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considerations. The research based on questionnaires
aimed detecting opportunities to use the creativity
management in organizational change and building a
sustainable economy in Romania [6]. I analyzed only a
small part of the results in this paper, in terms of
immediate managerial measures that are required for not
“to kill” [3] the Romanian employees’ creativity.

Abstract—The paper pursued the detection of principal
problems that delay the development of creativity in Romanian
organizations, problems that are generated by the careless
attitude of the management toward elements like: the presence
of the innovational phenomenon in activities and basic
processes of the firm, the stimulation of human resource
creativity, the transparency of management decisions regarding
the research and rewarding the innovative ideas. The
information which conducted to this paper was collected by a
research developed in organizations from different domains, on
a sample of specialists in creativity management.

II. SELECTIVE RESEARCH
We asked the experts in creativity management to
specify how they perceive the situation in their firm,
compared to the situation of other companies in the same
industry, on several elements which we considered
important in developing creativity by management staff.
In this paper, we analyze firstly those elements related
to the innovational phenomenon presence in the basic
activities and processes of the company. Secondly, we
analyze the elements related to the general approach to
human resource creativity by managers.
We used the following rating scale for all items: for a
state of things in the respondent’s company “much
better” than in other firms in the same industry – 5
points, “better” – 4 points, “the same” – 3 points,
“weaker” – 2 points, “much weaker” – 1 point and “I
don’t know” – 0 points.

Keywords—creativity, items, employees, experts.
I. INTRODUCTION

T

HE strategies of creative organizations are built on a
flexible context, which includes the following items
([1], pp. 180-181):
1) Organizational culture, values and leadership style;
2) Formal and informal structures, rewards,
recognition and career systems;
3) Skills – especially the creative talents – and
resources for sustain creativity (finance,
information, work climate).
Managers must understand that “creativity is not
something to be turned on and off when needed. The
potential for creativity is always there. We just need to
learn how to access it.” [2] Unfortunately, “managers
undermined employees' creativity by continually
changing goals and interfering with processes” ([3], p.
86). We agree that Romanian managers usually make this
mistake, which is one of the reasons that led Romania in
2015 only to the 54th place in the Global Innovation
Index Ranking, with 38.20 points [4] from a maximum of
100.
On the other hand, techniques have their place in
stimulating creativity, but cannot “force” creativity out of
people ([1], p. 184). To stimulate and harness the
creativity in organizations, there are necessary: a
strategy for creativity, an organizational structure based
on creative groups, favorable stimulating creativity, and a
creative organizational climate [5].
I developed a selective research in organizations from
different industries, basing on the previous

A. The Innovational Phenomenon in the Basic
Activities and Processes of the Company
Four of the elements which indicate the presence or
absence of the management concern in the innovational
phenomenon in the basic activities and processes of the
company are:
1) The quality of the technologies;
2) The adjustment of the processes to the market
requirements;
3) The frequency of the innovations in the firm;
4) The quality of projects recently implemented.
Comparing the situation in their own organization with
the one in the other companies in the same sector, the
respondents granted, globally, scores little over 3. The
score 3 indicates the equality with other companies in the
same industry (Fig. 1, 2).
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3)

The transparency of management decisions
regarding the research;
4) The managers’ fairness regarding the reward of
innovative ideas which led the organization to
success;
5) Involving managers in fostering creativity of the
human resource;
6) The flow of ideas between the client, researcher,
manager and worker.
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Fig. 1. The quality of technologies and the adjustment of the
processes to the market requirements, compared with the
situation in other companies.
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Fig. 3. The information base provided to the employees,
compared with the situation in other companies.
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Respondents' views on the information base provided
to the employees in R&D are similar to those on the
information base provided to the employees in other
departments (Fig. 3).
Fig. 4 shows the experts' opinions on the first and last
step which begins and ends the cycle of the necessary
actions in creativity management: making the decision
and, respectively, giving the rewards to the deserving
employees.
Fig. 5 reflects how managers stimulate human
resource creativity in the organization and connect it to
the customer creativity and needs.
Regarding the stimulation of creativity by
management staff, the opinions were quite divided (Fig.
5): in the first position were placed, in equal shares
(27.8%), those who appreciated their company situation
weaker than in other firms, and those who appreciated
this situation being much better than in other
organizations [6].
Not a single respondent said that the situation of any
analyzed item in his/her own company would be “much
weaker” than in others [6] (Fig. 1-5). We are convinced
that all have an intense activity in their organizations,

Fig. 2. The frequency of the innovations and the quality of
recently implemented projects, compared with the situation in
other companies.

B. The General Approach to Human Resource Creativity
by Managers
We asked the opinions of experts in creativity
management on few items, which indicate the general
interest of managers for an appropriate approach to the
creative human resource:
1) The information base provided to the employees in
Research and Development (R&D);
2) The information base provided to the employees in
other departments;
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which is oriented to stimulate creativity and discover the
ways to organizational performance.
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Fig. 5. The experts’ opinions about management involvement
in the support of creativity, compared with the situation in other
companies.

Their own efforts prevent them from perceiving the
situation in their company “much weaker” than in others.
Such a perception would make belief that their work is
useless. For a researcher, the lack of self-confidence can
mean the end of his/her career.

Fig. 4. The experts’ opinions about managers’ decisions and
rewards in the creativity field, compared with the situation in
other companies.

C. The averages of the analyzed items
The averages of the all analyzed items are above the
median 2.5 of the rating scale (Fig. 6).
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However, we consider that the high scores of the items
were partly influenced by professional pride of the
respondents, which is related to their organization and
job. We believe that professionals in any field, including
those in creativity management, have a certain dose of
professional pride.
On the other hand, a sustainable development requires
today to implement innovative, entrepreneurial, and
(sometimes) disruptive strategies [7] in companies. So,
we can not be complacent with values less than 4 for all
the creativity items discussed above.
The smallest average, 2.778, corresponds to the flow of
ideas between the client, researcher, manager and
worker. It is the only average with a value below 3 – the
position on the rating scale portrays its “equality” with
other organizations - and reflects a whatsoever displease
of the experts regarding the optimal unraveling of this
flow. In the future, this element has to be included on the
list of priorities in Romanian organizations so they can
become more competitive.

high ethics. This is possible through [8]:
1) Developing the moral capital of the organization;
2) Capitalizing the knowledge of the creative
employees;
3) Stimulating the process of continuous improvement;
4) Eliminating managers’ and employees’ corruption;
5) Combining individual work with team work;
6) Stimulating the collaboration of different experts in
various fields;
7) Creating a true organizational culture for the
creative groups.
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