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A Review of the Autumn Conference 2001, Dublin
Enhancing the Role of Creativity in the Innovation Process
Opening the conference, Mr. Mattie McCabe, Director of the Office of Science & Technology, said that the notion of merging innovation cultures could be interpreted both trans-nationally, as the exchange of experience and sharing of knowledge between countries, and trans-sectorally, as in how creativity is nurtured and exploited in different ways in industry, education and the cultural sector. The conference presented delegates with the opportunity to examine these different interpretations in some detail.
Continuing to switch from manufacturing to services was seen as the answer by some countries, while others stressed the importance of constant learning and new knowledge in all industrial sectors, as part of a move to a post-industrial society. In this context there has been much recent interest in enhancing the role of creativity in the innovation process. Creativity is increasingly seen as something that needs to be nurtured throughout industry and society in general and to have significant educational, organisational and personal dimensions.
The economic and industrial significance of creativity now extends to the designation of certain activities as being 'creative industries' in their own right. Areas ranging from advertising, the visual arts, crafts, design, fashion, interactive leisure software, music, the performing arts, software in general and the media are now seen to be part of what has become known as the creative industries. At the same time, the utilisation of more creative approaches was seen as one way to offset some of the rigidities involved in modern production methods such as 'just in time' and in certain highly regulated environments. 
This conference set out to examine how to create value through innovation, by getting the best out of Europe's people, its firms and its institutions. It also examined the role of the sciences and the arts in creating an innovation culture that could boost European competitiveness. 
In his speech, Mr. McCabe pointed out networks that drive today's global economy are the domains of the creative mind and new forms of innovation and communication are influencing every sector. Innovation and creativity can no longer be treated as separate entities. Leveraging creativity across the enterprise and the economy requires applied creativity at all points in the business process, from the point of initial inspiration to the delivery of successful products and services. It also requires a correspondingly sympathetic regime throughout the education sector, providing industry with a pipeline of creative achievers who can get the job done.
Creativity and Innovation Key to Competitive Advantage
Prof. Jorma Routti, Chairman of Creative Industries Management talked about how creativity brings many opportunities in today's digital economy. He described how a new era is opening in content creation, distribution and consumption. Digitalization and deregulation have multiplied the distribution channels available for content. This means that the demand for content is currently exploding. The market has become demand driven. 
New structures and value chains are developing in the rapidly internationalizing creative industries. Market opportunities are being created across the board from performing arts to software publishing. Culture - the creation of content - is understood as a fast growth industry. The content industry - the development, distribution and sale of intellectual property rights (IPRs) and related products and services - accounts for 3 to 5 percent of the GDP's of EU countries.
It is clear that a networked economy where standards are prevalent is the only way for small companies to survive. In such a world, creativity and innovation provide the only competitive advantage. Creative companies are good at being creative but they are in the minority so how do the vast majority of Europe's firms leverage creativity and innovation? 
Stimulating Creativity in Organisations
According to Prof. Jan Buijs of the Delft University of Technology, there are a lot of studies into innovative firms and organizations, but very little is known about how to change non-innovative organizations into more innovative ones. John Fanning, Chairman of McConnells Advertising Services, reinforced this opinion by stating that one of the main challenges facing most companies is how to become more creative, bearing in mind that their employees were not hired for their creativity. It is also evident that companies who are expert in the area they are operating in are generally more creative than those who have more diversified businesses. 
Government needs to play a role in tackling these issues and imbalances by supporting schemes that make people aware of creative techniques. In this respect policy makers should consult more with companies in the creative industries. Design, for example, can be a key differentiator but companies must be prepared to take a "design from the inside out" approach in order to embed a creative culture into their corporate strategy and subsequently reap benefits across their entire business.
Managing Creative Processes
Prof. Buijs also described how the early stages of a process need divergence for success while the later stages need convergence for success. Team leaders must effectively be controlled schizophrenics - preaching creativity to get the ideas flowing and later preaching caution in order to keep the project on track. They must always be in opposite mode to their team. This type of chaos and control trade-off will be familiar to many. It is a model that provides a compromise. 
Failure and getting it wrong is part of the creative process and is tolerated in the divergence stage. It is acknowledged as a way of making mistakes before your competitors. Yet getting it right is ultimately the parameter by which we are all judged and this is the objective of the convergence stage. Lester Manley, Chairman of the Manley Group, argued that to develop a truly creative culture, we must change our tolerance of failure and create mechanisms and models that celebrate success. 
Creativity must be a recognised part of the success factor at all stages of the process, both divergent and convergent, because if has limitless impact. Mr. Manley quoted S.T. Coleridge, who said, "imagination is the living power and prime agent for all human perception". Innovation is not only about implementing new ideas, but also about coming up with new ideas. Prof. Harry Nystrom of the Institute of Economics in Uppsala remarked that creativity is seen as the cause and successful innovation as the effect. So looking for best innovative practices can partly be replaced by looking for the best creative behaviors inside organisations. 
Workshop on Government Policy
Following stimulating debate, this workshop led by Prof. Janice Kirkpatrick of Graven Images, concluded that creativity represents a crucial policy arena because it is a process that is fundamental to knowledge-based societies. Its recommendations covered three main areas of action - vision, learning and evidence.
Vision: Creativity is not just a possession of certain persons (e.g. artists) or sectors (e.g. creative industries) but a capability that resides in every person and in every organisation. The creative process goes from the generation of new ideas to their realisation in new outcomes (whether products or performances). The challenge for governments is to encourage the transformative potential of this process to really make a difference in society (economically and socially).
Learning: Developing and implementing measures to sustain creativity within and across knowledge societies. In essence, this concerns the focusing of action on enabling and restraining factors, taking both a shorter-term and longer-term perspective.
Evidence: To build, refine and disseminate evidence of the value of creativity to knowledge societies (both nationally and transnationally). 
Workshop on Education
The workshop led by Prof. Michael West of Aston University arrived at a consensus in proposing a transformation in the role of educational institutions. In relation to the development of learners, the wish was expressed for a shift from a model that focuses on transfer and acquisition of knowledge to one that fosters the learner's capacity to construct knowledge for him/herself. In relation to the broader social role of educational institutions, particularly at third level, the transformation sought is to a more proactive contribution to societal health, stability and equality. Both of these changes were seen to be necessary preconditions for significant impact on individual and collective creativity.

Specifically the group advocates:
· A reduction of the barriers between formal and informal education, particularly at third level. 
· That the 3M model of a percentage of employees' time preserved for self-development and development of ideas be transported into education. 
· Since creativity and innovation thrive in the presence of diversity the group recommends that schools at all levels have diversity in the student body. 
· Innovative ideas may originate with an individual. However as a rule their implementation requires teamwork. A greater emphasis needs to be placed on team activities and behaviours in schools at first and second levels. 
· At third level the call is for a strengthening of the current approach to project work. 
· At EU level the funding of a learning cycle related to innovation is advocated
In lobbying for such transformation in education, it was suggested that the persistence and consistency of both Feminists and Greens represent a valuable model. 
Workshop on Art & Technology
This workshop led by Barry O'Neill generated many ideas but focused on three main areas with a number of sub-classifications. 
"MONEY"
- Award Programme
- Partnership fund
- Training for artists
- Supporting fragile and non-replicable art
"EDUCATION"
- Creative class
- Stimulate innovation and left brain process from an early age
- Multi-disciplinary, multi-intelligent, multi-sensory
"ARTSTER"
- A Napster like repository of creative assets
- Access to public domain content
- Peer to peer exchange
- Access to skills & partners
- European creativity information
The recommendations from this workshop can mostly be implemented by policy actions and in some cases by European project participation. The group issued a plea to policy makers to listen to the needs of the arts community.
Workshop on Business Strategy
This workshop led by Colm Reilly, CEO of the Irish Internet Association was about helping businesses to see more value in creativity and to identify ways in which creativity could become part of the business strategy. To address the issue of creativity in business, the workshop used a focusing technique that helped to identify prime key words in the business/creativity discussion and examine their inter-relationships. 
This helped to identify the gaps between creativity and business strategy. These words were then analysed and used to structure an objective for creativity in the business strategy. That objective is to develop dynamic sustainable business strategies in which creative diversity will thrive in a people centric, democratic environment under proactive, inspired leadership.
This can be done by a number of policy actions namely:
- Distilling creativity into schools and revitalising education and training.
- Setting up a European strategic academy linking academia to consultants and internal leaders
- Implementing an awareness campaign for creativity
- Deployment of government mentoring programmes
Conclusions
The conference generated a number of recommendations, which convey that there is a pressing need to engage in a programme of ongoing consultation leading to future policy development.
Creativity represents a crucial policy arena because it is a process that is fundamental to knowledge-based societies. Policy makers assisted by creativity experts must therefore lead the way in devising schemes that will make people more aware of creativity techniques for use in schools, colleges and in the workplace.
People also need to be made more aware of their country's creative heritage and their inherent creative potential. A major awareness campaign should be launched at an EU level and linked to a programme of national creativity days. National governments should try to improve their creative identity for the good of the economy and also their citizens.
Despite prevailing economic conditions there must be a sympathetic regime for "trying things out". For this to work, special funding programmes will have to be set up, with different qualification criteria that place less emphasis on track record and on success, in which programme administrators can fund risky projects without recourse.
There is a need to establish Government working groups to scope out crosscutting policy themes and draft arenas for action in the form of a White Paper on Creativity and to review existing knowledge, best-practice and evidence gaps in order to define current research and development needs.
