, including using algorithms to recommend movies and series to users.

What distinguishes Netflix in terms of creativity and innovation management is its culture of
experimentation and lifelong learning. The company encourages its employees to take risks
and test new ideas. It has set up a test and learning process, where small teams are tasked with
experimenting with new concepts and measuring results.

Netflix is also known for its data-centred approach, where decisions are made on the basis of
in-depth analysis.

Netflix is an emblematic example of innovative enterprise that stands out for its culture of
experimentation and lifelong learning, as well as its data-centred approach. This enterprise
offers an interesting perspective on how to promote creativity and innovation in an
organization.

Under section 5-Amazon (Stone & Brad, 2013):

Amazon encourages creativity and innovation by fostering a culture of continuous
experimentation and improvement. The company also encourages diversity of ideas and
perspectives by promoting inclusion and having a global team.

Amazon is another iconic innovative company that has succeeded in positioning itself as a
leader in the field of creativity and innovation management. Amazon’s leadership and
management approach places a strong emphasis on risk-taking and continuous
experimentation, which has enabled the company to launch many disruptive products and
services, such as Amazon Prime and the Kindle reader.

Under section 6- Pixar Animation Studios (Catmull E. , 2014)).

Another emblematic innovative company in creative and innovation management is Pixar
Animation Studios. Pixar is known for its ability to produce successful and innovative
animated films. Their approach to creativity management is based on principles such as
collaboration, experimentation, and appreciation of the ideas of all employees.
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These companies adopt different approaches to fostering creativity and innovation, but all
share a culture of openness, experimentation and encouragement to take risks.

Under section 7- Tesla Inc. (Vance, 2015)

Tesla Inc. is an American company specializing in the design, manufacture and sale of
electric vehicles, energy storage solutions and solar panels. Founded in 2003 by Elon Musk,
JB Straubel, Martin Eberhard, Marc Tarpenning, and lan Wright, Tesla has quickly
established itself as a major player in the automotive industry with its innovative approach
and vision to revolutionize the traditional car industry.

One of Tesla's most emblematic products is its range of high-end electric cars, including the
Model S, Model 3, Model X, and Model Y. These cars are known for their stylish design,
exceptional performance and high range thanks to the use of advanced lithium-ion batteries.

What distinguishes Tesla from other electric car manufacturers is its constant commitment to
innovation. The company has invested heavily in research and development to continuously
improve its products and introduce revolutionary new technologies to the automotive market.
For example, Tesla was one of the first manufacturers to introduce the autopilot system,
which allows its cars to drive semi-autonomously on highways.

In addition to its range of electric cars, Tesla is also a pioneer in energy storage solutions. The
company offers residential and commercial energy storage batteries, which allow the energy
produced by solar panels to be stored and used when needed. These energy storage solutions
are considered a major breakthrough in the field of renewable energy.

In addition, Tesla has also invested in the development of a network of super chargers, ultra-
fast charging stations spread around the world, which allow Tesla car drivers to recharge their
vehicles in just a few minutes.

Innovation is not only limited to Tesla’s products, but also to the company’s overall approach.
For example, Tesla has adopted a direct-sale model, avoiding traditional dealers and selling its
vehicles directly to consumers. This allows it to fully control the customer experience and
facilitate the purchase of an electric vehicle.

In short, Tesla Inc. is an emblematic example of an innovative company that has radically
transformed the traditional automotive industry with its high-end electric cars, energy storage
solutions and charging network. The company’s constant commitment to innovation and bold
vision have helped make Tesla a global leader in the electric mobility sector.

Under Section 8- SpaceX (Vance, 2015).

Space Exploration Technologies Corp., more commonly known as SpaceX, was founded by
Elon Musk in 2002. This enterprise is emblematic for its bold vision of making space
exploration more accessible and affordable. Here are some key points that demonstrate its
innovative character:
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1. Reuse of rockets: SpaceX has revolutionized the space industry by developing reusable
rockets. The Falcon 9, for example, can be used for multiple launches, significantly reducing
the costs associated with space flights.

2. The Starship program: SpaceX is working on the development of the Starship, an
interplanetary rocket that could possibly carry humans to Mars and other destinations. This
ambitious vision of colonizing Mars is at the forefront of space innovation.
3. Inhabited missions: SpaceX became the first private company to send astronauts into Earth
orbit through its partnership with NASA. The Crew Dragon capsule offers a new approach to
transporting people to the International Space Station.

4. Satellite Internet: With the Starlink project, SpaceX seeks to provide worldwide high-speed
Internet access using a constellation of satellites in low orbit. This has the potential to connect
remote and poorly serviced regions.

5. Continuous innovation: SpaceX is constantly working on new technologies, such as Raptor
propulsion, modernized space combinations and more, constantly pushing the boundaries of
space exploration.

SpaceX' constant innovation has transformed the space industry and aroused global interest in
space exploration. It illustrates how a company can change the world by pushing the
boundaries of technology and having a bold vision for the future.

An emblematic innovative company other than those mentioned above is SpaceX, founded by
Elon Musk in 2002. SpaceX is a private company specializing in the development of space
technologies. It is known to have succeeded in significantly reducing the cost of satellite
launches by developing innovative solutions such as reuse of rocket boosters. SpaceX also
developed the first private capsule capable of transporting astronauts to the International
Space Station.

When it comes to managing creativity and innovation, SpaceX is often cited as an example of
success. Elon Musk encourages risk-taking and fosters an environment conducive to
experimentation and innovation. It also encourages team-to-team collaboration and values the
diversity of skills and ideas. SpaceX also practices a form of agile management, allowing
rapid rotation and adaptation to new technologies and market demands.

Under section 9- Airbnb (Gallagher, 2017)

Another emblematic innovative company that can be seen as an example of good practice in
creativity and innovation management is Airbnb.

Airbnb is a private rental platform founded in 2008. It revolutionized the hosting industry and
experienced rapid growth thanks to its culture of innovation and its ability to stimulate the
creativity of its employees.
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The company has succeeded in innovating in a sector traditionally dominated by hotels and
has put in place strategies to meet challenges and criticisms. Airbnb has succeeded in
fostering creativity and innovation, offering useful lessons and insights for seeking to improve
their creativity & innovation management.

Under section 10-LEGO (Kristiansen & Rasmussen, 2014)
Another emblematic innovative company in creative and innovation management is LEGO.
LEGO is a Danish toy company known for its construction bricks.

LEGO has managed to reinvent itself over the years and maintain its leading position through
its ability to foster creativity and innovation. The company values the importance of play in
the creative process and encourages its employees to think creatively. LEGO has also
established flexible management structures that enable innovative ideas to develop and be
implemented quickly.

Under Section 11-Zappos (Hsieh, 2010)

Zappos is an emblematic innovative company in creativity and innovation management. This
online shoe sales company has managed to stand out with its culture of enterprise focused on
creativity, innovation and customer service.

Zappos encourages creativity and innovation by providing a dynamic and positive working
environment. They have established an organizational structure based on self-management,
where employees have the power to make decisions and innovate in their daily work. They
also set up an internal training and development program to help employees leverage their
creativity and come up with new ideas.

The company also has a unique approach to customer relationship, focused on customer
satisfaction and experience. They offer free express delivery service and facilitate returns,
thus  focusing on  customer  satisfaction  rather  than  short-term  sales.
Hsieh, the CEO of Zappos, explores how the corporate culture, based on key values and
principles such as transparency, trust, autonomy and customer satisfaction, has helped shape
Zappos’s success. It also describes the creative and innovation management practices
implemented by the company, including by encouraging individual innovation and
empowering employees to be creative.

Under Section 12-International Business Machines Corporation(IBM) (Tedlow, 2003).

IBM is an American company that operates in the field of information technology and
computer services. It is known for its rich history of innovation and its ability to adapt to
changes in the market.

IBM has implemented several innovation management initiatives and practices that have
contributed to its success. Here are some examples:
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1. Advanced Research Program: IBM has an advanced research program that encourages
fundamental and applied research in areas such as artificial intelligence, blockchain, cloud
computing, etc. This program enables IBM to stay at the forefront of technology and develop
innovative new solutions.

2. Open collaboration: IBM encourages open collaboration by working with external partners,
such as universities, startups and customers, to develop innovative solutions. The company
has also launched open collaboration initiatives, such as the IBM Watson Al XPRIZE
program, which aims to stimulate innovation in the field of artificial intelligence.

3. Culture of Innovation: IBM fosters a culture of innovation by encouraging employees to
take risks, experiment with new ideas and learn from failures. The company organizes internal
hackathons, brainstorming sessions and training programmes to stimulate the creativity of its
employees.

4. Agile Innovation Process: IBM has adopted agile methodologies to manage innovation.
This includes using methods such as Design Thinking and Lean Startup to quickly develop
prototypes, test ideas, and iterate on solutions. This approach allows IBM to reduce marketing
delays and obtain quick feedback from users.

Under section 13-IDEO (Kelley T., 2001)

An emblematic innovative company that can be regarded as an example of good practice in
the management of creativity and innovation is IDEO.

IDEO is a multidisciplinary design company based in California, United States. It is known
for its innovative approach to design thinking and its focus on creativity and innovation.
An emblematic innovative company that can be regarded as an example of good practice in
managing creativity and innovation is IDEO.

IDEO is a design and innovation company based in California, United States. Founded in
1991, IDEO is known for its human-centric approach to problem-solving and product
development. The company has worked with many major companies such as Apple, Procter
& Gamble, Ford and PepsiCo.

IDEO encourages multidisciplinary collaboration and co-creation, bringing together teams of
designers, engineers, psychologists, anthropologists and other experts to work together on
projects. The company also fosters a culture of experimentation, lifelong learning and critical
thinking.

Under section 14-Spotify (Duportail, 2020)

Spotify is a Swedish company that revolutionized the music industry with its music streaming
service. Founded in 2006 by Daniel Ek and Martin Lorentzon, Spotify offers an online
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platform that allows users to access a vast catalogue of streaming music, in exchange for a
monthly subscription.

What distinguishes Spotify from other music companies is its innovative approach based on
customization and recommendation. Using sophisticated algorithms, Spotify analyzes the
music preferences of users and offers them playlists and recommendations tailored to their
tastes. This customized approach provides users with a unique listening experience and
promotes the discovery of new artists and new songs.

In addition, Spotify has also established partnerships with labels and artists, enabling it to
offer exclusive content and launch innovative marketing campaigns. For example, the
company has launched customized playlists for professional athletes, collaborations with
fashion brands and original podcasts.

When it comes to innovation management, Spotify stands out for its culture of
experimentation and iteration. The company encourages its employees to try new ideas and
learn from their failures. This has enabled Spotify to develop new features and adapt quickly
to the changing needs of its users.

One iconic innovative company to consider is Spotify. Its approach to creativity and
innovation, with the Agile culture and the promotion of team autonomy, is well documented.

Under Section 15- Atlassian (Kalelioglu, 2023)

Australian company specializing in the development of collaboration and project management
software. Founded in 2002, it has become one of the global leaders in its field, with flagship
products such as Jira, Confluence and Trello.

One of Atlassian's main strengths lies in its creativity management. The company implements
a number of strategies and practices to encourage innovation and stimulate the creativity of its
employees.

First of all, Atlassian promotes a corporate culture oriented towards experimentation and risk-
taking. Employees are encouraged to propose new ideas and test them quickly. The company
implements pilot projects and internal initiatives to enable employees to explore new paths
and innovate.

Next, Atlassian encourages collaboration and communication within the company. Employees
are encouraged to share ideas, teamwork, and collaborate with colleagues from different
departments. Open workspaces and online collaboration tools are made available to them to
facilitate these exchanges.

In addition, Atlassian attaches great importance to autonomy and individual responsibility.
Employees are encouraged to take initiatives and take care of themselves. The company
promotes a distributed leadership model, where employees are encouraged to make decisions
and act independently.
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Finally, Atlassian also advocates transparency within the company. Information is shared
openly, decisions are explained and mistakes are seen as learning opportunities. This
approach creates an environment of confidence in which employees can express their ideas
freely.

Through these different practices, Atlassian manages to foster the creativity of its employees
and to stimulate innovation within the company. This approach contributed to its success and
enabled it to develop high-quality products, responding to the changing needs of the market.
A notable company for its creativity management is Atlassian. Explore "Team Geek: A
Software Developer's Guide to Working Well with Others™ by Ben Collins-Sussman and
Matthew McCullough's Team Geek : A Software Developers' Guide to working well with
others to learn more about the innovative management principles adopted by Atlassian.

Under section 16- Samsung Electronics (Song, Lee, & Park, 2018)

An emblematic innovative company that can be regarded as an example of good practice in
creative and innovation management is Samsung Electronics.

Samsung Electronics is a South Korean company that has become one of the world leaders in
technology and consumer electronics. It is known for its innovative approach and its ability to
launch innovative products onto the market.

Samsung Electronics has implemented several innovation management initiatives and
practices that have contributed to its success. Here are some examples:
1.Research and Development (R&D) investment: Samsung devotes a significant share of its
revenue to R&D, enabling it to develop new technologies and launch innovative products.
The company has many R&D centres around the world and also collaborates with universities
and research institutes.

2. Culture of Innovation: Samsung encourages a culture of innovation by encouraging its
employees to think creatively and to propose new ideas. The company organizes internal
innovation competitions, brainstorming sessions and training programmes to stimulate the
creativity of its employees.

3. Collaboration with External Partners: Samsung works with external partners, such as
startups, universities and suppliers, to stimulate open innovation. This collaboration enables
Samsung to gain access to new ideas, technologies and talents, thus strengthening its capacity
for innovation.

4. Structured Innovation Process: Samsung has implemented a structured innovation process
to manage the innovation lifecycle. This includes market research, product design,
development, testing and marketing. This process enables Samsung to effectively manage
innovation projects and ensure that they meet consumer needs.

Under section 17- IDEXX Laboratories (Hockenberry, 2015)
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An emblematic innovative company that can be regarded as an example of good practice in
creative and innovation management is IDEXX L.

This study examines how the company has succeeded in innovation in the animal health
industry by adopting a customer-centred approach and fostering a culture of innovation. It
provides a detailed overview of innovation management practices at IDEXX Laboratories.
IDEXX Laboratories is an American company specializing in animal health and veterinary
medicine. It is recognized for its innovative approach in the development of diagnostic and
animal care solutions.

IDEXX Laboratories has implemented several innovation management initiatives and
practices that have contributed to its success. Here are some examples:

1. Interdisciplinary collaboration: IDEXX encourages collaboration among different
disciplines, including veterinarians, scientists, engineers and marketing specialists. This
collaboration promotes the exchange of ideas and knowledge, which stimulates creativity and
innovation within the company.

2. Listen to customers: IDEXX attaches great importance to listening to the needs and
concerns of its customers, such as veterinarians and pet owners. The company organizes
discussion groups, surveys and regular meetings with its customers to understand their needs
and develop suitable solutions.

3. Investment in research and development (R&D): IDEXX invests significantly in R&D to
develop new technologies and products. The company has advanced research laboratories and
also collaborates with universities and research institutes to stimulate innovation.
4. Culture of Innovation: IDEXX promotes a culture of innovation by encouraging its
employees to propose new ideas and take initiatives. The company organizes brainstorming
sessions, internal hackathons and training programmes to develop the innovation management
skills of its employees.

SECTION Il SUCCESSED INNOVATION MANAGEMENT INITIATIVES AND
PROGRAMMS (Tidd, Bessant, & Pavitt, 2005)

Successful innovation management initiatives and programmes are essential to fostering
creativity and innovation within organizations.

1. Culture of innovation: Organizations that manage innovation successfully often have a
strong culture of innovation. This means that they encourage risk-taking, foster lifelong
learning, and value new ideas. They create an enabling environment for innovation by
encouraging collaboration, diversity of ideas, and rewarding innovative efforts.

2. Structured innovation process: Successful organizations in managing innovation set up
structured processes to manage the life cycle of innovation, from the generation of ideas to the
implementation of innovative projects. These processes often include phases of research and
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development, prototyping, testing and marketing. They enable efficient management of the
resources, timelines and risks associated with innovation.

3. Internal and external collaboration: Successful innovation management initiatives
encourage collaboration both internally and externally. Internally, this can translate into the
establishment of knowledge-sharing platforms, collective brainstorming sessions, and
collaboration between different teams or departments. Externally, this can involve
partnerships with universities, startups, customers or suppliers to stimulate open innovation.

4. Change Management: Successful innovation management often requires cultural and
organizational change. Organizations must be prepared to challenge traditional working
methods and adopt new approaches. This can involve employee training, effective
communication about the objectives and benefits of innovation, and alignment of incentives
and rewards with innovative results.

5. Measurement and evaluation: Successful innovation management initiatives establish
measurement and evaluation mechanisms to track innovation progress and outcomes. This can
include innovation-related key performance indicators (KPIs), employee satisfaction surveys,
regular evaluations of innovative projects, and feedback mechanisms to continuously improve
innovation processes.

Some successful innovation management initiatives and programmes that are often cited as
examples of good practice are:

Amazon's "Day 1" (Bezos, 2016): In his annual speech to shareholders, Amazon founder Jeff
Bezos stressed the importance for the company to operate continuously as a startup and
maintain a "Day 1" mentality. This encourages employees to remain agile, to be open to new
ideas and not to complain about the status quo.

In the 1930s (Hewlett & Packard, 1930), Bill Hewlett and Dave Packard founded Hewlette-
Packard (HP) in a garage in California. This small space has become the symbol of the
entrepreneurial and innovative spirit of the company. HP continues to encourage innovation
by offering internal entrepreneurial support programmes, enabling employees to develop and
test their ideas.

The "Google's 20% Time" (Page & Brin, 2004): Google encourages its employees to devote
20% of their working time to personal projects or areas of interest that are not directly related
to their current responsibilities. This encourages employees to explore new ideas and develop
their creativity.

These initiatives and programmes are often cited as examples of good practices in managing
creativity and innovation. They highlight the importance of a culture of innovation, support
for internal entrepreneurship and the creation of an environment conducive to exploration and
experimentation.
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CHAPTER VI - INTELLECTUAL PROPERTY AND INNOVATION
Definition of intellectual property (Bently & Sherman, 2001)

Intellectual property is a concept that encompasses the exclusive rights granted to creators and
innovators on their works, inventions, trademarks and trade secrets. It aims to protect the
rights of holders and to encourage creativity, innovation and economic progress.
Some key definitions of intellectual property:

Copyright: Copyrights are exclusive rights granted to authors on their original works, such as
books, films, songs and works of art. They allow the author to control the reproduction,
distribution, display and adaptation of his work.

Patents: Patents are exclusive rights granted to inventors for their new inventions. They offer
legal and temporary protection to inventors, allowing them to market their invention and
prevent others from using it without permission.

Trademarks: Trademarks are distinctive signs used to identify and distinguish the products or
services of a company from the products and services of other companies. They allow
consumers to easily recognize and distinguish a company's products or services.
Business Secrets: Business secrets are confidential and valuable information that gives a
company a competitive advantage. These can be formulas, manufacturing processes, business
methods, customer data, etc. Business secrets are protected byining their confidentiality and
appropriate security measures.

It is important to note that intellectual property is a complex and constantly evolving field,
with specific laws and regulations in each country. Intellectual property rights may vary from
country to country, so it is important to consult the laws and regulations specific to each
jurisdiction.

SECTION | INTELLECTUAL PROPERTY AND INNOVATION (Bouchoux, 2012)

However, you can find many serious references to the relationship between intellectual
property and innovation in the field of intellective property itself, as well as in related fields
such as economics, law and innovation management.

Intellectual property plays a key role in encouraging innovation. Here's how it relates to
innovation:

Protection of property rights: Intellectual property provides exclusive legal protection for
creators and innovators. This means that they can control and economically benefit from their
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creations, which gives them an incentive to innovate more. By protecting their property rights,
intellectual property ensures the recognition and appreciation of their work.

Incentives for investment: Protection of intellectual property rights encourages investment in
research and development. Companies are more likely to invest in new technologies,
inventions or creations when they know that they can get a return on investment through
property rights protection.

Promotion of fair competition: Intellectual Property prevents unfair competition and theft of
intellectual property. When creators and innovators are protected by intellectual property
rights, this encourages fair competition by preventing others from copying or using their work
without authorization. This promotes a healthy and equitable culture of innovation.
Knowledge sharing: Intellectual property also encourages knowledge sharing and
collaboration. Intellectual property rights holders may grant licenses or technology-sharing
agreements, allowing other market players to benefit from their innovations while retaining
their intellectual ownership rights.

Promotion of technology transfer: Intellectual property facilitates technology transfer between
countries and. Companies can enter into licensing or technology transfer agreements to share
their inventions and innovations with other market players. This can help stimulate innovation
and economic development in different countries.

In short, intellectual property protects the rights of creators and innovators, encourages
investment in research and development, and promotes competition loyalty, stimulates the
sharing of knowledge and facilitates the transfer of technology. All of these contribute to the
promotion of innovation and economic progress.

SECTION II- INTELLECTUAL PROTECTION ORGANISMS

Under Section 1 Intellectual Property Protection Agencies in the World (Johnson, 2015)

There are several organizations in the world responsible for the protection of intellectual
property. Here are some of the world’s most important organizations:

1.1 World Intellectual Property Organization (WIPO): WIPO is a United Nations specialized
agency responsible for promoting the protection of intellectual property worldwide. It
facilitates cooperation between different countries in the protection of intellectual property
rights and administers several international treaties on intellective property (Harms, 2005).
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2.2 National Intellectual Property Offices:The role of national IP offices in the protection,
management and promotion of IP rights in each country (Gervais, 2015).

For example:The European Patent Office (EPO): The EPO is responsible for granting patents
in Europe. It currently covers 38 Member States, including the countries of the European
Union and other European countries.

The EPQ's mission is to support innovation by promoting the protection of inventions at
European level

United States Patent and Trademark Office (USPTO): The USPTO is the governmental
agency responsible for granting patents and registering trademarks in the United States.

It plays a key role in the protection of intellectual property in the United States and works
with other similar agencies around the world.

Japanese Patent Office (JPO): The JPO is the Japanese governmental agency that manages
intellectual property rights in Japan. It issues patents and registers trademarks in Japan, and
also cooperates with other organizations internationally.

World Trade Organization (WTO): The World Trade Organisation is an international
organization that facilitates world trade and promotes the protection of intellectual property
through the Agreement on Trade-Related Aspects of Intellectual Property Rights. (ADPIC).

It plays an important role in the protection of intellectual property rights within the
framework of international trade rules.

It should be noted that there are many other national and regional agencies responsible for the
protection of intellectual property in different countries and geographical areas. These
organizations often work with international organizations such as WIPO to harmonize
practices and standards for the protection of intellectual property rights.

Under section 2- Intellectual Property Protection Agencies in Algeria (WIPO, 2023)
In Algeria, the body responsible for the protection of intellectual property is the Algerian
National Office of Industrial Property (ONAPI). It is responsible for the issuance and
management of industrial property rights, such as patents, trademarks, industrial designs and
geographical indications.

ONAPI is the competent authority for the registration and protection of intellectual property
rights in Algeria. It is responsible for receiving registration applications, examining their
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compliance with legal criteria, issuing protection certificates, managing the registry and
ensuring that intellectual property rights are respected.

UNOPS also works with other international organizations, such as WIPO, to facilitate
exchange of information and cooperation in the protection of intellectual property.

In addition to ONAPI, other Algerian agencies also play a role in the protection of intellectual
property, such as the National Centre for Research in Social and Cultural Anthropology and
the Ministry of Culture, which are involved in protecting copyright and traditional cultural
expressions.

SECTION Il MEASURING INNOVATION

Instruments for measuring innovation and creativity are tools used to evaluate and quantify
these two complex concepts. They allow you to measure and compare the level of innovation
and creativity of an organization or company.

There are different types of instruments for measuring innovation and creativity, ranging from
quantitative indicators to qualitative methods. Here are some examples of commonly used
measuring instruments (Drucker P. , 1985):

Quantitative indicators: These indicators use numerical data to measure innovation and
creativity. These may include measures such as the number of patents filed, expenditure on
research and development, turnover generated by new products or services, etc.
Surveys and questionnaires: Surveys and questionnaires are commonly used tools to gather
information on innovation and creativity. They can be used to measure the skills and attitudes
of individuals towards innovation and creativity, or to gather information about innovation
practices and processes within an organization.

Case studies: Case studies are qualitative methods that allow specific examples of innovation
and creativity to be examined in detail. They can provide detailed information on the key
factors of success or failure of an innovative project, as well as the processes and skills
needed to innovate creatively.

Composite indicators: These indicators combine several measures to provide an overview of
innovation and creativity. For example, the Global Innovation Index uses a combination of
quantitative and qualitative measurements to measure the level of innovation in countries.
It is important to note that measuring innovation and creativity is not an exact process. These
concepts are multifaceted and complex.
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CHAPTER VII CHALLENGES AND OPPORTUNITIES INNOVATION IN A
CHANGING WORLD

SECTION | TECHNOLOGICAL AND SOCIETAL TRENDS WHO INFLUENCE
INNOVATION (Harari, 2015)

Among the technological and social trends that influence innovation, we cite:

1. Artificial Intelligence (Al): Al has become a driving force in many areas, enabling
significant advances in automation, machine learning, voice recognition, computer vision, etc.
Al offers new opportunities for innovation in product and service customization, process
automation, and data-based decision-making.

2. Internet of Things (IoT): The IoT connects physical things to the Internet, enabling real-
time data collection and exchange. This connectivity offers new opportunities for innovation
in the areas of home technology, smart cities, connected health, precision agriculture, etc.

3. Blockchain: Blockchain technology enables the creation of decentralized and secure
registers. It offers opportunities for innovation in the areas of finance, logistics, supply chain
management, governance and transparency.

4. Renewable Energy and Sustainability: The transition to renewable energy sources and
sustainable practices is a major social trend. Innovation in clean energy, energy storage,
electric mobility, waste management, etc., is essential to addressing environmental challenges.

5. Personalized Medicine and Connected Health: Technological advances enable a more
personalized approach to medicine, using genetic data, health sensors, mobile applications,
etc. Innovation in health enables better prevention, diagnosis and treatment of diseases.

6. Sharing and collaborative economics: Sharing and collaboration platforms, such as Airbnb
and Uber, have disrupted many industries. Innovation in the sharing economy, collaborative
platforms, crowdsourcing, etc., continues to evolve and transform traditional business models.

7. Emotional intelligence and well-being: Emotional and wellness consideration has become a
growing concern in society. Innovation in the areas of mental health, stress management,
wellness technologies, etc. is aimed at improving the quality of life and well-being of
individuals.
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It should be noted that these trends are constantly evolving and that new trends emerge
regularly. It is important for innovators to keep an eye on technological and social
developments in order to seize the opportunities for innovation.

SECTION II- SUSTAINABLE INNOVATION: INTEGRATING ENVIRONMENTAL
AND SOCIAL ISSUES

Under section 1-Innovation and ecology (Braungart & McDonough, 2022)

The relationship between innovation and ecology is an important and constantly evolving
subject. Over the years, growing concerns about environmental problems have led to a greater
awareness of the need to develop sustainable and environmentally friendly solutions.
Innovation plays a key role in this process by enabling the development of new technologies
and practices aimed at reducing environmental impact and promoting sustainability.

Ecological innovation, also known as eco-innovation, is the development of new products,
services, processes or business models that contribute to the protection of the environment
while creating economic value. It can cover several areas, such as renewable energy, energy
efficiency, waste management, sustainable mobility, organic farming, etc.

Eco-innovation has many advantages. It reduces the consumption of natural resources,
greenhouse gas emissions, air and water pollution, and thus contributes to the preservation of
the environment and the fight against climate change. It can also create new economic
opportunities, stimulate economic growth and foster job creation in green and sustainable
sectors.

Many companies, governments and institutions are committed to promoting green innovation.
Policies and incentives are being put in place to encourage research and development of green
technologies, as well as to support that adopt environmentally-friendly practices.

Collaborations between the public and private sectors are also encouraged to promote
knowledge transfer and the adoption of new technologies.

However, it should be noted that eco-innovation cannot be seen as a single solution to all
environmental problems. It must be accompanied by other measures, such as appropriate
regulatory policies, environmental awareness and education, as well as a change in consumer
and business behaviour.

Eco-innovation is an essential element in responding to today's environmental challenges. It
plays a key role in the transition to a greener and more sustainable economy, while providing
economic opportunities and preserving our planet for future generations.

Some examples of green innovations (Braungart & McDonough, 2013):
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Renewable energy: The development of solar, wind, hydroelectric and geothermal
technologies enables clean, renewable power to be produced, thereby reducing dependence on
fossil fuels.

Eco-design: eco-design aims to design products taking into account their environmental
impact throughout their life cycle, from their manufacture to their disposal. This can include
the use of sustainable materials, waste reduction, ease of recycling, etc.

Sustainable mobility: innovation in the field of mobility aims to reduce the environmental
impact of transport. This can result in the development of electric vehicles, vehicle-sharing
systems, more efficient public transport, etc.

Agritech: agritech brings together technological innovations in the field of agriculture. This
can include the use of drones to monitor and process crops, vertical farming techniques to
optimize land use, intelligent management of water and nutrients, etc.
Sustainable buildings: Building innovation aims to build more sustainable and energy-
efficient infrastructure.

This can include the use of sustainable materials, the optimization of energy efficiency
through enhanced insulation, use of intelligent heating/cooling systems, etc.
Waste management: Innovation in waste management is aimed at reducing the amount of
waste produced, improving recycling and developing waste recovery techniques. This may
include selective collection, the conversion of waste into energy, the reuse of materials, etc.
Circular economy: the goal of the circular economy is to optimize the use of resources by
promoting the reuse, recycling and reuse of products and materials. This involves rethinking
traditional patterns of production and consumption.

These are just a few examples of eco-innovation. There are many other initiatives and
technologies that contribute to building a greener and more sustainable society.

Under Section 2-Innovation and Sustainable Development (OCDE, 2022)

Innovation and sustainable development are closely linked, as innovation plays a key role in
finding sustainable solutions to the environmental, social and economic challenges we face.
Innovation can take different forms in the context of sustainable development. This can
involve the development of new technologies and new products that are more
environmentally friendly, the adoption of more sustainable practices in and organizations, and
the exploration of new economic models based on sustainability.

Some companies and organizations are developing innovative products and technologies that
have a positive impact on the environment. For example, companies have developed more
efficient solar panels, batteries for storing renewable energy, more sustainable water
management systems, etc.

Innovation can also be used to improve business practices for sustainable development. For
example, some companies have adopted circular approaches, where waste is minimized and
materials reused as much as possible. Other companies have implemented corporate social
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responsibility programs to improve working conditions, reduce the environmental impact of
their operations, and support local communities.

It is important to note that innovation is not limited to large companies. Small and medium-
sized enterprises, social entrepreneurs and startups also play a crucial role in sustainable
innovation, bringing new ideas and developing local solutions tailored to specific needs.

Innovation is a key driver of sustainable development. By creating new technologies,
adopting new practices and exploring new economic models, we can find sustainable
solutions to build a more positive social, environmental and economic future.

Under Section 3 Marketing creativity: The Key to Modern Business Success

In an increasingly competitive business landscape, companies must find innovative ways to
capture and retain customer attention. Creativity in marketing is the driving force behind such
efforts. It involves a blend of imagination, strategic thinking, and execution to craft messages,
campaigns, and experiences that resonate with audiences and differentiate brands from their
competitors. In this under section , we will explore the significance of marketing creativity,
the factors influencing it, and how companies can foster creative approaches to achieve
sustained success.

A Definition. What is Marketing Creativity?

"Marketing creativity is the ability to generate fresh, original ideas that are both novel and
appropriate, aimed at solving marketing problems or exploiting market opportunities in
innovative ways." (Kotler & Lane Keller, 2016)

Marketing creativity involves using innovative and imaginative approaches to promote
products, services, or brands. It goes beyond traditional marketing strategies to capture the
audience's attention and engage them on a deeper level.

Marketing creativity refers to the ability to generate fresh, innovative ideas that solve business
problems or achieve marketing objectives. It is not simply about being flashy or original,
rather, it is about finding new ways to connect with customers, build brand awareness, and
drive engagement through compelling messaging or campaigns. This form of creativity can be
expressed through different mediums—whether through advertising, social media, content
marketing, or experiential campaigns.

Creative marketing is often what turns an ordinary product or service into something
memorable. When executed well, creative marketing not only enhances a brand’s image but
also plays a crucial role in its overall success.

B. The Role of Creativity in Modern Marketing (Fillis & Rentschler, 2005)

"Creativity in modern marketing isn't just about flashy ads or clever copy. It's about finding
novel ways to make products, ideas, and messages spread. Creativity helps marketers break
through the clutter, gain attention, and make their content more shareable.” (Berger, 2013)
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This highlights creativity as essential for building buzz, engaging consumers, and ensuring
that messages spread virally in today's digital landscape.

In other terms and more precisely it means:

1.Brand Differentiation In a crowded marketplace, standing out is one of the biggest
challenges businesses face. Creativity in marketing allows brands to differentiate themselves.
A creative campaign can give a brand its unique identity, appealing to target customers in
ways competitors cannot.

One of the best examples of creative marketing for brand differentiation is Apple. Apple's
"Think Different" campaign effectively positioned the company as an innovative force in the
tech industry. The company's approach to minimalist design, coupled with iconic advertising
campaigns, continues to reinforce its brand identity decades later.

2. Emotional Connection Customers today seek more than just products and services; they
want to connect emotionally with brands. Creative marketing taps into these emotions by
telling stories, evoking feelings, or aligning with the values and aspirations of the target
audience. This emotional resonance fosters loyalty and encourages repeat business.

Consider Nike's "Just Do It" campaign. By merging athletics with empowerment and
storytelling, Nike was able to inspire consumers to push beyond their limits, creating an
emotional bond that transcended mere products.

3. Adaptability in the Digital Age The rise of digital media has dramatically changed how
businesses market themselves. With the advent of social media, influencer marketing, and
viral campaigns, creativity has become more important than ever. Creative digital campaigns
allow businesses to leverage social platforms to reach massive audiences, often with a fraction
of the budget needed for traditional advertising.

For instance, Old Spice's viral "The Man Your Man Could Smell Like" campaign is a prime
example of how creative digital marketing can revive a brand and connect with younger
audiences. It was fresh, unexpected, and perfectly tailored for the online audience.

4. Problem Solving Beyond communication, creativity plays a critical role in problem-
solving. Marketers are often tasked with overcoming challenges such as low brand awareness,
changing market conditions, or customer apathy. Creative solutions often lead to out-of-the-
box thinking that addresses these challenges in innovative ways.

C. Components of Creative Marketing (Fillis & Rentschler, 2005)

Marketing creativity is built on several core components that come together to form a
successful campaign. These components are interdependent and must be skillfully managed to
achieve the desired results.

1. Insight and Data Creativity in marketing does not emerge in a vacuum. It is driven by
insights derived from data, including market research, consumer behavior analysis, and
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industry trends. Marketers must first understand their audience—what they want, how they
think, and what motivates them. This data serves as the foundation upon which creative
strategies are developed.

2. Storytelling At the heart of creative marketing is the art of storytelling. Stories are a
powerful tool for communication because they create an emotional bond with the audience,
making the brand more relatable. Whether it’s through a 30-second ad spot or a social media
post, storytelling has the ability to make a brand memorable and foster a sense of connection.

3. Innovation and Experimentation Creativity requires risk-taking and a willingness to
experiment. Innovative ideas often arise from trying something new—whether it’s a new
content format, distribution channel, or messaging style. Marketers who embrace innovation
are more likely to stay ahead of the curve and keep their campaigns fresh.

4. Visual and Sensory Appeal Creative marketing also relies heavily on visuals and other
sensory elements to capture attention. Whether through striking imagery, color schemes, or
immersive experiences, the way a brand presents itself visually can make a lasting impression
on its audience. In today’s digital landscape, where attention spans are short, a strong visual
identity is crucial for engagement.

D. Challenges in Implementing Marketing Creativity (Hisrich & Veland, 2017)
The most important challenges in Implementing Marketing Creativity are

1. Risk Aversion Creative marketing often involves a degree of uncertainty and risk, which
can make businesses uncomfortable. Not every idea will succeed, and fear of failure can
prevent marketers from taking bold, creative leaps. Overcoming this challenge requires a
culture that values experimentation and is willing to learn from failure.

2. Balancing Creativity with Strategy Creativity for creativity’s sake does not guarantee
success. The most effective marketing creativity is aligned with a clear strategy. Marketers
must balance bold ideas with business goals, ensuring that campaigns are both imaginative
and purposeful.

3.Limited Resources Creativity can sometimes be constrained by budget and resources.
Producing high-quality creative content, especially in a competitive market, often requires
significant investment in talent, tools, and distribution. Smaller businesses, in particular, may
struggle to compete with larger brands in this regard. However, creativity does not always
require huge budgets—sometimes, simple, cost-effective ideas can have the most impact.

E- How to Foster Creativity in Marketing (Judkins, 2001)
To Foster Creativity in Marketing, it’s important

1.Encouraging a Creative Culture Companies that succeed in creative marketing often
cultivate a workplace culture that encourages creativity. This involves giving employees the
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freedom to think outside the box, rewarding innovative ideas, and creating a safe environment
where experimentation is encouraged.

2. Collaboration and Diverse Perspectives Creativity thrives in collaborative environments
where people from different disciplines come together to brainstorm and solve problems.
Marketers should work closely with designers, writers, data analysts, and even customers to
generate fresh ideas.

3. Continuous Learning and Adaptation The marketing landscape is constantly evolving, and
staying creative requires continuous learning. Marketers should keep up with industry trends,
study consumer behavior, and be open to new technologies and methodologies. Adaptability
is key to maintaining a creative edge in a dynamic environment.

4. Use of Creative Tools and Technology Today, there are countless tools available that can
help marketers tap into their creativity. From graphic design software and video editing
platforms to Al-powered analytics tools, technology can enhance the creative process by
streamlining workflows and offering new avenues for creative expression.

F. Case Studies of Marketing Creativity (Amra and Elma, 2023)

1. Coca-Cola’s “Share a Coke” Campaign One of the most iconic examples of creative
marketing is Coca-Cola’s “Share a Coke” campaign. By replacing its iconic logo with popular
names on bottles, Coca-Cola created a personalized experience that resonated with customers
on a personal level. The campaign drove a 7% increase in sales in the United States and
generated significant social media buzz.

2.Airbnb’s “Belong Anywhere” Airbnb’s “Belong Anywhere” campaign was a brilliant
example of creative storytelling. By focusing on the idea of belonging, Airbnb tapped into the
emotional needs of travelers looking for authentic, personal experiences. The campaign
redefined the brand’s identity and reinforced its core mission of community and belonging.

3. Spotify Wrapped Spotify's annual "Wrapped" campaign is a creative way to engage users
by personalizing their experience. By offering users an individualized summary of their
listening habits, Spotify makes its users feel seen and valued, while encouraging them to share
their Wrapped stories on social media. This campaign has been wildly successful in creating
buzz and engagement around the brand each year.

4.Dove's "Real Beauty" Campaign:

Dove's campaign focused on real women and real beauty, challenging societal standards of
beauty. The use of real women in ads and the message of self-acceptance resonated deeply
with their audience, fostering a strong emotional connection.

5.Red Bull's Stratos Project:

Red Bull pushed the boundaries of marketing creativity by sponsoring Felix Baumgartner’s
record-breaking freefall from the edge of space. This stunt not only showcased Red Bull’s
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brand message of extreme energy and adventure but also garnered worldwide attention and
massive media coverage.

6. Burger King's "Whopper Detour":

Burger King offered its app users a Whopper for one cent if they ordered it within 600 feet of
a McDonald's. This clever use of geofencing technology drove app downloads, increased
engagement, and generated buzz.

7.1KEA's "Bookbook" Ad:

IKEA created a parody video mimicking a tech product launch to introduce their catalog. The
humorous and clever approach likened the physical catalog to a high-tech device, making the
mundane exciting and shareable.

Marketing creativity is an indispensable asset in the modern business landscape. It allows
brands to differentiate themselves, connect emotionally with customers, and remain adaptable
in a fast-changing world. While creativity comes with its challenges, those who embrace it
and integrate it strategically into their marketing efforts will be positioned for long-term
success.Businesses that invest in fostering creativity, nurturing collaboration, and continually
experimenting with new ideas will be able to craft memorable campaigns that not only
captivate their audience but also drive measurable results. Whether through storytelling,
innovation, or visual appeal, marketing creativity is the key to staying relevant and
competitive in today's marketplace.
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CONCLUSION

Creativity and innovation management is expected to play an increasingly crucial role in the
coming years as companies seek to differentiate in increasingly competitive markets. Here are
some important prospects for creativity and innovation management (Chesbrough H. , 2003):

Interdisciplinary collaboration: Tomorrow’s innovations will often require the integration of
skills and expertise from different disciplines. Companies will need to foster interdisciplinary
collaboration by encouraging team diversity and creating collaborative work spaces that
enable smooth interaction between departments and individuals.

Open Innovation: Collaboration with external actors, such as universities, start-ups and
customers, will become increasingly important to boost innovation. Businesses will need to
develop strategic partnerships, open acceleration programmes and innovation platforms to
leverage external ideas and knowledge.

The incorporation of technology: Technological advances such as artificial intelligence, the
Internet of Things and virtual reality offer new opportunities to stimulate creativity and
support more agile innovation processes. Companies will need to explore and integrate these
technologies in a strategic way to improve their innovation capabilities.

Organizational agility: Innovation cycles are becoming shorter and shorter, which requires
increased organizational agility. Companies will need to adopt agile methodologies such as
scrum or design thinking, so that they can quickly adapt to change and quickly iterate on
emerging ideas.

The culture of innovation at all levels: Creativity and innovation should not be limited to a
few teams or departments. They must be integrated into the corporate culture at all levels,
encouraging each employee to contribute and engage in innovation initiatives.

Creativity and innovation management must evolve to adapt to technological, economic and

social changes. Companies must be prepared to explore new approaches, promote
collaboration and create an environment conducive to creativity and innovation.
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APPENDICES

APPENDIX |

Tableau 1 : Evolution du concept d’innovation entre 1934 et 2020

Amtenrs Anndus Falnrs de vine TéMmitlons
Schumpeter 1934 Mction fece dune mutation | o L'innovation est wn processis de muintions industrielles, qui révolotionne, sans
industrielle cesse ln stmctore économique de [imtérieur, détnwisant sans cesse 'ancienne, en
creant sans cesse ane nouvelle » cite par (S ledeik, 2003, p : S0)

Sehumpeter 12 Dienssine " inventin « L'mnowvatseon 3t particuliérenient [« domaine des enmepremenrs, dont la fonction €51
de rdformer on de révalutionner le modéle de production en explostsnt ume invention
al, phis péndralement, wne posaibilitéd technalogegee non tesrée pour prodaire une
mavells morchandise en m procuire nne ancienne dune manire neuvelle, en
COVESIE T e vesn débenclie poss les produis s, p 1 32

Barnet 1953 L'ionovaticn comme quelqee | « L' innovation pewt fre towte persée, bt compertement on chose qui est nouvean
chose de nouveas parce qu'il est qualitativement différent des formes existontese cite par (Kotsemic
etal 2H 3 p i)
Muohr 1965 Bonetia de surmooter les | « L' innovation est one fonetion dsteractson eotre b mativation & innever, b foree
chetacles des abstacles o mnever et b disponabibite des ressources ponr surmenter ces
abstacleso, p: 111
Utterhack 17 L'imnovation comme « L'innovation est nne invention qui a atteint son introdu ctien mr le marché dans le
donmaine d°invention cag dun wowvean produic ou qui o & mtilisde poor by premiére vl dans un procesms
de production. dans le cag dune innovation de procede o, p ;77
Alkem & Hage 1971 Procesms de génération et « L'innovation est ls génération, I'sccepintion of bt mise on eenvre de noovelles sdées,
mise ein cuvee des powvelles | processus, produis en services, pour la premidre fols an sein d'ene orgamisation o,
idees cité par (Kotsemir et al., 2003, p - &).
Fabiman, 1973 LYimnovabon comme «l “innowvation esium processes crianf par lequel deux ou phisienrs concepis o
Tamean amnid processng d'invenition entités existants sont combands dune mankére nouvelle poar  produire une
Helbek configeration monrme auparsvand de |a persceme impliqoée v, cité par (Kotsernir |
I3 o6
Nelsom&Winter 1982 HMeavemnte des productions | « L innovation est un ensemble des novvems produits ou services, des nouvems
ol Strecinres processus o des nouvelles strootures orgeeisationnelles que bes entre prises utilisent
DrFIIiII!iMqulI! |pour s concumencer et répnndr: a la demande des chents o, cite par {Hadjimanolis,
1907, p 15
Dracker 1985 il d°explovtaton d'wn « L'mnovatses est un outil spécifiqoe des entreprenenrs poar exphoiter le changement
changement poar unee endregrise ou un service diversifi et une discipline qui peat e apprise et
pratiquée », ¢kt por (Zawsw | et al, 1016, p 85
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¥an de Yen 1980 Ilise em dEwvTe et u L'innovation est définge comme be diveboppoment et la midse m euvre de moavelles
divrloppemnt didéo idége par des porsonnes qui, au fil do temps, Emgagmt dons des ansactions aves
d'aukres au -:H.'i_n d'wn ordre metiutionngl =, p : 550,
Ursbie 1958 Mise en wuvee I ldie u L'mmovaticon coasiste 4 générer une noavelle bdde et by metire en euvre dans un
nouvenn prodoit on service, condnisant 4 développer de Téconomie notionale et @
'mgmentation de Pemplod ainsa qu't nne oréation de profit por posr Fentreprise
COmmEciale v s p i J,
Tasi 1988 Décomverie et diveloppement | o L' mesrvotion est la recherche et la decouverte, Fexperimeniation, be développement,
d un nowv ean prodait on linuitntion et Fodoption de nouveans produits, de nouvessx processas de production
srucinrg ot dg nonvelles mﬁﬂmim! wEiHHunnulks N
Amnbille 1388 Mise en eenvre T idie o Llinnovation est une mise en eovre rdussee didées crdotves s sein dune
organizations, notnt en ontre que les idées créatives émint celles qni Eaient
-lnmvr'll_rs et ntiless, p: 116
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o |"amergemce d'idée ln gestion, ar elle vise la nouvemuie et s'évend de I'émergence de Midée & sa
commercinlsation sons forme de prodoction, d“échange, de consommation »,Cité par
(K opahmyey, & Maziliskss, 2007, p : 0§
Wi & Farr 1% Inoduction de pouveaun | o Linoodection e Pappdication intentionnelbs dans nn groupe on ane organisation
produit ou processus a Fonité | didées, de nowveanx processns, de produits ou de procédures, pour Iumité Sadoption
concemée, congns pour hinéficier de mansére significative @ Findivido, oo grompe, 4
1" iR 4 A |2 g0ribéne an peng bpe s, p i b,
Jprde& Teece 1950 Déconverte et creatzom dun a L'innenvation est la recherche et |a découverte, le developpement, Famelsaration,
nouvean procuit, service, I'sdoption et la commerciakisation de nouvesux processus, de noaveanx produois et de
procezms e siruchns novelles srustures ef pros cdures orgmnisationnellss =, p ; 76
Tham anpour 1931 L adopeion de queloqee ul“inmovation est *mdoption dwn appareil, dem syséme, dune politigue, dun
éliment de nenvean progromme, dem processns, §nn prodoit oo dwn service genére en interne co achebd
qui est nouvenn prour I'G_'Enisllion =i Ta aﬂlﬁn.p - 556
Kinz 1953 Frocessus d introdnction d'un | o L mnovation est b sequende M activités par lsquelle un nowvel élémsent est introduit

nomvel element

dans mne nnite sociake, dans Fmtengion de profiter a l'unibe ; L'ébément n'a pos besoin

d'étre entierement nonvem ou inconmu des membres de Fonite, mois il doit impliguer

Ay changement perceplille on nue remize en question s, p i J1

Mokrl & Caulan 15 Adogrion d i moavel « LT innovarion et ére tomt paliiqne, smenire, méthale s procesaE, produe o
elément gar Fiisine apperminie de maircheé goe b reaponsable d= Poankcd maovante pergod oommme
nnw:_llvl wop: 135
Amubile, Comtl 199 Mlise o asvre de bonnes = Lmmnovatsss =t la mise en covre renssle £ldées oreatives sy sem dune
o Cionm idies or panisation, ef |a réwssite de Cimplementation ds nowveaus progrommes produits om
Lazemby & services dépend dune pesonng on dane equips mynnt une bonne idée, o 1154
Hersn
Tramanpour (LY Crotil de chan granced = L'inngvation «=t un moyen do changsr ume orgamisstione of los changomasts
of ganisalionneg| patinans peuvenl prendre plugicirs fwmes, & mrnvealx prodiile on srviced, de
monvelles technologies de processas, de nowwelles snscrares orgamisntsormelles
syskémees adminstratifs, ou nowvesux plans ou programmes ko : 644
Afuah 1955 L mnowmison comme « L'innovation se definie comme de noevelles connmssances incorporees dans les
msemble de noavelles produits, processes et services o cibé par (Kogabayey, Marilimmskas, 2007, p - bd)
_ EONRisEIN e
Tidd, 1985 Frocesms de chan germent « L'mnovation se définie comme un processns de ransformation dnne opportenité en
Peszant,Paviid d™une opportenite 4 wne idée | idées nowvelles of largoment wtilisee dars b prategee =, cibe par (Zewawi o ol 2006,
Willey o B8
FParier & Sterm s Tramsfomation des «Limnovation est uns ransformation des conmaissmnces ow moovesen prodoigs,
Coamassnnoes d un nonvel olessus o services..o, p oo 123
dldment
Vam de Ve, I Miae en cenvre o1 sl innovarion et mn procesane de développement er de mise en e dung
Folley . Varud developpement d'idée memvelle wdée o, p o 9).
&
Yenkararaman
Boer & During Tl Cambiner de nonvess eatre | « Linnovation est nne création dune momvelle sombinaison entre le prodnit, le
des Elkmenia marche, ki technclogie, et Morganisation w, p o B4
Garca o g Processes permettant le « L innovation =t un processne ibdratif mitie por la
Calamisnme develppmoment de | povepion d'sn nmevean marshs ot'on @'uns pewvelle opporiunite de serviee pour
prodeccion et de la une wvention techmologiqne qui mene & des thones de Séveloppement, prodoction et
cammercislisation de commercizlisation sgissamt powr le seocés commercil de Fsvestion o cité par
(o Rejeh, 2008, p: 21k
Hegers 1003 Haowvelle idée, pratigue cu « L'innovation peut €ire une idée, une pratigoe oo on ohjet qui est pergn comme
nivrwel pjet TRTVEE EE1EY iRl s e sere niind dackgption v o 12
Hecsami, I Frocesmas de renoavellement | o L'mnovation represente le procesmis de remouvellement de baze dams tonte
Lamming, ar panisations, p - | 26b
Mok, &
Philllps
Heleday 005 Moovel dément « L'innovation est towt produdl, processus o seavics nouvean powr Menmeprise, pas
sl lement nouvery dans le monde o sor le marclé. », p. 123,
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Ealy 1008 Acrivied issne d un msavel o L' mnovntion estone perivicd qui o5t issne 4 un objec nowv e, dorabdement intépré
clEment 3 & v irmmETEnt =, dgité por, Bei Rejeh, 2008, 5 21)
o0 Tramsformatim 4" idéc o a L'inmavation csi la conversion done momvells idéc en reverms o on béncfkess, p
r!rn_l'll 21
200% Mise en wovie o o L' moovaticn est le developpement e Furocaction intentionnelle d'idées nouvelles
développement d iée etutiles par des mdividus, des equipes ot des organisations », p 1 503,
00w Frocesans de monsformation | o Linsovation e un procesdns e pligieirs éapes par lequel les organisations
d' e en newveans om ansforment lows e o preduils, sovies ou processus novrswes oo amelimes,
Sambroak amdliorss prodoies ou service | afin de progresaer, déme compérindi & de ge diffreacier avec muecdd sur lewr
nerche e, p: 1334
A Snilivan & IR L inmovation comme vecteur | o L' mnovation est I'application d'owtils et de techmiques pratiques qui appoctent des
Tranley th shangement changemens anx produits, processue o sovis cs, par linroduction de quelgue chose
d powvean pour Iergansation qui ajonte de o valewr oox clients ot contribue an
sbockape des connamssamces de Fentreprise s pe: 5
WAk & T Linnovatis cminie motenr | o Linsovation est Nmbioion 4 iodvesun grodsiE e services, elle doome une
Kafvaros de valor impulsion oux économies émergenies en cwvrant des opponunids de comserce
aEnarional w, cité par (K oemin e sl, 2003, pea).
Sdlversielin, 200w Walair domnde an clenr &1 & a L'movation esl Macie de générar phoe de waleir poar le client «f 'adreprise o
Samiuel & Ientreprise aceemplessmnt s ravad 4 faire mieux que qulcongue s, p 18,
Decarls
Tidd & Bossami 200w Trocessne de tronsformation | o Linnovation est un prosessns qui consisie 3 transformmer les opportunites o idées
d"opporunit ea idée neavelles et b les meettre en pratigue largement répando s, p: 16
nowvelle
Crissan & anim Tisranduicricen € a L7meovation est la praductics on Padegdica, Massimilaion o Fespleistion ddne
Apayiln développersent dan prodult, | nsuveantd d valaur ajpetée dams les sphidres boonomaqees o sociales, resoavellement
service, marché ou systemes | ef #largmsement des produits, services et miarches, développement de nouvelles
de geation nxtthoded de production, <f mise ¢n plice de nouvemx syatémes de gestion, C'est 4 la
fois processns et un esu lart v, p o 1155
Kahm FITES Mme suvre dune noovelle L. mmovation est ure romvelle ddie, mithode oo sppaceil, «"est Nacte de eréer un
idée poiii Crder W idiveni | nsivesn prodait o geocddé, qii comprend @ne ivention & le mavail regiin poin
produi ou procéde amener wne idde o0 mn concopt & sa Forme Fnale «, p o 454
COmrensnt f e e
Tradi 20 Deation du proves=es d7idee, | oL'innevation st |o pesteom de toobes les activibds impliqguecs dons ke proscasus de
de developpement de penemtion  dudées, de  deéveloppement  technolopique. de  fabrcation et de
produstion o sommors mlEsstion d'wn produit on dan processs de fabricotion oo don Gquipement
commercialmation & on noarvean (ou améliorels, po 15
nonval dlément
Kumar ik Monvelle offie a L'mnovation ¢ eae soevelle offie vishle, dans an contexie o ane dpogec
sptcifiques, crdant de lo valear ponr Petilisatewr et le foarnisseur o p: 1
Tenl haesel FITE o ere gl Raisn o AL wmovation est la commercialianion de fout sravesd prodol, procede ou dée, ou
modifis atio wn nouveam by v ifis piom <t I ecombinaizen de produits auistantss, p o 172
prodiil o idie
Hehillng 1013 Mlase e eeuvre ot protegpee ol wemovation et la mise en eovre pracigue dune idée dans un noovemn dispositif ou
_ _ d"idee processuss, p - [E3
hicKiniey. 2ni4 Mouvoon produ i, sorvise on | oL wmovation pest €ire towd nosvean prodait, service on processne de producizon qui
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Braun production aniériearese, p: 91}
Eavwwnd FLOTY Creatron on pmelsomtion d™on | o L'innovation, est definie comme |a creation on Pomelioration de produms ow de
nciivsan o il ol Aervice BEViE e poul prodi ing g clpee Clicae de e veai =, p o 91
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pErmenan ls iédneion des | gagner di g s g T
colits et s pnisntation de
iialae
Tuwques, Leper. e Amélicration des méthades ot | o L'innevstion peut fire nne eoaree darantage concnrrentizl poar les entreprisae, soit
Rasse & Areal technkmes pour générer de | par Famiéliormicom des méthodes et technbques copabrles de génédrer de nowveasux

nouvrau prodnits on

produ its on services, soit par b parfeeionnement de comx eistants v, g 1L

SEVices
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APPENDIX 111

LISTE DES CAS DE BONNES PRATIQUES DU BENCHMARKING
INTERNATIONAL,

DU PORTUGAL,DE LA FRANCE ET DE L'ESPAGNE

CAS CAS PARTENAIRES CREA BUSINESS IDEA
INTERNATIONAUX PORTUGAL FRANCE ESPAGNE
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Buhler

Laboratory o
(Suisse) °
Unilever .

(International)

Hermia Ltd
(Finlande)
[ ]

Bosh Innovation

Unit in Aveiro °

(International) °
(]

SONAE

(Portugal)

CIEBI

“Benchmarking”

“Teatro para el
cambio”
“Workwell —

Gimnasia laboral”
“‘Empresa Na Hora”

CRIA

“Ildeas em Caixa
2007”

“Red GAPI”
“SPAROS
“‘Natura Algarve”

(marque déposée)

CCI GERS

“Lean Management”
“Auto Management”
“El cadigo de las
burbujas”

“ACT 21”7
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ADER (La Rioja)

Cluster Genio

Plan Emprende Rioja
Ayecue

LOGROTEX

FUNDECYT (Extremadura)
e “The Cofee Break”
e “Gabinete de Iniciativa
Joven”
e “Emo — Formacion y
Comunicacion Creativa”
e “Hotel de larisa”
AT (Andalucia)
e ‘“Innovia”
e “Open Mind Award”
e ‘“Laboratorio de Creatividad”
e “Termicol”

IMADE (Madrid)
e “Madri+d”
e “Madrid Emprende”
e “Calordom”
o “Projech”



CAS DES MEILLEURES PRATIQUES A L'ECHELLE INTERNATIONALE

NOM DE LA BONNE PRATIQUE

Buhler Laboratory

SECTEUR — DOMAINE DE CONNAISSANCE

Industrie agroalimentaire, processus chimiques, fabrication de moules.
BIOTECHNOLOGIE

PAYS REGION, LIEU

Suisse Zurich

DESCRIPTION DE L'INITIATIVE

Buhler est une entreprise spécialisée dans les services d'amélioration de la compétitivité de
ses clients dans les domaines de la construction de locaux, dans les technologies de
pressage (industrie agroalimentaire), traitement chimique, la fabrication et moulage de
matériaux, et dans la fonte.

L'entreprise emploie plus de 7 000 personnes dans le monde, elle compte environ 500
employés consacrés exclusivement aux tdches de Recherche et Développement, et elle
consacre environ 47 millions d'euros aux activités de recherche.

L'entité effectue un énorme travail d'innovation visible au nombre de brevets annuels
(environ 300 a 400) et au nombre de produits nouveaux sur le marché (entre 15 a 20 a
l'année).

GESTION D'IDEES

Dans la conception de lidée, on comprend que la participation d'une équipe
multidisciplinaire est nécessaire pour développer toutes les étapes indispensables a la
concrétisation d’'un projet. Chez Buhler, la conception et le développement d'une idée suit
cette méthode, a I'exception du cas de la conception d’engins, ou c'est la méme équipe
d'ingénieurs qui suit tout le processus.

A I'échelle opérationnelle, les équipes de recherche se composent de 20 membres, qui
développent la recherche fondamentale a partir des objectifs émis par la direction, qui, a son
tour, se laisse guider par les nécessités spécifiques du client.

De la conception initiale de I'idée jusqu'au développement du produit découle un processus
plus ou moins régulier composé d'un "brainstorming"”, d’'une recherche en base de données,
la formulation de I'hypothése, 'organisation de I'équipe de travail pour développer l'idée,
I'attribution du budget et le contréle depuis la direction. La durée totale d’'un projet est
d'environ 4 a5 ans.

ASPECTS RELATIFS A LA CREATIVITE ET A L'INNOVATION

La direction est la source principale de soutien et d'incitation au développement de projets de
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NOM DE LA BONNE PRATIQUE

Unilever (Port Sunlight Research Center, UK)

SECTEUR — DOMAINE DE CONNAISSANCE

Nutrition, hygiéne et soins.
BIOTECHNOLOGIE

PAYS REGION, LIEU

International NA

DESCRIPTION DE L'INITIATIVE

x

Unilever est une entreprise multinationale consacrée au développement et a la
commercialisation de produits de nutrition, d'hygiene et de soins avec des marques
commerciales telles que Sunsilk, Rexona, Axe, Knorr, Flora, Lipton, Signal etc. Elle emploie
environ 174 000 personnes dans plus de 100 pays.

En matiere d' "Innovation et R&D", I'entreprise emploie environ 6 000 chercheurs (dont 800 se
situent dans le centre de Recherche et Développement de Port Sunlight en Grande-Bretagne).
La dépense destinée aux activités de recherche et développement s'éleve a environ 920
millions d'euros d'apres les données de 2008.

Le travail d'innovation de Unilever s'apprécie par les brevets de son entreprise (environ 250 a
350 chaque année) et aussi par le nombre de produits nouveaux qu'elle lance sur le marché
(entre 15 et 20 par an).

GESTION D'IDEES

La conception de I'idée dans I'entreprise nait grace a des réunions périodiques ou le débat
tourne autour de la question suivante: que va faire Unilever dans 20 ans? Comme résultat de
la réflexion qui suit, les idées générées doivent étre approuvées par un chef de projet et des
qu’elles sont acceptées, un rapport détaillé est établi pour une analyse approfondie.

Lorsqu'il est considéré intéressant pour I'entreprise, un financement lui est accordé ainsi
qu'une équipe de développement spécifique chargée de suivre toutes les étapes.

ASPECTS RELATIFS A LA CREATIVITE ET A L'INNOVATION

Les personnes avec une capacité créative significative ont la possibilité de négocier leur
salaire en fonction de leur "production créative". En ce sens, un chercheur peut gagner plus
d'argent qu'un directeur. Ces personnes sont encouragées a participer dans plusieurs projets
alafois de facon a produire un enrichissement depuis des perspectives différentes.

Les réunions de création didées s'organisent dans un bar ou non seulement les
développeurs sont invités a participer, mais aussi d'autres personnes.

Il existe un degré élevé de flexibilité de travail, comme le démontre la possibilité de travailler
a la maison. D'un autre coté, on favorise fortement la participation et la présence a des
événements scientifiques (séminaires, journées, conférences, etc.).

L'existence de réseaux de collaboration et d'accords avec des entités tierces est courante,
méme si dans la majorité des cas elle est soumise a des accords de confidentialité.
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NOM DE LA BONNE PRATIQUE

Hermia Ltd

SECTEUR — DOMAINE DE CONNAISSANCE

Technologies de l'Information et de la Communication (TICs)

PAYS REGION, LIEU

Finlande Tampere

DESCRIPTION DE L'INITIATIVE

Hermia Ltd est une entreprise fondée en 1972 a Tampere, Finlande. Son objectif consiste a
contribuer au développement de nouvelles entreprises et de soutenir le secteur de haute
technologie dans la Région de Tampere. Plus précisément, Hermia est chargée de soutenir le
développement compétitif de groupes clés de la région a travers le programme “Tampere
Region Centre of Expertise” (contenus digitaux, énergies du futur, nano-systemes et
matériaux évolutifs), et des groupes nationaux des secteurs d' "informatique ubiquiste" et d’
"outils intelligents".

Actuellement, elle posseéde une équipe technique d'environ 40 personnes, grace a laquelle
elle apporte les services aux entreprises des groupes dans les secteurs déja cités:
surveillance technologique, développement du produit, formation et capacité du personnel,
création de réseaux, recherche de financement , etc.

Dans les différents domaines et secteurs ou se développe son activité, Hermia a identifié une
série de pratiques d'intérét en matiere de créativité et d'innovation dans le domaine de I
"informatique ubiquiste" dont le détail se trouve ci-dessous :

GESTION D'IDEES

Domaines de l'innovation

L'objectif de la pratique est de promouvoir la collaboration entre les différents domaines
technologiques ce qui permettrait le transfert de connaissance entre eux, et dans le
processus, la création d'idées annexes qui puissent donner lieu a des spin-offs, nouveaux
produits, nouvelles connaissances, etc.

Raffineries de I'innovation

Dans les "raffineries” de l'innovation, grace a une méthodologie de travail en groupe, on
peaufine des idées et des projets pour un développement postérieur commun. Un outil
intéressant est les "road-maps" technologiques (cartes de route), ou sont visibles les
stratégies technologiques depuis une perspective "bottom-up".

Laboratoires vivants (Living Labs)

Il s'agit de forums de discussion ou se réunissent utilisateurs, chercheurs et entreprises pour
contribuer a la solution d’'un besoin en générant des idées qui finalement sont développées
par ces derniéres.

D’autres activités qui sont réalisées sont des études de prospective, du conseil aux
entrepreneurs et start-ups, de l'organisation d'événements pour la mise en commun des
idées et le lancement de projets pour développer ces idées.
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ASPECTS RELATIFS A LA CREATIVITE ET A L'INNOVATION

En définitive, l'approche se caractérise par limportance du travail en commun
(fonctionnement en groupe) dans la création d'idées de base qui sont développées plus tard
par les entreprises. Tout ceci possede un aspect multisectoriel marqué.

Des évenements (workshops) ont lieu dans lesquels, grace a des techniques de promotion de

la créativité trés variées, on met en commun besoins et solutions qui contribuent finalement
al'apparition de projets spécifiques.

ASPECTS IMPORTANTS POUR UN EVENTUEL TRANSFERT

e Approche enréseau des pratiques pour la promotion de la créativité dans les
entreprises (méthode de travail en groupe).

¢ Méthodologies de travail pour la création d'idées et développement de projets de
Recherche et Développement tels que les "domaines de I'innovation”, les "raffineries
de l'innovation” et les "laboratoires vivants".

e Utilisation de technigues de créativité dans la réalisation d'évenements (ateliers,
séminaires, forums, etc.) pour la création d'idées.

REFERENCE

http://www.hermia.fi
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NOM DE LA BONNE PRATIQUE

Bosch Innovation Unit

SECTEUR — DOMAINE DE CONNAISSANCE

Termotechnologie

PAYS REGION, LIEU

Portugal Aveiro

DESCRIPTION DE L'INITIATIVE

L'Unité d'Innovation de Bosch a Aveiro (Portugal) a pour mission de participer a
I'amélioration des processus d'innovation dans le groupe Bosch en matiere de
termotechnologie.

Pour I'entreprise, le centre a plusieurs éléments caractéristiques : une vision spécifique
orientée vers l'innovation, une politique d'innovation, une feuille de route et une batterie
d'indicateurs spécifiques.

En ce qui concerne la vision, celle-ci comprend la création d'idées (a travers le travail interne,
sa mise en oeuvre (pendant le développement du projet) et la gestion de connaissance dans
le centre. La politique d'innovation, elle, établit de forme claire les domaines ou les taches
d'innovation sont critiques, c'est-a-dire les technologies et les domaines de connaissance a
développer. Ceux-ci apparaissent reflétés dans des outils spécifiques : les feuilles de route
d'innovation. Pour finir, la batterie d’ indicateurs comprend des aspects comme le retour des
activités de l'innovation ou le degré de succes dans le développement des projets de
recherche.

En ce qui concerne les mécanismes de coordination, des réunions se préparent
mensuellement avec le département d'administration et avec d'autres entreprises du groupe
dans le domaine. Annuellement, des réunions se préparent aussi pour valider les plans
stratégiques. Cela permet d'avoir une vision plus transparente et globale de I'activité du
centre.

GESTION D'IDEES

Création de l'idée

Deux éléments apparaissent comme marquants : les boites aux lettres d'idées et I'équipe
d'évaluation. Dans le premier, al'aide d'un personnel spécifique on recueille différentes idées
de I'équipe de travail. A I'aide du deuxieme, un groupe d'évaluation se réunit une fois par
mois pendant une heure pour décider les idées qui sont intéressantes pour les développer en
profondeur.

Une fois l'idée approuvée, un processus de licence et de brevets se met en place. La
récompense est liée aux attributions de ces brevets et non seulement au fait d'avoir créé
l'idée.

Mise en oeuvre de l'idée

Une fois l'idée approuvée, celle-ci peut passer par deux circuits : pré-développement ou
développement, par l'utilisation de la méthodologie CPS (Creative Problem Solving) qui
contient les étapes suivantes : définition du probleme, définition du groupe de travail,
formation spécifique de I'équipe et organisation d'un atelier de travail.
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ASPECTS RELATIFS A LA CREATIVITE ET A L'INNOVATION

La gestion de la connaissance est un aspect tres important dans I'entreprise. Pour cela on
organise un réseau dont l'objectif est de partager et de favoriser la diffusion de la
connaissance entre les membres de I’entreprise. Il existe une plateforme formelle de
communication a travers laquelle cela devient possible. En outre, dans ce réseau la
participation des tiers est courante, tels que des universités et des centres de recherche. Ce
réseau d'experts est disponible pour tout le monde dans l'entreprise.

Ainsi, la diffusion de la connaissance contribue & la prise de contact de domaines différents
de I'entreprise, qui est donc enrichie par la participation de tiers externes, favorisant ainsi la
création d'idées et leur mise en ceuvre commune.

ASPECTS IMPORTANTS POUR UN EVENTUEL TRANSFERT

e La création d'idées et la gestion de la connaissance apparaissent comme des
éléments clés dans l'optique de I'entreprise.

o Elle dispose d'un systéme pour la gestion du processus innovant : création d'idées
(boites aux lettres d'idées ou sont laissées les propositions et une équipe
d'évaluation) et mise en oeuvre de l'idée (méthodologie Creative Problem Solving -
CPS pour trouver des solutions a des problémes grace a des techniques de créativité
diverses).

e |l existe un réseau dont I'objectif est de partager et de favoriser la diffusion de la
connaissance dans I’entreprise et avec des tiers (université et centres de recherche)

REFERENCE

http://www.bosch.pt/content/language1/html/3808.htm
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APPENDIX IV

Case study**

Case study on Valve Company

Valve Corporation is an American development studio, publisher, and distributor of video
games based in Bellevue, Washington. Valve became famous after the release of its first
game, Half-Life, in November 1998. The studio extended the success of Half-Life by
developing mods, spin-offs, and games, including Half-Life 2, Counter-Strike, Team Fortress,
and Dota 2. Valve is also known for being the pioneer and leader in the digital distribution of
video game content, with its platform Steam.

Valve is originally a video game development studio founded in 1996 by Gabe Newell and
Mike Harrington, two computer scientists who spent 13 and 9 years at Microsoft,
respectively. They decided to recruit a team made up of young modders and talented
enthusiasts in their fields. In partnership with the publisher Sierra On-Line, the developer is
embarking on the design of its first game, Half-Life. The game is released on November 19,
1998. September 12, 2003 marks the launch of Steam.

The company is self-financed; owns its intellectual property; and aspires to be more than just
a gaming company: it aims for greatness. As the manual says: "We are an entertainment
company.” A software company. A platform company. But above all, a company full of
enthusiasts who love the products we create.

One of the most important creative means of the company is the organizational culture.
Valve's culture is based on the principle that there are no managers, and each staff member
can choose the project they want to work on. The manual is subtitled: "A Fearless Adventure
to Know What to Do When No One Is There to Tell You What to Do."

14 Source: A Glimpse At A Workplace Of The Future: Valve - / Steve Denning
April 27, 2012 / https://www.forbes.com
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- Among other creative means, we find:

"This company is yours to lead." Towards opportunities and away from risks. You have the
power to give your approval to projects. You have the power to ship products.
When you give freedom to creatives, it creates the possibility of unleashing their talents and
creativity, instead of waiting to be instructed. This builds respect which, in turn, should foster
pride in work and in the company.

-Hire the right people.

Aiming for greatness starts with hiring the right people, and the manual emphasizes proper
hiring.

"Hierarchy is ideal for maintaining predictability and repeatability.” This simplifies planning
and makes it easier to control a large group of people from top to bottom, which is why
military organizations rely on it so much.When you are an entertainment company that has
spent the last decade recruiting the smartest, most innovative, and talented people on the
planet, telling them to sit at a desk and do what they are told wipes out 99 percent of their
value.

It may be too much to ask the rigid hierarchies of other developing societies to radically shift
to this free-spirited, hippie way of conducting their business, but it shouldn't be too much.

for these companies to treat their employees like adults. After all, hiring someone is a sign of
trust. Extend this trust to all aspects of the position.

-Aspiring to greatness means living with failure.

The fear of failure is a key factor in the struggle for perfection. Valve does not settle for
mediocrity. He aspires to greatness and accepts the fact of failure as part of the package.
"Offering the freedom to fail is an important trait of [Valve] — we couldn't expect so much
from individuals if we also penalized people for their mistakes." Even costly mistakes, or
those that lead to a very public failure, are truly seen as learning opportunities.

-Not for everyone.

This workplace will not be suitable for everyone or for all companies. This workplace will not
be suitable for those who prefer to work in a traditional environment or for 20th-century
organizations focused on maximizing shareholder value.

For organizations that need to grow or attract public funding, it would be necessary to
establish more coordination mechanisms than what is outlined in this manual. And for
organizations that wish to succeed consistently in the market, a more explicit focus on
customer satisfaction will likely be central.
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But for those who want to understand what it takes to create a creative workplace that fosters
innovation and allows people to bring all their talents, this manual offers an interesting insight
into a possibility.

-Taking care of people's families.

The fact that Valve makes a lot of money allows them to easily take everyone, along with
their families, on a company vacation, which the Washington-based company does once a
year.

A gesture like this acknowledges that employees bring their work home and that their
families also struggle to cope with it. The difference between having the support of loved
ones and not having that support is the difference between a fulfilling job and a miserable one.

These are some of the creative ideas that led the company to success. The company is today
one of the most well-known video games in the world.
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