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Abstract: Our aim is to present the contribution of human creativity to the innovation of economic actors 

based on opinion of regional market players. In this study we wanted to review the connection between human 

creativity and innovation. This topic appears periodically during research activities; its processing can be seen as 

significant. Therefore, we are going to think through and focus attention on innovation’s human side, and the 

ability of creativity without a full literature review. Furthermore, we briefly touched on the sources of creativity, 

how imagination and different mindsets can help to create innovation, how creativity can be improved, how 

proper environment might be nurtured and what the leaders and organisations can do to support that. We 

conducted a 22-question survey among regional market players and used the results to provide evidence of how 

creativity plays a role in life of the economic actors and gained insight into their innovation management 

processes. Our study contributes to the expansion of understanding the literature in this topic and provides an 

opportunity for economic actors to improve the connection of creativity and innovation in their organisation. 

The study may draw the attention of local higher education institutions to how they can support economic actors 

in this area through their third mission activities. 
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Introduction 

 

Innovation and human creativity are inseparable. Although we have entered the era of AI, we still feel that the 

human side of innovation is becoming more valuable. Our assumption is that the source of all innovation is 

people, their ability to think creatively, use their imagination with which they can envision something that does 

not exist yet, but it will emerge during the creative process. Perhaps we can say that the whole process starts 

with openness and curiosity about our environment. Take the example of a small child who approaches 

everything with curiosity at the beginning of their life driven by a desire to discover. The imagination of a child 

allows them to use an object/toy differently from its specified method of use. They are not bound by user 

manuals; they can invent any function for it and naturally start playing with the object as if it were created for 

that purpose. The adult parent is amazed at their child’s imagination, as they approach that object with a 

different way of thinking, probably this way of using it would not have even occurred to them. This kind of 

thinking ability, which a person is capable of in childhood, is increasingly valued in the present. We do not have 

to fear that we have lost this ability during the process of becoming an adult, or because we feel that we are not 

the creative type. According to John Cleese, the world-famous co-founder of Monty Python: „It's a myth that 

creativity is something we're born with. It's not. Anyone can be creative.” (Cleese, 2021). So, creativity can be 

developed, and we need it in the present and will certainly need it in the future. In its Future of Jobs Report 

2025, the World Economic Forum (WEF) ranked creative thinking fourth on its list of 10 core skills for 2025, 

indicating the importance of this cognitive ability in today's workplaces (Weforum.org, 2025). Creative thinking 

also ranked fourth on the WEF's list of the Top 10 fastest-growing skills by 2030. This clearly shows that, 
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according to the respondents, creativity will still be one of the most important skills for future employees in 

2030, which they will need to use in the era of working with AI and widespread digitalization. The European 

Union has recognized that its competitiveness also depends on the development of future-oriented skills, which 

is why the European Commission, in its Skills Union document created in 2025, aims to promote the process of 

creative thinking, among other things, by promoting STEAM fields (European Commission, 2025). According 

to the document, the role of people, their skills, and their way of thinking, among other things, come to the fore 

in developing Europe's competitiveness, and we should add that this is very right, because investing in people 

always pays off in the long term and supports the reduction of social inequalities, with which we could build a 

more sustainable and stable future. 

 

 

On the Relationship between Creativity and Innovation 

 

Numerous studies have already addressed the concept of creativity. In their literature review, the authors 

searched for the appropriate definition from an economic perspective, and based on their research results, they 

concluded that “innovation is the market realization (implementation) of creativity, but both phenomena can 

occur without the other” (Derecskei et al., 2012.). In our opinion, the basis of innovation can always be a 

creative idea. In relation to creativity, the author highlights the creation of novelty and draws attention to the joy 

of discovery during the process (Csíkszentmihályi, 2022). Creativity is about generating ideas or results that are 

new and useful for achieving a goal (Amabile, 2011). According to the author, for a creative response to arise in 

a situation, four components are necessary. Three of these must be present at the level of the individual: 

specialist skills, internal creative processes, and motivation. The fourth component is the social environment in 

which the individual exerts its influence. If the internal components at the level of the individual come together 

fortunately, it is much easier to realize the creative idea in a supportive environment than without it. Creativity, 

as defined by the OECD (The Organisation for Economic Co-operation and Development), is “the ability to 

generate diverse and original ideas and to evaluate and develop the ideas of others” (OECD.org, 2025). Among 

the requirements placed on students is the need for creative thinking, as was also stated in the WEF report based 

on feedback from labour market players. The author highlights this in his article “The Transformation of Higher 

Education,” in which he refers to the PWC Hungary CEO Survey and names the importance of creativity and 

innovation, which appears as a demand from the labour market (Kadocsa, 2024). The OECD Oslo Manual sets 

out the internationally accepted definition of innovation: “a new or improved product or process (or 

combination of these) that is significantly different from the unit’s previous products or processes and that is 

made available to potential users (product) or used by the unit (process)” (Oslo Manual, 2018). The two 

definitions can almost complement each other, in which creativity, as the “ability to generate diverse and 

original ideas,” is embodied in “a new or improved product or process” as innovation.  

 

In their book, Innovative Intelligence, Weiss and Legrand distinguish between creativity and innovation in that 

creativity are about new ideas, which can be relevant, useful, feasible, or none of these, while the outcome of 

innovation represents value for the organization. Based on this, their definition, which can be interpreted in a 

business context, is that „innovation is applied creativity that creates value for economy” (Weiss et al., 2011). 

While examining the relationship between the creativity and the innovation, Nakano and its fellow researcher 

concluded that both are skills of the 21st century, in order to spread which, they called attention to the need for 

creative education, from primary school to higher education, with the main goal of motivating students to have a 

desire to learn and to discover new subjects, which goes hand in hand with the need to rethink educational 

strategies and methods (Nakano et al., 2018). Castillo-Vergara and its co-authors undertook a bibliometric 

analysis of creativity in the field of economics and found that it is an important topic on a global level, as 

evidenced by the fact that most research is conducted in the USA, followed by Europe in second place. 

Regarding the development of the research topic, they highlighted that the foundations related to creativity have 

already been laid, and that the analysis of the relationship with organizations and the environment is currently 

emphasized. The creativity is the driving force of the process of knowledge production that influences economic 

performance, for which the innovation is key, to develop competitiveness. They highlighted that there are two 

main directions, the first is that the study of the creativity should play a role in the training of professionals, the 

second is that it is necessary to develop a process evaluation system within organisations for measuring 

organisational creativity (Castillo-Vergara, et al., 2018).  

 

 

On the Sources of Creativity 

 

How can imagination, problem-solving thinking, and different thinking styles help create innovation? In his 

PhD dissertation, Galla discussed the ten factors of the creativity, which she summarized based on the results of 
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two researchers (Giulford, 1950, Torrance, 1974): general problem sensitivity, originality, fluency, elaboration, 

flexibility, analysis, synthesis, complexity, redefinition, evaluation. She stated that these characteristics differ 

for everyone (Galla, 2021). Based on these characteristics, a creative person emerges with the ability to identify 

the problem and originality, and the role of imagination can also be highlighted. Imagination, the power of 

intellectual creativity, can be considered a form of manifestation of creative thinking. Based on the 

interpretation of Galla, problem-solving thinking and thinking creatively can be characteristic of a creative 

personality. For imagination to fly, it is necessary to break away from thinking in patterns. In contrast, the 

thinking that enables a series of routine actions and plays a role in our everyday lives, using patterns, holds our 

processes together, points us in one direction, and helps us solve our everyday, simple problems. In contrast to 

convergent thinking, divergent thinking branches out, diverges, and considers multiple options when solving a 

problem. Edward De Bono contributed to the understanding of creative thinking by introducing lateral thinking. 

„Lateral thinking is not limited to merely problem solving; we can look at the same things from a new 

perspective, or we can use it to generate new ideas on any topic” (De Bono, 2015). It evokes the ability to 

associate, which allows us to step out of thought patterns and fly freely through imagination. Imagination thus 

becomes a source of creativity, depending on whether we create something or recreate something. The authors 

draw attention to the nature of creativity experimentation, which is based on trial and failure and requires a 

willingness to transform efforts into learning processes (Santosoa et al., 2019). 

 

 

On the Development of Creativity  

 

The author highlighted the human factor in the creation of innovation, among the factors influencing the 

competitiveness of nations. Human capital, or, as the author mentioned, human wealth, which includes, among 

other things, the creativity and innovativeness of the available labour force, greatly influences the economic 

performance and social well-being of a country (Csath M., 2021). The study by Dobos and Csiszárik-Kocsir 

(2025) discusses not only creativity but also the importance of a project-based approach, examining how it 

affects the intensity of corporate innovation and competitiveness, with particular regard to regional 

characteristics and the economic environment. The author examined the role of the individual within the 

organization from the perspective of the development of innovation (Véghné, 2022.). For the author, creativity 

appears at the beginning of the process of knowledge generation, arising from human presence, which is 

embodied in the creation of new ideas and the innovation. The author drew attention to the time perspective of 

people, which can reduce the activity of innovation. As she mentioned in her study, based on research of 

Zimbardo-Boyd, the present-hedonic time profile supports the development of innovation on the part of people. 

Among her own findings, she emphasised that time orientation is a learned process and therefore can be 

modified. The internal drive of individuals to innovation can be stimulated by the appropriate organizational 

culture and leadership support. Sterczl and Csiszárik-Kocsir (2025) highlights the importance of creativity in 

qualitative data analysis through a comparative analysis of AI models. They examine how the combined use of 

human creativity and AI technology promotes deeper and more nuanced interpretation in analyses. Aigner 

reviewed the OECD Educational Working Paper (No. 280.), Saroyan's work on „Fostering creativity and critical 

thinking in university teaching and learning”. He praised, among other things, the fact that the document 

summarized the educational methods that can enable effective skill development and presented the elements of 

an environment that nurtures creative thinking (Aigner, 2024). The study suggests that these CCT skills are 

essential the area of misinformation and disinformation. 

 

 

On The Relationship Between the Leader, Leadership Style and Creativity 

 

Knowledge, creativity and the ability to create new things appear among the requirements of value creation as a 

source of innovation (Varga, 2015). Karacsony and his co-authors, in their studies among students of business 

higher education institutions, drew attention to cultural diversity, which contributes to people being more open, 

innovative and creative, transforming their thinking. They emphasised that the quality and consequences of 

cooperation depend on the issue of individual attitude (Karácsony et al., 2022). The willingness to cooperate is 

important for the creation of innovation. 

 

Why the creative environment is important? How can leaders promote creativity through their leadership style 

and influence the creation of a supportive environment? Jiang et al. found in their study that if there is a higher 

expectation for creativity from the leader, this supports the creative self-efficacy of employees within the 

organization. Leaders must provide a supportive environment where employees have the time and opportunity 

to experiment and feel that what they do matters. This allows them to be more involved in their work, formulate 

ideas, and contribute to organisational innovations (Jiang et al., 2017). The authors examined the role of 
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entrepreneurial leadership style in the relationship between creative self-efficacy and innovative behaviour 

among employees. In their study, they used data from large Chinese multinational companies and found that 

creative self-efficacy had a greater impact on innovative behaviour when employees were led by a strong 

entrepreneurial leader. Entrepreneurial leadership style had a stronger mediating effect on the relationship 

between creative self-efficacy and innovative behaviour than transformational and participative leadership styles 

(Newman et al., 2018). The example set by a leader who uses an entrepreneurial leadership style encourages 

employees. The authors stated that organisations must be innovative, and the role of organisational creativity in 

this is unquestionable. In their study, they focus on organisational structure, processes, the role of leadership 

style, and understanding organisational creativity. To manage creativity, they came up practical 

recommendations regarding the design of organisational structure and job requirements by ensuring a high 

degree of autonomy, the ability to reuse knowledge, the incorporation of feedback, the diverse expertise of 

expert team members, and the introduction of idea management (Fetrati et al., 2022). Their study highlights 

leadership with emotional intelligence and the management of creativity. They also mention the 

transformational leadership style as a leadership style that influences creativity, which influences both the 

individual and organizational levels. The role of emotionally intelligent, high-level communication in corporate 

management and its impact on value creation was highlighted by the authors as the main employee motivation 

(Farkas et al., 2021). The authors examined the importance of human factors in service innovation and 

performance among Japanese tourism service companies. In their study, they identified four contributing 

factors: leadership, employee engagement, trust, knowledge management, and creativity management. The 

creativity management emerged as a complement to effective human resource management. They saw the role 

of leaders as developing a strategy that, when implemented, can ensure increased employee engagement and 

development opportunities, thereby influencing service innovation and business performance. (Tajeddini et al., 

2020). The authors concluded a surprising finding regarding the strength of the relationship between creativity 

and innovation and the relationship between firms with different levels of technological development. They 

found that the relationship between creativity and innovation is stronger in “low-tech” industries than in “high-

tech” industries. Furthermore, the relationship examined is relatively stronger for service innovation than for 

product innovation (Sarooghi et al., 2015).  

 

The authors concluded that the formal context of organisations, the HR system, influences the interactions 

between the originally interconnected processes of idea generation and idea implementation and employees’ 

perceptions of leadership styles (Černe et al., 2018). They pointed out that it is probably not possible to provide 

an organization's competitive advantage in the long term by generating ideas without implementation, 

furthermore they also highlighted that there may not be a perfect solution for organisations to choose which 

leadership style. They emphasised that context is crucial in the successful innovation process, and they also 

suggested a holistic approach, that an organisation can be led to achieve the best results by a single HR system. 

Nguyen et al. found that among the different leadership styles (transformational, transactional, creative) creative 

leadership has the strongest impact on online knowledge sharing. They found that the influence of leadership is 

significant in creating a knowledge sharing culture that contributes to increasing the level of employee 

creativity, which is related to personal development through organisational learning, which can be based on the 

effective exchange of knowledge. The authors highlighted that creative leadership encourages employees to 

transfer and collect knowledge, while transactional leadership plays a key role in the spread of “lurking” and 

“active lurking” “behaviours”. They found that during their research "lurking" and "active lurking" "behaviours" 

are the ones that contribute the most to employee creativity (Nguyen et al., 2024). The authors found that the 

creative skills of employees are not equally important at each stage of the innovation process and suggested the 

importance of reorganising the organisational structure so that the optimal creative potential of the organisation 

can be fulfilled. The effect of individual creativity can be seen at every stage of the innovation process, and the 

development of innovation across stages contributes to increasing the production efficiency of economic 

organisations. They highlighted that previous innovation experiences serve as a good basis for generating new 

ideas and play a role in transforming them into successful innovations. They recommended hiring employees 

with creative skills as steps to develop the innovation potential of companies, and they emphasised the ability of 

managers to create a favourable atmosphere and choose appropriate methods to stimulate creativity to support 

the idea generation of individuals (Stojcic et al., 2018).  

 

The authors examined the relationship between employee creativity and innovation in the public sector in 

Indonesia by examining leadership styles (transformational, transactional, servant leadership, authentic 

leadership, authoritarian leadership) and public service employee motivation. The authors highlighted the 

positive and significant influence of authoritarian leadership on creativity and innovation, while 

transformational and servant leadership can also have an impact. The authors drew attention to the importance 

of public service motivation, which is an essential aspect in facilitating employee creativity and innovation 

(Ganeva et al., 2024). The authors examined the creative processes of entrepreneurs and innovators. Analysing 
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the range and relationships of factors influencing market success, they indicated that the interpretation of 

creativity as a prominent factor of entrepreneurial activity is questionable. Pure, raw creativity is not enough, it 

must be combined with general business sense (Barnard et al., 2019.). 

 

If the organisational goals include achieving innovation, examining the connections between creativity and 

leadership styles, it can be stated that the role of leaders is unquestionable in creating a workplace environment 

and culture where individuals are given the freedom and autonomy to come up with creative ideas, and clear 

communication helps channel them into decision-making mechanisms with continuous feedback. There are 

many playful methods and opportunities for developing creativity and organizational creativity, as Deak 

summarizes in his work (Deák, 2021).    

 

 

Method and Material 
 

We conducted a survey (22-question online google questionnaire) targeting 50 market players in Szekesfehervar 

and in its region (Hungary). A small number of the questions are open-ended, we wanted to get completely 

subjective answers from the respondents to get to know their thoughts on the topic, but most of the questions are 

closed-ended. Only 10 companies responded within 1 week thus the sample was unfortunately smaller than we 

had hoped. This is one of the limitations of our study. We classified the companies based on the thresholds set 

out in the “User Guide to the SME Definition” published by the European Commission in 2020. 40% of 

respondents are large companies, 40% of respondents are medium-sized enterprises and 20% are small 

enterprises. The other limitations of our study, there are no respondents from microenterprises.  

 

Based on general questions, distribution of economic organisation according to their activities are the following: 

20% of the respondents are engaged in IT services, another 20% in the production of plastic products, 10% in 

the production of computer, electronic, optical products, 10% in the production of electrical equipment, 10% in 

the production of metal processing products, 10% in the production of vehicle parts and accessories. 10% of the 

companies operate in the areas of Human Health Care and Electricity Production and Supply. 

 

The responders are in senior manager positions, 9 with university degree and 1 with secondary degree of which: 

three of them are managing directors, and the others are a plant manager, an education manager, a strategy 

manager, a quality management manager, an HR manager, an IT manager, and an operational manager. Among 

the respondents, 60% had a technical degree, 40% an economic degree, 20% an IT degree, 10% an agricultural 

degree and 10% a human arts degree (Four respondents had two higher education degrees). State or local 

governments have no direct or indirect ownership stake in these organisations.   

 

 

Results and Discussion 
 

When asked “What do you think of when you hear the word creativity?”, 40% of respondents associated the 

concept with some kind of thinking ability ("out of the box", "problem solving", "outstanding thinking", 

“questioning dogmas”), while 60% associated the concept with the ability to create something new ("invention", 

"intellectual freedom", "creation", "idea", "value", etc.). When asked “What do you think of when you hear the 

word innovation?”, 60% of respondents associated the concept with some level of advancement and 

development (using the words “development”, “evolution”, “modernization”, “innovation”). Other responses 

included one mention each of “competitiveness”, “the need for change”, “the ability to create new things”, and 

“AI and science”. In 90% of the responses to our question “How would you describe the relationship between 

innovation and creativity?”, a close relationship between creativity and innovation can be discovered. In 30% of 

the responses, it is specifically stated that “without creativity there is no innovation”; in another 20%, the word 

“necessary” is used to describe the creation of innovation; the idea that the two go together is present in 30% of 

the responses. Creativity and innovation, as development/value realized from an idea, appeared in 20% of the 

responses.  

 

To our closed question “Do you think your company can provide employees at any level of the organization 

with opportunities to use their creativity during their daily workflow?” 60% of the responses answered “partly, 

depending on the job”, 20% “yes, for almost all employees”, another 10% answered “at management levels”, 

and 10% answered “yes” in general. In the case of a “positive” answer to the previous question, we asked 

“please mention in which area of your organization and at what levels this is typical?” The areas mentioned by 

the respondents where it is possible to use creativity during their daily workflow were: “technical 

solutions/engineering areas” in 50% of the answers, “project/organisational development/processes” in 20%, 
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and human resource development areas (“education/training/specific HR areas/customer relations”) in another 

30%. The organisational level mentioned where it is possible to use creativity (6 responses): “managerial level” 

(1 respondent from a medium-sized enterprises), “middle management and technology level” (1 respondent 

from a medium-sized enterprises), “at all levels”, “for everyone” (1 respondent from a large company and 1 

respondent from a medium-sized enterprises), “job-related” (1 respondent from a large company). According to 

the respondent from the organisation operating in human healthcare (small enterprises), creativity is expected 

from those in direct contact with customers, as well as from IT, economists, and marketing specialists. 

 

“Please indicate on a four-point scale how important it is for your company to be innovative (1 is not at all 

important, 4 is very important)?” 70% of respondents (30% large companies, 30% medium-sized enterprises, 

10% small enterprises) answered “very important”, and another 30% (10% large companies, 10% medium-sized 

enterprises, 10% small enterprises) answered “important”. There were no respondents who indicated “not at all 

important” or “not important” on the scale. “Do you think your company’s organisational culture promotes 

innovation?” 40% of respondents (20% large companies, 10% medium-sized enterprises, 10% small 

enterprises) answered “yes”, and another 60% (20% large companies, 30% medium-sized enterprises, 10% 

small enterprises) answered “partly”. There were no respondents who would have marked the “no” answer. In 

the case of a “positive” answer to the previous question, we asked them to “mention which elements of the 

corporate organisational culture support the emergence of innovation?” Six responses were received to this 

question, of which 30% came from large company respondents, who mentioned “Kaizen”, “inclusion of 

innovation among the company’s core values”, and “recognition, innovation competitions, rewarding 

implemented ideas”. Another 20% of responses came from the medium-sized enterprise sector (“Competency-

based transition between jobs, agile leaders” and “fast approval process, management open to change”), while 

small entrepreneurs (10%) answered “both”.  

 

To our question “Do you think that those employed in managerial positions can play a role in enabling 

creativity to emerge in the work of employees?” 70% of the respondents indicated “yes”, another 20% indicated 

“it depends on the style of the manager”, and 10% indicated “this is only true for certain management levels”. 

Of the respondents from large companies (4), three indicated “yes”, and one indicated “it depends on the style of 

the manager”. Of the respondents from medium-sized enterprises (4), two indicated “yes”, and one indicated “it 

depends on the style of the manager” and “this is only true for certain management levels”. Respondents from 

small enterprises (2) indicated “yes”. 

 

To our open question “How do you think the manager (senior, middle) can support innovation to emerge in the 

life of the organisation?” the answers included the “leaders should serve as a role model”, “communication”, 

and the opportunity to “share ideas” three times. The idea of providing “space” and “time” for the employee, 

“openness” and “joint developments, problem solving” appeared twice in the responses. The idea of 

“rewarding”, the possibility of “making mistakes”, the creation of a “forum”, “liberal regulation of jobs”, and 

“acquiring resources for implementation” appeared in one response each. When asked “If an employee comes 

up with an idea that offers a novel solution to a workplace problem, does the information reach the relevant 

manager?” 40% of respondents answered “yes”, 50% answered “usually yes” and 10% answered “rarely”. In 

the case of a “positive” answer to the previous question, we asked, “indicate how many management levels can 

an employee’s idea reach the decision-maker through?” 78% of respondents indicated “two management 

levels”, another 11% each indicated “one management level” and “three management levels”. Several answers 

could be selected for our question “In what form can an employee’s idea or innovation reach management?”. 

Of the 30 nominations received by respondents, 30% indicated “personal conversation”, 27% indicated “email”, 

20% indicated “idea box”, 10% indicated “presentation”, 7% indicated “upload to a designated location in the 

cloud”, and 6% indicated “online conversation”. To our question “Is there a designated colleague who 

coordinates these initiatives?” 50% of respondents answered “yes”, 40% “no”, and 10% “a separate 

organizational unit”.  

 

“How familiar are you with the concept of innovation management?” We asked them to indicate their level on a 

scale where “1 = not at all” and “4 = completely aware” means “I am fully aware”. 20% of respondents 

answered, “Not at all”, 30% “Yes, I am aware” and 50% “I am fully aware”. To our question “Is there an 

innovation management activity built into the organisation’s operating procedures?” 40% of respondents 

answered “no”, 20% “yes” and another 40% “partially”. 

 

“If there is a lack of specialized expertise/technology in an experimental area within the organisation, how do 

they try to obtain it?” To our question, 80% of respondents said, "We are open to bringing it in from outside the 

organisation", another 20% said "We would rather try to solve it from within the organisation". 
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“Let’s say your company develops a special, new knowledge/product (even in the experimental stage), but later 

they don’t want/can deal with it. In this case, would you be happy to share it with another economic 

organisation so that it can continue the work that has been started and later both companies can benefit from its 

results?” 40% of the respondents answered “No, what we started in-house stays there.” Another 30% answered 

“Yes, we are open to this type of collaboration.” 20% answered “Yes, there are situations when an external 

expert can take it further by thinking it over differently,” and 10% answered “If we don’t have the resources to 

deal with it further, we will share it with someone else.” 

 

“Does your organisation support the development of employee creativity in some way?” 50% of respondents 

answered “yes”, 40% “partly, at certain employee levels”, and 10% “only at management levels”. 

 

To the question “Does your organisation support in some way the expansion of employees’ knowledge, with the 

aim of stimulating innovation?” 90% of respondents answered “yes”, while only 10% answered “no”. 

 

 

Conclusion  
 

The aim of our study was to learn about the relationship between human creativity and innovation, as well as 

their role in the life of economic organisations in Szekesfehervar and its region (Hungary). We see the small 

sample size as one of the limitations of our study, but the responses still provided an opportunity to gain insight 

into the views of business organisations on innovation and creativity. Another limitation of the study may be 

that representatives of large, medium-sized and small enterprises responded to our questions, but representatives 

of microenterprises did not respond. 

 

To clarify the concepts of creativity and innovation, we invited survey participants to free association, even 

describing the meaning in one word. Summarizing the responses to creativity, the working definition is a way of 

thinking that enables the ability to create something new. Summarizing the responses to innovation, the working 

definition is that it is a development that leads to modernization and improvement through innovation, the use of 

artificial intelligence and science as the key to competitiveness. The close relationship between creativity and 

innovation is clearly demonstrated by the answers given to the clarification of concepts. Furthermore, in the 

answers describing the relationship to our last question (in the closing section of this group of questions), 

creativity appears as a precondition for innovation. This necessity is clearly present in the vocabulary of 

respondents: "necessary", "without creativity there is no innovation", "goes together", "comes from this", etc. 

 

As expected, 60% of respondents partially allow the use of creativity during daily workflow, depending on the 

job. It should be emphasized that the responses received from all organisations are basically positive, they allow 

the use of creativity within some framework. We asked in which areas of the organisation this is possible. 70% 

of respondents indicated the areas of “technical/engineering” and “project/organisational development”, which 

clearly assume creative thinking in certain jobs. Human resource development areas 

(“education/training/specific HR areas/customer relations”), dealing with people may also require creativity, this 

was indicated by 30% of respondents. Regarding the use of creativity, the indication of the organizational level 

was present in 60% of the answers.  

 

It can be stated that all respondents clearly consider it important for their business to be innovative. The 

difference can only be detected in the degree of importance, 70% consider it very important, 30% simply 

consider it important to operate as an innovative organisation. According to 40% of the responses, the 

organisational culture of the companies promotes innovation, while another 60% say it only partially does so. 

The respondents mentioned examples of which elements of their organisational culture support the emergence 

of innovation. The responses from the large corporate sector include elements that provide opportunities for 

employees: the possibility of continuous development; rewards/recognition and the inclusion of innovation in 

key corporate documents. The responses from the medium-sized corporate sector are dominated by supportive 

organisational elements related to the management's attitude (agile leadership role; management open to 

change, etc.). 

 

It can be stated that a significant part of the surveyed senior company managers (70%) believe that those 

employed in managerial positions can play a role in enabling creativity to emerge in the work of employees. 

30% made this dependent on the manager or the specific style of the manager. Based on the responses, the 

working definition of an innovation-supporting manager is a role model manager who, through liberal 

regulation of jobs, communication, and openness, leaves space and time for employees to share their ideas and 
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make mistakes, involves them in problem solving and joint developments, uses the opportunity for rewards, and 

acquires the resources to implement innovation.  

 

Based on the responses (90%), it can be highlighted that if an employee comes up with an idea that offers a 

novel solution to a workplace problem, the information usually reaches the relevant manager. According to a 

significant part of the respondents (78%), this employee idea reaches the decision-maker through two 

management levels. The first three named ways of delivering ideas are, in order: personal conversation (30%), 

email (27%), and idea box (20%). It is only interesting to mention that these three information channels appear 

in the case of all respondents in the large corporate sector. 60% of the responding organisations have a 

designated colleague who coordinates these initiatives. In the case of the large companies, all organizations have 

one, ¾ of the medium-sized enterprises do not have one, and ½ of the small enterprises have one. 

 

Based on the responses, it can be stated that a significant majority (80%) are familiar with the concept of 

innovation management. Representatives of the large companies are familiar with the concept, ¾ of the 

representatives of medium-sized enterprises are also familiar with it, and ½ of the representatives of small 

enterprises are also familiar with it. 60% of the respondents indicated that there is, or is partially built-in, 

innovation management activity in the organisation's operating processes. Representatives of the arge 

companies reported that they carry out some level of innovation management activity, ¾ of the representatives 

of medium-sized enterprises indicated that they do not carry out such activity, and half of the small enterprises 

indicated that they do. 

 

We also wanted to get information about their attitude to Chesbrough's open innovation theory (Chesbrough et 

al, 2013). Based on the answers of the senior managers, it can be stated that a significant part of them (80%) 

are open to knowledge flowing from the outside in. The representatives of the large companies are completely 

open to this solution, ¾ of the medium-sized enterprises, and half of the small enterprises indicated that they 

did. Our next question concerned the inside-out type of open innovation. Based on the answers, it can be stated 

that many of them (60%) are open to knowledge flowing from the inside out and cooperation. ¾ of the 

representatives of the large companies are open to this solution, ¾ of the medium-sized enterprises are also open 

to this solution, and the small enterprises answered no to this question. 

 

Based on the responses, it can be stated that large companies support the development of employee creativity in 

some form; medium-sized enterprises only “partly, at certain employee levels”, half of small companies support 

it, and the other half only at the management level. 90% of the respondents support the expansion of employee 

knowledge regarding the stimulation of innovation.  

 

In our opinion, despite the small sample size, we were able to come to some conclusions. In the study, based on 

the reviewed literature, we discussed the role of different thinking styles, the relationship between innovation 

and creativity, and summarized how creativity can be developed, and what role management and different 

management styles can play in this. By analysing the answers of the interviewed company senior managers, we 

were able to learn how many of them enable employees to use creativity during their daily workflows. It is clear 

to them that their economic organisation must be innovative, and we have shown with examples which elements 

of their organisational culture support this. Based on their responses, we were able to formulate a working 

definition of creativity and innovation, but we could also characterize a leader who supports innovation. What 

chain of command must the ideas of employees navigate to reach decision-makers, and through what channels 

this is achieved. A significant majority of the respondents are aware of the concept of innovation management, 

and a smaller majority apply innovation management processes. A significant part of them is open to the 

outside-in knowledge acquisition of the open innovation theory, while only a smaller majority are open to the 

inside-out knowledge acquisition of open innovation and the cooperation that achieves this.  

 

Our study contributes to understanding the opinions of economic actors on the relationship between creativity 

and innovation, the role of leaders and leadership styles, innovation management and touched on open 

innovation. It would be worthwhile to conduct further research in the region on a larger sample and compare the 

results with the literature and this study. In our opinion, the basis of innovation is always a creative idea. 

Developing creative ideas is accessible to everyone, and this can lay the foundation for innovation. Let us not 

dismiss the possibility of a new idea by saying that “we are not creative”. The experience of creative creation is 

an opportunity for everyone, which can represent value for us and our community. 

 

 

Recommendations 
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Local higher education institutions must enter the field of innovation cooperation through their third mission 

activities. Furthermore, the local HEIs need to catalyse these processes and expand knowledge transfer, support 

innovation management. Their important task is to build trust and strengthen social capital, with which they can 

even encourage open innovation cooperation during the development of a helix model-like operation. They can 

contribute to the sustainable development of the region and its urban development. 

 

 

Scientific Ethics Declaration 
 

* The authors declare that the scientific ethical and legal responsibility of this article published in EPESS 

journal belongs to the authors. 

 

 

Conflict of Interest 
 

* The authors declare that they have no conflicts of interest 

 

 

Funding  
 

* This research received no specific grant from any funding agency in the public, commercial, or not-for-profit 

sectors. 

 

 

Acknowledgements or Notes 
 

* This article was presented as an oral presentation at the International Conference on Science and Education 

(www.iconse.net) held in Antalya/Türkiye on November 12-15, 2025. 

 

 

References 

 

Aigner, I. (2024). Egyetemes egyetemi kreatívan kritikus tanítás és tanulás. Pedagógusképzés, 23(2), 102–107.  

Amabile, T. M. (2012). Componential theory of creativity (Working Paper No. 12-096). Harvard Business 

School.  

Barnard, B., & Herbst, D. (2019). Entrepreneurship, innovation and creativity: The creative process of 

entrepreneurs and innovators. Expert Journal of Business and Management, 7(1), 107–146. 

Castillo-Vergara, M., Álvarez-Marín, A., & Placencio-Hidalgo, D. (2018). A bibliometric analysis of creativity 

in the field of business economics. Journal of Business Research, 85, 1–9. IDEAS/RePEc 

Černe, M., Batistič, S., & Kenda, R. (2018). HR systems, attachment styles with leaders, and the creativity–

innovation nexus. Human Resource Management Review, 28(3), 271–288. 

Chesbrough, H., & Brunswicker, S. (2013). Managing open innovation in large firms (Survey report). 

Fraunhofer IAO.  

Cleese, J. (2021). Csak kreatívan! Vidám kalauz az alkotómunkához. HVG Könyvek. 

Csath, M. (Szerk.). (2021). Versenyképességi mozaik. Akadémiai Kiadó. 

Csíkszentmihályi, M. (2022). Kreativitás. Akadémiai Kiadó.  

De Bono, E. (2015). Laterális gondolkodás. HVG Könyvek. 

Deák, Cs. (2021). Innováció – Az alkotás útja. Humán Telex Consulting Kft. 

Derecskei, A., & Zoltayné, P. Z. (2012). Vitás kreativitás – szakirodalmi áttekintés a kreativitás fogalmáról 

(TM 89. sz. műhelytanulmány). 

Directorate-General for Internal Market, Industry, Entrepreneurship and SMEs (European Commission). (2020). 

User guide to the SME definition. Publications Office of the European Union. 

Dobos, O., & Csiszárik-Kocsir, Á. (2025). Project-oriented perceptions of research, development and innovation 

in Hungarian, Polish and Romanian enterprises. Transformations in Business & Economics, 24(1), 

534–547. 

European Commission. (2025). The union of skills. European Commission. 

Farkas, P., & Pongrácz, A. (2021). Érzelmileg intelligens vezetői kommunikáció, mint legfőbb munkavállalói 

motiváció. In A. Makkos, P. Kecskés, & V. Kövecsesné Gősi (Ed.), Kizökkent világ (pp. 109–115). 

Széchenyi István Egyetem Apáczai Csere János Kar. 

http://www.iconse.net/
https://ideas.repec.org/a/eee/jbrese/v85y2018icp1-9.html?utm_source=chatgpt.com
https://commission.europa.eu/topics/competitiveness/union-skills_en?utm_source=chatgpt.com


International Conference on Science and Education (IConSE), November 12-15, 2025, Antalya/Türkiye 

278 

 

Fetrati, M. A., Hansen, D., & Akhavan, P. (2022). How to manage creativity in organizations: Connecting the 

literature on organizational creativity through bibliometric research. Technovation, 115, 102473.  

Galla, D. (2021). Gyerekek. Otthon. Együttműködés. Kreativitás – A designkommunikáció, mint a soft készségek 

fejlesztését támogató oktatásmódszertani eszköz (Doctoral dissertation). 

Ganeva, I., & Pusparini, E. (2024). Employee creativity and innovation: The influence of leadership style, 

public service motivation and mediating role of psychological empowerment. Jurnal Manajemen dan 

Organisasi, 15, 436–454. 

Jiang, W., & Gu, Q. (2017). Leader creativity expectations motivate employee creativity: A moderated 

mediation examination. The International Journal of Human Resource Management, 28(5), 724–749. 

Kadocsa, L. (2024). A felsőoktatás átalakulása (pp. 341–346).  

Karacsony, P., Pásztóová, V., Vinichenko, M., & Huszka, P. (2022). The impact of the multicultural education 

on students’ attitudes in business higher education institutions. Education Sciences, 12(3), 173. 

Kohut, D. V. (2022). Az egyén szerepe az innováció kialakulásában szervezeti működés szempontjából. Acta 

Carolus Robertus, 12, 25–44. 

Nakano, T. d. C., & Wechsler, S. M. (2018). Creativity and innovation: Skills for the 21st Century. Estudos de 

Psicologia, 35(3), 237–246. 

Newman, A., Tse, H. H. M., Schwarz, G., & Nielsen, I. (2018). The effects of employees’ creative self-efficacy 

on innovative behavior: The role of entrepreneurial leadership. Journal of Business Research, 89, 1–9.  

Nguyen, M., Sharma, P., & Malik, A. (2024). Leadership styles and employee creativity: The interactive impact 

of online knowledge sharing and organizational innovation. Journal of Knowledge Management, 28(3), 

631–650. 

OECD/Eurostat. (2018). Oslo manual 2018: Guidelines for collecting, reporting and using data on innovation 

(4th ed.). OECD Publishing/Eurostat. OECD 

Santoso, H., Elidjen, E., Abdinagoro, S. B., & Arief, M. (2019). The role of creative self-efficacy, 

transformational leadership, and digital literacy in supporting performance through innovative work 

behavior: Evidence from telecommunications industry. Management Science Letters, 9, 2305–2314. 

Sarooghi, H., Libaers, D., & Burkemper, A. (2015). Examining the relationship between creativity and 

innovation: A meta-analysis of organizational, cultural, and environmental factors. Journal of Business 

Venturing, 30(5), 714–731. 

Sterczl, G., & Csiszárik-Kocsir, Á. (2025). Comparative analysis of AI models – Using AI-supported qualitative 

data analysis for interview analysis. Acta Polytechnica Hungarica, 22(7), 223–243. EPA+1 

Stojcic, N., Hashi, I., & Orlic, E. (2018). Creativity, innovation effectiveness and productive efficiency in the 

UK. European Journal of Innovation Management, 21(4), 564–580. 

Tajeddini, K., & Martin, E. (2020). The importance of human-related factors on service innovation and 

performance. International Journal of Hospitality Management, 85, 102431. 

Varga, J. (2015). Az értékteremtés lehetséges formái az innovációk innovációjának korszakában. In 

Vállalkozásfejlesztés a XXI. században V. Tanulmánykötet. Óbudai Egyetem Keleti Károly Gazdasági 

Kar. 

Weiss, D., & Legrand, C. (2011). Innovative intelligence: The art and practice of leading sustainable 

innovation in your organization. John Wiley & Sons. 

World Economic Forum. (2025). The future of jobs report 2025. Retrieved from 

https://www.weforum.org/publications/the-future-of-jobs-report-2025/ 

 

 

Author(s) Information 
Richard Veres 
Obuda University, Doctoral School of Innovation 

Management, Budapest/Hungary. 

Alba Regia Faculty, Szekesfehervar/Hungary  

Contact e-mail: veres.richard@amk.uni-obuda.hu 

Janos Varga 
Obuda University, Keleti Károly Faculty of Business and 

Management, Budapest/Hungary 

 

 

To cite this article:  

Veres, R., & Varga, J. (2025). The role of innovation and human creativity in the life of economy actors. The 

Eurasia Proceedings of Educational and Social Sciences (EPESS), 47, 269-278.  

 

 

https://www.oecd.org/content/dam/oecd/en/publications/reports/2018/10/oslo-manual-2018_g1g9373b/9789264304604-en.pdf
https://epa.oszk.hu/02400/02461/00157/pdf/EPA02461_acta_polytechnica_2025_07_223-243.pdf?utm_source=chatgpt.com
https://www.weforum.org/publications/the-future-of-jobs-report-2025/

