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Abstract

O f interest in this chapter is the search for the wider sourcing of creative ability because tra
ditional methods have failed to solve a variety of problems -  social, political, daily life, family, 
economic, cultural, and religious -  which as unconventional and practical applications become 
innovations. How multidimensional the abilities to tackle them are also depends on the ability 
to develop innovation. In view of the growing importance of gender studies, the conditions 
indicated should include another one, namely gender. And the concept of Innovative Gender 
has been accepted, ascribing to women and men equal measure, opportunities and situations 
included in the model of the innovation genome. The starting point of the Innovative Gender 
study is to build four dedicated matrices filled with information (variables) describing a given 
area including gender, among which the crucial one is cooperation.
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Introduction

In spite o f the diagnosis that the European Union is burdened with a triple crisis 
-  o f substance, trust and power (Kukliński, 2011) -  leading to its institutional 
weakening on the global stage as an innovator, the growing predom inance o f 
thinking via procedures, and the expansion o f the overwhelming control limiting 
freedom o f choice, more offensives and strategies to intensify the development of 
research and innovation in all Member States are constantly being created. The 
failure to achieve the goals o f the Lisbon Strategy is explained by a lack of political 
will and the conviction o f heads o f state that the objectives were too ambitious 
and that they lacked a cohesive policy between the whole European Union and 
the strategies o f individual Member States, which is further compounded by the 
poor state o f public finances in many EU countries and the crisis o f 2008. A kind 
o f “extension” o f the Lisbon strategy is the Europe 2020 Innovation Union, and 
in particular the use o f the procedure to shift the trust and support of innovative 
activity to the regions. Will yet another programme free EU innovation from its
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“straitjacket” (Green Paper on Innovation, 1995)? Entrepreneurs argue that EU 
regulations harm innovation, and universities that the use of EU support, which, 
it is true, has enabled a leap forward in improving the quality of infrastructure, in 
the long run will lead to the fi nancial collapse of institutions that dramatically take 
out loans necessary for their own contribution to projects and maintaining this 
infrastructure, and they are already no longer suffi  cient for the research. Of inter-
est in this chapter is the search for the wider sourcing of creative ability, because 
traditional methods have failed to solve a variety of problems – social, political, 
daily life, family, economic, cultural, and religious – which as unconventional and 
practical applications become innovations. How multidimensional the abilities to 
tackle the mare, both those inherent in people, motivated by the market, organized 
or elemental, as well as those aided or impeded by state policy in diff erent coun-
tries or regions, also depends on the ability to achieve innovation. In view of the 
growing importance of gender studies, the conditions indicated should include 
another, namely gender. Th is article is a contribution to the research project now 
underway at the Jagiellonian University in Kraków; a presentation of proposals 
for research areas in which the role of gender in the innovation process can be 
captured. On this basis, it will be possible to develop research methods which will 
enable assessment of the strength of this relationship symbolically defi ned in the 
InnoGend project.

13.1.  Innova  on, innova  veness – the driving force 
for development

Although the literature contains many and increasingly diverse defi nitions of inno-
vation, just as in the process of innovation the literature contains many proposals 
for models that were created over the last 30 years of the previous century, there 
is no way not to refer to these once again; however, the keynote is this time to 
seek changes in the economy and society, denoting innovation, in which gender 
may be of particular importance. Driven by the probably Latin origin of the word 
innovation – innovare or “creating something new” – the defi nitions formulated 
by many famous scientists emphasize that innovation is “the process of convert-
ing existing possibilities into new ideas and putting them into practical use. It is, 
briefl y speaking, the introduction of new products, processes or procedures to 
broad use” (Allen, 1966, p. 7). In this trend, for example, industrial innovations 
and specifi c steps towards their formation could be pointed at (Freeman, 1982), or, 
specifi c abilities, skills, competences of entrepreneurs (Drucker, 1985). Companies 
achieve competitive advantage through innovation if they introduce innovation in 
a broad sense (Porter, 1990). In the same vein, Fagerberg writes about innovation 
as “the application of new ideas in practice (2006), and the conversion of ideas 
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into activities which bring benefi ts” (Stachell, 1998, pp. 33‒34).Th e importance of 
the commercialization of ideas and concepts is particularly exposed by the point 
that “… the commercialization of innovation does not necessarily imply only the 
highest technological achievements (radical innovation), but also includes the 
use and practical application of know-how, even on a small scale (incremental 
improvement, innovation)” (Rothwell and Gardiner, 1985, p. 168) as in practice 
not all innovation is based on inventions (Jasiński, 1997). For some researcher 
innovation is about creating value out of ideas, concepts Soete (2006), when the 
ideas are brought to the market in the form of new products, better designs, better 
manufacture or distribution and when it all takes place within the institutional 
environment of the national innovation system. In this context, just as in Freeman 
(1987), which decided to locate the concept of a “national system of innovation” in 
economic theory, the scale of elements describing the concept of innovation greatly 
expands, emphasizing the importance of qualitative changes in the development 
of innovation, such as changes in the system of education, science, engineering 
and technology, the intensity of cooperation between the actors involved in the 
innovation process; there is also a causal investigation of these changes that in 
diff erent ways activate or destructively infl uence people’s behaviour. Schumpeter, 
considered one of the forerunners of innovation theory, emphasized that inno-
vation is virtually in the centre of all phenomena, diffi  culties and problems of the 
economic life of the capitalist community. Th e sense of innovation here is “the 
formation of a new production function” (Schumpeter, 1939, p. 87). Th e entre-
preneur is characterized by dynamism and innovativeness and thus creates new 
businesses, new products, introduces a new organization of production and new 
production technologies. Th e entrepreneur-innovator therefore decides on the 
driving force for economic development and the concept of innovation refers to 
broader creative human activity. Schumpeter’s marking of the special role in the 
development of the economy through innovation by entrepreneurs has over the 
years been the basis for many researchers to seek a defi nitional basis and modelling 
within this conception. Innovations make a “new combination of factors,” which 
may be caused by (Schumpeter, 1960, p. 128):

 – introducing new or improving existing products,
 – using new or improving previous production methods, 
 – opening a new market (expansion into a new market),
 – introducing new ways of buying and selling,
 – gaining a new source of raw materials (using new raw materials or semi-fi n-

ished products),
 – introducing a new method of organization (changing the current method 

of organizing the production process).
Th is defi nition is regarded as a classic, and began the discussion on the impor-

tance of innovation in economic development, both in a positive sense, providing 
a jump in the growth of economic effi  ciency, as well as negative, because it is 
capable of inducing economic crises. It is true that many fl aws are attributed to it 
(Czerniak, 2013, pp. 14‒15) such as its too broad scope, tautology, open nature, 
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and lack of usefulness in practice, so from the point of view of the considerations 
here we need to underline its usefulness. Schumpeter’s, one might say theory, of 
innovation, is invariably a reference to establishing the importance of innovation 
as a driver of economic growth, which in particular is also emphasized in the 
current policy of the European Union (Europe 2020, 2010). Th e broad approach 
to innovation also enables us to capture areas in which the importance of gender 
would be possible to determine. Particularly important here is the whole sphere 
of innovative entrepreneurship, in the assessment of which the signifi cance of 
gender and the resulting specifi c predispositions already constitute a signifi cant 
range (mazowia.eu). In addition, this defi nition implies a clear and strict reference 
to the commercial dimension of innovation, in which the processes of production 
and distribution are of decisive importance, hence considerations should apply 
only to the appropriate competences to these processes. In this view, the technical 
changes and organizational changes required and only partly social ones underlie 
innovation and are identifi ed with the new, or with the modifi ed, which has been 
brought forward to modern, institutional defi nitions of innovation (Oslo Man-
ual, 2005). Alongside the digressions as to its too broad and general treatment 
of innovation, there is also the question of the scale of newness as the essence of 
innovation. Within the broad understanding of innovation, the reference to the 
new, as the basal characteristic of innovation is sometimes regarded subjectively. 
For example, Kotler (1978, p. 224) believes that “… the concept of innovation refers 
to any good, which is seen by some as new,” while, within a narrow understand-
ing of innovation, Mansfi eld, says to the contrary, that “An invention which has 
been used for the fi rst time is an innovation” (Mansfi eld, 1968, p. 99, introducing 
a reservation as to the understanding of new). Th ere is certainly no doubt in this 
case about Freeman’s defi nition, from which it follows that not every novelty can 
be considered an innovation, but only that which is “… the fi rst commercial in-
troduction (application) of a new product, process, system or device” (Freeman, 
1982, p. 7). In any case, it may not be necessary to discern defi nitional compliance 
as to the scale of the key fact that determines innovation, which is “novelty.” Does 
the scale relate to individuals, companies, the economy or the global market, or 
to producers or consumers. Here radical defi nitions, declaring innovation to be 
“novelty” at the scale of the economy (Schmookler, 1966), collide with decidedly 
weaker defi nitions in which, to be able to talk about innovation, “novelty” merely 
refers to a product, process, organization of the company, work, or enterprise-scale 
marketing (OECD, 2005, pp. 46‒47), disregarding the requirement of absolute 
novelty and originality on the global market (Hall, 1994, p. 17). Th e practice, 
however, drastically verifi es this approach, in fact, it is the leaders of innovation 
who count in the world; all the rest are only “followers.” Invariably the catalogue 
of innovation characteristics distinguished, and therefore the processes in which 
they are born, may include (Okoń-Horodyńska, 1998):

1. Combining the intellectual elements with material. Every innovation must be 
preceded by mental work containing creative elements, and triggering creativity. 
Th is connection implies today, oft en ineff ectively (as in Poland) by regulation, the 
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institutionalization of mediation at the interface between the industrial sphere and 
R&D facilities (e.g. higher education, research and development bodies, research 
institutes), and requirements apply here to professional solving of both theoretical 
and methodological and practical problems.

2. Th e increase in the role of the intellectual element, which together with 
industrial development has become an essential factor in any progress (knowl-
edge-based economy, creative economy). An external expression of increasing the 
role of the theoretical and methodological preparation for changes in industrial 
production is the creation of a variety of scientifi c and research and development 
institutions (an increase the number of places where knowledge is created and 
where creativity is taught), specializing in intellectual, pre-production, innovation 
activity, and expansion of the scale of specifi c education, as well as technology 
transfer. 

3. Th e accelerated increase in mixing the complexity of the relationships be-
tween intellectual and material elements, as well as the internal complexity of these 
components, due to the turbulent changes in the technosphere, the increasing 
complexity of systems, new data, incomplete knowledge, new issues, people, and 
risks. Th e practical work is combined with the necessity of a multidisciplinary and 
interdisciplinary (holistic) approach to solving problems related to the operation 
of the innovation process. Th ere is also a need to integrate practical activities, and 
the continuous interpenetration of intellectual and material elements carried by 
specialized cells in the production process, determined by the social environment.

4. Innovation is characterized by a degree of risk and uncertainty higher than 
in other ventures (incomplete knowledge) in the process of creating innovation 
and obtaining the desired scale of innovations as results of innovative activity.

5. Th e need to ensure the leading participation of the best cells of human poten-
tial in a given system, its multidimensional skills and tangible economic research 
facilities ensuring that innovative changes are carried through. Th is best potential 
functions as a paradigm for other entities involved in innovation processes.

6. Innovations force a growing relationship between the degree of maturity 
of the innovation processes and the dynamics of the development of industry, 
economy and society, forcing innovation on society, a culture of innovation, the 
growing involvement of the public in innovative activity takes on a permanent 
character. Lack of innovation entails the ineffi  ciency of the economy to solve com-
plex problems hitherto unknown, which ultimately results in a waste of manpower 
and resources and inhibits growth. 

7. Although technological innovation, regarded as a determinant of the process 
of taking a lead in the global economy, is still considered decisive in modern com-
petition, approaches that focus on social innovation are being developed with great 
intensity. Hence, the European Commission has also strongly verifi ed its approach 
to innovation by introducing a defi nition of social innovation understood as: “Th e 
development and implementation of new ideas (products, services and models) 
to meet social needs and the creation of new social relations and cooperation” 
(European Commission, 2013).
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 8. Innovation is a business tool, it requires the creation of better jobs, which, 
according to Schumpeter’s approach, means that it provides resources with new 
opportunities to create wealth. 

9. Innovations determine the competitiveness of a company and an economy, 
which means that they decide on the presence of a company in the market and 
the position of the economy on the global scale.

10. Innovations have the ability to polarize entities and sectors of the economy, 
and also countries and regions of the world, in terms of the level of innovation in 
the economy. Because the innovativeness of an economy entails creativity, creative 
capabilities, the formation of new social relations and motivation for traders towards 
innovative activity, comprising a constant search for new results for scientifi c re-
search, R&D work, new concepts and ideas, to develop and launch the production 
of new or improved materials, products, equipment, services, processes or methods 
devoted to the market or to meet the variety of social needs necessary in practice. 

Following the aforementioned features the following two constitutive elements 
of innovation should be distinguished:

 – Innovative change – which, in contrast to unintended changes is at least to 
some extent prepared and developed in an intentional way in the process 
of innovation.

 – Actual innovation – a feature that should characterize the baseline of innova-
tion as an intentional process. Th e degree of novelty imposes on the innova-
tion development process an additional risk that arises from the possibility of 
not achieving economic success. Th us the problem of measuring the sources 
and eff ects of innovation becomes more justifi ed because not every product, 
service or process that meets the criteria of innovation brings tangible benefi t 
for the company just because it meets the criteria of innovation.

It seems that one of the more useful sources for Innovative Gender from the 
point of view of the search for approaches to innovation, is the one that selects 
the scale of innovation on the basis of the consumer and the manufacturer (Hirsh 
and Peters, 1978, p. 9). Th rough innovation the consumer stabilizes or changes the 
consumption patterns and the following have an impact here (Jasiński, 1997, p. 12):

 – Continuous innovation determined, for example, by tastes, a fashion for 
colours, sizes, shapes, etc.,

 – Dynamic continuous innovations triggered by a wave of some technical 
changes, e.g. the electric toothbrush, knife, comb, massage device, still 
current today and even solar powered,

 – Discontinuous innovation – extremely rare, diff erent from anything known 
before, and requiring the consumer to lean to use and enjoy.

Th e manufacturer, on the other hand, assesses the degree of novelty commer-
cially and technologically. So, it is important to improve the product, replace it, 
make minor physical changes, expand the product lines, and diversify. It is hard 
not to see that it is the consumer point of view on innovation in the process of 
creating a model of consumption and even a consumption strategy may be a good 
fi eld of research for the assessment of the signifi cance of gender in innovation 
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activity. Even general observation allows us to show that women subordinate 
decisions about choosing consumption patterns to tastes or fashion, and men 
technical usability, to a much higher degree.

Since, as demonstrated with a signifi cant sample, innovation is defi ned in dif-
ferent ways, further agonizing over defi nitions can be omitted for now, knowing 
there is a large literature on the subject. Another issue, however, seems to be worth 
signalling. Th e increasing complexity of productive life as a fundamental element 
of the management process creates fewer and fewer opportunities to give birth to 
an ad hoc innovation as a sudden “miracle” solution. Although, as Drucker states, 
there is more innovation based on “brilliant ideas” than all the rest put together 
– about seven out of every ten patents – they are the most risky and least eff ective 
source of opportunity to innovate, and are characterized by the greatest “mortality” 
(Drucker, 1985, pp. 143‒145). Th erefore, today the essence of innovation should be 
seen rather in its permanent, systematic and consistent character. Th is approach 
has also been adopted, for example, by the European Union, which has been trying 
for years to implement a European innovation policy (Okoń-Horodyńska, 2013), 
as schematically shown below. Unfortunately, the institutional environment for 
expanding innovation policy in the EU through the multiplication of programmes 
and regulation stifl es people’s creativity and strengthens the bureaucracy and waste 
of public funds. Th is is one example of how even the best formulated programmes 
are converted into economic failures due to lack of strategy.

Figure 13.1. EU innovation policy environment 
Source: own elaboration.
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Th e philosophy determining the development of innovation of regularity and 
continuity of innovative activity is certainly associated with the security compa-
nies and economies in the unique resources as a source of not only innovation 
but also sustainable competitive advantage. Th is concept, developed in the re-
source approach to innovation, even assumes that a company is a collection of such 
rare material resources (production and technology) and intangibles (managerial 
knowledge, intellectual property rights, organizational culture) so diffi  cult to imi-
tate and replace, that have an impact on the business’ results (Mizgajska, 2013). In 
particular, however, thanks to a specifi c set of resources, enterprises have a dynamic 
ability to integrate and reconfi gure internal and external competencies in a rapidly 
changing environment, which allows them to create and innovate. However, this 
resource approach has also not avoided a kind of criticism, although interesting 
conclusions from research on the impact of workers’ experience, competence, 
ability to co-operate, and knowledge in R&D as one of the indicators of innovation 
activity remain valid today. A company’s and an economy’s innovativeness depends 
on the state of originality and also availability of resources for innovation, con-
sidered to be one of the most progressive factors of socioeconomic development, 
even at the local level. Innovativeness is the ability and willingness of economic 
entities/regions to constantly seek and use in business practice diff erent types of 
resources, such as the results of research and R&D, new concepts, ideas, inven-
tions, improvement and development of technologies for producing material and 
non-material (services) goods, business models, skills and abilities of people, the 
introduction of new methods and techniques in organization and management, 
and the improvement and development of infrastructure and knowledge. Inno-
vation and its sources are subject to a detailed measurement process acting on 
the place of a given company in the market in global competition or rankings of 
innovation leaders (IUS, 2013). In this thread we must also see the research fi eld 
for the assessment of gender roles as the characteristics of one of the resources 
in achieving dynamic ability to innovative activity in the business, the economy,
and society.

13.2.  Dualism of innova  on: crea  vity
and commercial viability as a source
of explora  on of the importance of gender

Although the set of ideas presented on innovation and innovativeness does not in 
any way exhaust the defi nitional proposals contained in the rich literature on the 
subject, each in its own way shows that the sense of innovation should be seen in 
the driving force resulting in change in all its surroundings. And though they may 
have diff erent natures, extents, and directions, starting from minor adjustments 
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and ending in “upheavals,” and that they are able to both facilitate and hinder our 
lives by constantly complicating the environment, they can also aff ect national 
security, or seriously aff ect the system of values, institutions and decision-making 
processes. So every element of that driving force, including gender, requires careful 
discernment and proper harvesting. In this sense, the best, defi nition, closing the 
discussion, is that innovations are hard, deliberate, focused work that requires 
knowledge, diligence, creativity, perseverance, and commitment; they require 
the use of the innovators’ strongest points, and they are the eff ect induced in the 
economy and society, as they cause changed behaviour for both businesses and 
consumers (Drucker, 1985, pp. 152‒153). Th ere is no doubt, however, that the 
concept of “innovation” is used in a double sense: 

1) on the one hand, it describes a process involving research, design and 
development, creating new relationships between people and also the or-
ganization of manufacture of a new product, process or system, which is 
oft en called the “ innovation process,” which lies at the basis of human
creativity,

2) on the other hand, it describes the fi rst use of a new product, process or 
system, achieved by commercialization.

Th e dimension of creativity indicates the potential of knowledge and skills at 
the same time to create something new. Although this is a thought process it leads 
to new, original ideas, concepts, associations and new ways of solving problems in 
practice. It is a process that is diffi  cult to defi ne, thus escaping simple schemata. For 
example, Einstein said that if he had an hour to solve a problem on which his life 
depended, he would devote 55 minutes to asking the right question and then even 
less than 5 minutes would be enough to solve the problem itself (http://www.ide-
achampions.com/weblogs/, accessed 15.02.2014). Th e creation of something new 
can occur because both as a result of painstaking research and quite by accident, 
and also as a result of intuitive impulses and imagination, unconventionally, as Ein-
stein emphasized. Intuition and imagination are mostly conducive to knowledge 
and deep refl ection, predispositions to explore the knowledge and the ability to 
use it. Creativity’s uniqueness lies in the fact that it is actually inexhaustible: “You 
can’t use up creativity. Th e more you use, the more you have” (Angelou, 2010). Let 
the exemplifi cation of this thesis be the interesting set of quotes posted defi ning 
creativity on the website functioning under the slogan: Th e Head of Innovation 
(2010). And so:

 – “Th e things we fear most in organizations – fl uctuations, disturbances, im-
balances ‒ are the primary sources of creativity.” ‒ Alfred North Whitehead

 – “Th e chief enemy of creativity is ‘good sense.’” – Pablo Picasso
 – “Everyone who’s ever taken a shower has had an idea. It’s the person who 

gets out of the shower, dries off  and does something about it who makes 
a diff erence.” – Nolan Bushnell

 – “As competition intensifi es, the need for creative thinking increases. It is 
no longer enough to do the same thing better … no longer enough to be 
effi  cient and solve problems.” ‒ Edward de Bono
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 – “I make more mistakes than anyone else I know, and sooner or later, I patent 
most of them.” ‒ Th omas Edison

 – “Creativity is thinking up new things. Innovation is doing new things.”
‒ Th eodore Levitt

 – “Th e secret to creativity is knowing how to hide your sources.” ‒ Albert 
Einstein

 – “Creativity is allowing yourself to make mistakes. Art is knowing which 
ones to keep.” ‒ Scott Adams

 – “Don’t think. Th inking is the enemy of creativity. It’s self-conscious, and 
anything self-conscious is lousy. You can’t try to do things. You simply must 
do things.” ‒ Ray Bradbury

 – “Creativity is the sudden cessation of stupidity.” ‒ Edwin Land
 – “Th ere’s room for everybody on the planet to be creative and conscious if 

you are your own person. If you’re trying to be like somebody else, then 
there isn’t.” ‒ Tori Amos

 – “Th e key question isn’t ‘What fosters creativity?’ But it is why in God’s name 
isn’t everyone creative? Where was the human potential lost? How was it 
crippled? I think therefore a good question might be not why do people 
create, but why do people not create.” ‒ Abraham Maslow

 – “To live a creative life, we must lose our fear of being wrong.” ‒ Joseph 
Chilton Pierce

 – “By believing passionately in something that still does not exist, we create 
it. Th e non-existent is whatever we have not suffi  ciently desired.” ‒ Nikos 
Kazantzakis

 – “Creativity is discontent translated into arts.” ‒ Eric Hoff er
 – “A truly creative person rids him or herself of all self-imposed limitations.” 

‒ Gerald Jampolsky
 – “Th ings are only impossible until they’re not.” ‒ Jean-Luc Picard
 – “Anxiety is the hand maiden of creativity.” ‒ T.S. Eliot
 – “Creativity is piercing the mundane to fi nd the marvellous.” ‒ Bill Moyers
 – “Th e new meaning of soul is creativity and mysticism. Th ese will become 

the foundation of the new psychological type and with him or her will come 
the new civilization.” ‒ Otto Rank

 – “Th e more original a discovery, the more obvious it seems aft erwards.” 
‒ Arthur Koestler 

 – “It’s not what you look at that matters, it’s what you see.” ‒ Henry David 
Th oreau

 – “If you have nothing at all to create, then perhaps you create yourself.”
‒ Carl Jung

 – “I can’t understand why people are frightened of new ideas. I’m frightened 
of the old ones.” ‒ John Cage

Creativity oft en escapes the canons of rationality which, in the commercial 
dimension in turn, are critical, and at fi rst glance it apes the absurd, yet it can lead 
to the invention of something new, thanks to the unconventional imagination. 
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Defi ning precisely, but also identifying and measuring creativity as a process of 
creating something new is very diffi  cult. If only because the “new” is oft en very 
variously understood and perceived, and sometimes, too, ignored. Creativity may 
indeed serve to improve the quality of social and economic life, but manipulated 
by a few it can reduce this quality. In recent years, the global crisis has exposed 
this spectacularly, where the substrate is primarily the creation of new fi nancial 
instruments, including fraudulent pyramid schemes, toxic derivatives and other 
fi nancial pseudo innovations. Another example is activities, highly detrimental to 
consumers and the environment (but driving the profi ts of producers), aimed at 
producing products on the market whose life span is short, or that forces the need 
for additional, complementary services and products (an example of this power 
supplied matching only one type of device, such as a computer, telephone, etc.). 
No coincidence that more and more researchers point to a new social phenome-
non appearing – progress fatigue. Th is also ties in in practice with the decreasing 
marginal utility of progress. Diffi  culties in assessing and measuring creativity 
are also related to the scarcity of statistics on the subject and its meanders. In 
addition, a variety of social stereotypes and prejudices are superimposed on it, 
oft en erroneous assessment, which is highly correlated with gender stereotypes. 
Th erefore, an important fi eld of research for assessing the role of gender in crea-
tive activity would be the sphere of creative thinking and analysis of the defi ning 
elements of this skill. 

Figure 13.2. Key features of creative thinking
Source: own elaboration. 
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Bearing in mind that natural creativity reaches its peak in preschool, then 
defi nitely decreases – so that we can ensure these declines are not drastic we must 
constantly use diff erent formulas to support it. Th us, for example, as a result of 
education, the acquisition and accumulation of knowledge can improve creative 
effi  ciency, which, however, left  without improving the knowledge and application 
in education, life and work, techniques creativity have also been declining. Cre-
ativity techniques and deliberate raising awareness allows us to expand the scale 
of the characteristics of creative thinking, for example, excellence, self-discipline, 
openness to risk, otherness, and so on. Shaping these features is in essence deter-
mined by individual psychosocial and cultural predispositions, including gender. 
And, the scale of the use of these features determines the quality of our thinking 
(Figure 13.3) and the loss of creativity.

Figure 13.3. Pyramid of the quality of human thinking
Source: J. Chafee (2001), Potęga twórczego myślenia, Warszawa: Bertelsmann, p. 487, za: Cempel (2012).

Looking at the fi gure and taking the approach of Einstein, only 3% of think-
ing is the source of problem solving in an unconventional breakthrough way. It 
is thus hardly surprising that creativity, identifi ed with the ability to look more 
broadly, bravely meeting challenges and with the ability to cope with any situation, 
is considered to be one of the most desirable features in today’s job market. For 
some, creativity is an innate trait, others argue that the development of creativity 
can and should be taught (education and creativity techniques) and it is triggered 
primarily by (Tracy, 2010):

+3%
INTUITION

CREATIVE
THINKING

UNCONVENTIONAL
+7%

LOCAL
THINKING

+7%
=

INDEPENDENT THINKING
TEMPLATES

~30%

THOUGH TLESSNESS – AND/OR
TEMPLATE SOMEONE ELSE

THOUGHT, DOGMAS
~70%
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 – clearly defi ned objectives – here fi rst and foremost continuity of planning 
and focus on the benefi ts that realization of these objectives will bring 
us is emphasized. It is believed that achievement of the benefi ts consti-
tute motivation and mobilization of our mind to look for new solutions 
and ideas, which can signifi cantly facilitate the achievement of planned
objectives,

 – urgent problems – here it is important to have a reference to the ability 
to cross barriers, master obstacles, and transform them into challenges. 
Growing excitement and commitment to meet the challenges, increases 
the scale of creativity in action,

 – specifi c questions – as already indicated in the quotation from Einstein, 
a well-constructed, sometimes uncomfortable, or provocative question 
can trigger a real volcano of creativity providing a rapid solution to
a problem.

In the above context, creativity is also a base for research and development 
(basic research, applied, and experimental development) involving the pursuit of 
systematic conduct of creative work, undertaken to increase the stock of knowl-
edge, including knowledge of humanity, culture and society, as well as for fi nding 
new uses for this knowledge.

According to offi  cial statistics, women are much less represented in the fi eld 
of creativity, innovation, invention and scientifi c achievements. Th is is refl ected, 
inter alia, by statistics for the Nobel Prize. Women Nobel Prize winners are less 
than 5% of the total awarded this prize. Men dominate decisively. Th ere is a slightly 
more favourable image according to data on the number of double Nobel Prizes. 
Th is double prize has been awarded twice to four scientists so far, including one 
woman – Pole Maria Curie-Skłodowska (Nobel Prize for Physics in 1903 for her 
discovery of radioactivity, and Nobel Prize for Chemistry in 1911 for obtaining 
pure radium). However, in assessing the true role of women in the fi eld of crea-
tivity we cannot in any event settle only on the fi gures. Th is is aptly captured by 
sentence from Albert Einstein: “Not everything that can be counted counts, and 
not everything that counts can be counted” (http://izquotes.com/quote/56404, 
accessed 21.02.2014). But attempts to measure creativity are commonly taken 
(Table 13.1), although gender issues are not included in them.

Although the examples of indicators measuring creativity presented give rise to 
a certain institutional assessment of the level of creativity in general, the ingenuity 
and creativity of women in solving many diffi  cult issues of everyday life is not to 
be underestimated, nor in the major areas of social and economic life, including 
education, design, fashion, medicine, media, tourism, social communication, and 
in the sphere of culture (the creative industries). Th is is extremely important, but 
very diffi  cult to measure, because it is not as spectacular as the great scientifi c 
discoveries, for example. In this sense, women are great but silent inventors. Th e 
Polish proverb “where the devil fails, you can send a woman there” exposes the 
great creative potential of women. Certainly better exploitation of the potential 
of women’s creativity will be supported by growing segments of the information 
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society, in this area there is defi nitely a growing demand for female staff . Th rough 
the use of their potential favourable conditions are created for the implementation 
of “social futurism,” proposed by Alvin Toffl  er, primarily through the creation 
at all possible social and economic levels of centres focused on interdisciplinary 
“brain activation,” in order to discover the social consultants of the future. Social 
futurism may be a remedy for the narrow economic technocracy and economic 
myopia, the more so because the progress and rate of change are rendering the 
traditional objectives of enterprises obsolete (Toffl  er, 2000), and foresight studies 
form the basis for building development strategies at various levels of the economy 
and society, and other institutions (Okoń-Horodyńska, 2011).

Creativity is a term that has left  the fi eld of theoretical discussion (Florida, 
2002) and permanently placed itself in the economy, providing the basis for the 
formation of creative industries, experimentally in the UK (Department of Cul-

Table 13.1. How to measure creativity

Indicator Range Source of informa  on 

European Crea  vity 
Index 

Human capital, technology, 
ins  tu  onal environment, openness 
and diversity, social environment

The contribu  on of culture to 
crea  vity, KEA, 2009 

Hong Kong Index A set of interac  ng variables which 
make up the crea  ve environment

Home Aff airs Bureau of the Hong 
Kong Special Administra  ve Region 
Government, A study on a Hong Kong 
Crea  vity Index, 2004 

Euro-Crea  vity 
Index 

Set of characteris  cs that a  ract 
the “crea  ve class” – technology, 
tolerance, and talent

Europe in the crea  ve age; Florida, 
2004 

Flemish Index 

Technological innova  on, 
entrepreneurship, openness of 
society. It is used for inter-regional 
comparisons

A Composite index of the Crea  ve 
Economy, the Catholic University of 
Leuven, 2006 

UNCTAD Global 
Data Base on the 
Crea  ve Economy

Interna  onal trade in crea  ve-sector 
goods and services (export/import)

Crea  ve Economy Reports 2008 and 
2010, UNDP, UNESCO, UN

Indicators for innova  veness

EIS, IUS 

Technological innova  on. It is used for 
comparisons between countries, the 
version poorer in variables (ERIS) also 
for interregional comparisons. 

The European Innova  on Scoreboard, 
The Innova  on Union Scoreboard, 
European Commission 

Source: own elaboration.
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ture, Media and Sport, 1997), to awaken the desire for a creative economy in many 
other countries (Creative Economy 2008). Creative industries can be defi ned as 
those that have their origin in individual creativity, skill and talent and which have 
the potential to create wealth and jobs through the generation and exploitation 
of intellectual property. Originally, the areas falling within the creative industries 
were advertising, the antiques trade, architecture, craft s, design, fashion, fi lm, 
video and computer games (programs for entertainment), music, the perform-
ing arts, publishing, soft ware, and TV and radio; but today the scale is gradually 
broadening (Creative Economy, 2013, p. 22). Th e transition from intellectual dis-
cussion about creativity to its materialization may be the characteristics included 
in the defi nition that “Creativity is a holistic process by which ideas are generated, 
developed and transferred to value.” And in this sense, creativity involves what 
people usually understand by the concept of innovation and entrepreneurship; it 
includes both the art of creation (birth) of new ideas and the discipline that gives 
these ideas shape and development until it is a realised value”(Kao, 1997, p. 17). 
“In the process of transformation of knowledge into value, the decisive variable 
is creativity” (Kao, 1997, p. 7). It should probably be added, however, that this 
is about the transformation of knowledge into an exchange value, and then it is 
already a transition from making the creative process in the laboratory or work-
shops, oft en ending in an invention, which is commercialized via the process of 
products and services whose place is on the market. In this context, the subject 
of interest is defi nitions that clearly defi ne the need to focus on the dimension of 
commercial innovation. For example:

 – “Commercial innovation is the result of the application of ingenuity associ-
ated with a business model, technology, or market to create a new product, 
process or service that will be successfully introduced to the market” (Alic 
et al., 1992, p. 43),

 –  “Innovation is the process by which an invention or idea is translated into 
the economy” (US Department of Commerce in 1967, p. 8),

 – “Innovation requires at the same time close coordination of the relevant 
technical expertise and excellent knowledge and assessment of the market 
in order to achieve economic, technological, or other success. Only when 
these factors occur simultaneously can innovation bring economic or tech-
nological success” (Kline and Rosenberg, 1986, p. 275),

 – “Th e road of innovation requires a signifi cant commitment from many 
entrepreneurs in both the private and public sectors” (Van de Ven et al., 
1999, p. 149),

 –  “Innovative change is the creation and marketing of new goods, new tech-
nologies and the accompanying restructuring of the organization’s systems” 
(Janasz, 2004, p. 29).

Th e combination of creative and commercial approaches to innovation is 
included in the statement, that “… the invention is the fi rst appearance of an idea 
… while innovation is the fi rst attempt of practical application on the market” 
(Fageberg et al., 2006, p. 4). Both the creative and commercial dimensions of in-
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novation require specifi c skills where gender may be a domain or a barrier. Th ese 
skills should cover a broad area of   activities, such as:

 – eff ective learning and knowledge accumulation,
 – converting diff erent (and sometimes absurd) knowledge resources into 

ideas of a rational nature,
 – practical transformation of ideas into new products, services, processes, 

systems, and social interaction,
 – creating new value streams that satisfy the shareholders of the company 

and ensure sustainable growth,
 – creating new jobs, 
 – off ering a new service to customers,
 – improving the quality of life and promoting the sustainability of society,
 – building alliances, cooperation,
 – managing innovation, or managing all activities that contribute to the 

introduction of innovations on the market (to life) (EFQM, 2005, p. 5).
Th e development of science and technology, and changes in the ecosphere, 

mean that the concept of innovation and also the formation of its relationship 
with creativity change (Table 13.2, Figure 13.4).

Table 13.2. Th e evolution in the perception of innovation

Past Present

Developed one-dimensionally. Developed mul  -dimensionally.

A discon  nuous process. A con  nuous, systema  c process.

A means to achieve your own success.

The transi  on from the percep  on of innova  on 
as a means to achieve your own success to joint 
success with a co-operator through the joint 
development of innova  on.

The inven  on. Innova  on as a process.

A linear model of innova  on. A nonlinear dynamic model of innova  on.

Based on the requirements of forecasts.

Is the answer to the sense and expecta  ons 
– is the solu  on to a problem. It is the result 
of an  cipa  ng future expecta  ons of the 
business environment in the broad sense and 
opportuni  es for science and technology.

Independent.
Interdependent. Innova  ons increasingly require 
the use of knowledge of many fi elds of science 
and technology at the same  me.

Occurs in individual disciplines of science and 
technology.

It occurs as a result of coopera  on between 
team understood as global R&D team structures, 
coopera  ng con  nuously (24x7).

Source: own elaboration based on C. Harris (2006), “Applying innovation”, IBM Innovation Week, Eind-
hoven, p. 6, http://ec.europa.eu/enterprise/policies/innovation/fi les/ius-2013_en.pdf [accessed January
2014].
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Figure 13.4. Creativity in the innovation process
Source: own elaboration based on P. McGowan (1987), “Creativity and innovation,” [in:] D. Steward (ed.), 
Handbook of Management Skills, London: Gower Publishing Ltd., p. 490. 

1. Identifi cation of the opportunity or need
to be made or a problem to solve

2. Gather all available information relating to
an identifi ed opportunity or problem

3. Identifi cation and classifi cation of the correct
dimensons of the opportunityor problem,

and in particular:
– Related ideas and/or capability

– The latest related issues

4. Proposals for atlernative ideas and/or solutions
for identifi ed opportunities or problems

and their analysis

5. Evaluation or proposals including
the points 2 and 3

6. Choosing the best ideas and/or solutions

7. Investment, development and implementation
of ideas and/or solutions

8. Study od the impact of the idea
and/or solutions to the target market

9. Correction, if necessary

Th e process of globalization and the progressive computerization of the fl ow 
of information make the area of   creativity and idea generation more important. 
Today’s corporations use ideas management information systems, which are used 
to stimulate creative thinking and allow the acquisition, evaluation and selection 
of ideas for further development in the process of innovation. Acquisition of ideas, 
their management and the emergence of ideas for implementation has become an 
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area in which many companies have arisen providing specialized services, included 
in the creative industries. Th e need for continuous, permanent (Morris, 2006) de-
velopment of innovation in the enterprise and society also requires the exploration 
of ideas continuously, and is an extension of the supplier– recipient relationship 
in favour of partnership, to create a space for the exchange of information as to 
the ideas and suggestions from partners, buyers of the product who in this way 
gain infl uence on the shape of the product they purchase. Th e manufacturer gains 
a source of ideas, which they examine, and select those that will enter develop-
ment as product innovation. In the group of partners, the manufacturer also gains 
a group of regular customers. Th is kind of phenomenon is observed increasingly 
frequently, e.g., in the practice of the functioning of IT companies, it refocuses 
the supplier–customer relationship for the provision of complex forms of services 
comprising the continuous development of innovative products. Th is leads to the 
concept of building an ecosystem of innovation in the corporation, whose central 
element is an innovation process that develops continuously. Because creativity is 
bears ideas, and these in turn are a source of innovation, therefore an important is-
sue becomes their continuous acquisition. In the face of the increasing complexity 
of innovative products, a problem arises in the collaboration between professionals 
from diff erent fi elds of science and technology as well as companies, universities 
and R&D centres. Looking at the economy as an environment for the development 
and deployment for innovation, where diverse knowledge is used, is at the same 
time concentrating on creativity, which is a catalyst for the development of science, 
technology, competence, abilities and skills, the more eff ective it is, the closer to 
balanced cultural characteristics, and therefore gender. 

13.3. Why Innova  ve Gender

As has been mentioned earlier, innovation has been given a prominent role in the 
new Europe 2020 Strategy and in one of its “fl agship initiatives,” the Innovation 
Union. Recruiting and retaining women in scientifi c and technical fi elds is seen 
as a key to success for the 2020 Strategy. A number of studies and reports have 
stressed the acute problem of women’s under-representation in science in the 
business enterprise sector. Whilst women represent over 35% of all researchers 
in the higher education and government sectors of most European countries, this 
is not the case for the corporate sector. Th e percentage of female researchers in 
the business enterprise sector is less than 25% in most countries (Europe, 2020). 
Yet another fl agship initiative under the 2020 Strategy, the New Skills and Jobs 
Agenda, focuses on the need to modernize labour markets, increase labour par-
ticipation and match labour market and skills. Studies show that the European 
labour shortage is likely to have more eff ect on female or male dominated occu-
pations than on less divided sectors (European Commission, 2009). Occupations 
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in healthcare and ICT are already aff ected by the shortage of professionals in 
Europe. For example, the rapidly growing demand for ICT specialists was one of 
the motivators behind the European Code of Best Practices for Women and ICT 
launched by the European Commission (Vinnova, 2011, p. 20). Organisations that 
have signed the Code include global corporations like Google, Cisco and Microsoft  
and research institutes like the Research Council of Norway. Th ere is considerable 
interest in the design of new measures to get more women involved in technology 
as well as innovation processes in the business enterprise sector. Th is will tackle 
the demographic challenge and achieve innovation results. A European dialogue 
is underway linked to the innovation case for gender diversity. Th is dialogue is 
refl ected in policy, practices and various programmes providing funding for cluster 
initiatives. Equal participation of men and women is essential for Europe to exploit 
the full potential of innovative strengths – not only for demographic reasons, but 
also in case of innovation processes and results. Th ere is a need to clarify what 
(new) cluster policy relate measures can support the process to get more women 
involved in the innovation process of business and research.

Observation of many innovation exercises show that optimal innovation occurs 
when there is an equal mix of men and women using a systematic process (SIT, 
2011). Because when a predominately male group tries to innovate, results are less 
impressive. And, when a predominately female group tries to innovate, results 
are less impressive. But put them together and the results are amazing. Research 
in this area may have some suggestions why (Millward and Freeman, 2002). Th e 
essence of the research is that, while men and women are equally innovative, their 
gender role within the context of an organization can aff ect how they are perceived 
and how they behave when innovating and sharing ideas.  Men are perceived as 
more innovative and risk-taking, and women are perceived as more adaptive and 
risk-adverse.  Th us, gender roles may interact with the role of the manager to 
inhibit (in the case of women) or facilitate (in the case of men) the likelihood of 
innovative behaviour. Th e results of the research suggest that innovative solutions 
were attributed more oft en to a male than a female manager, whereas adaptive 
solutions were attributed more oft en to a female than a male manager. Men are 
expected to take more risks when innovating and sharing ideas. Failure is less 
damaging to men because that’s what’s expected of them.  Women are expected 
to be less risky, and this appears to limit or constrain both their degree of inno-
vation and their willingness to share it.  Failure is more damaging for women so 
they behave more adaptively in innovation exercises. Th ere is both a negative and 
a positive side to this.  On the one hand, innovation workshops need a process to 
assure that women feel they can innovate “bigger” and share those ideas with the 
group. If, as the research suggests, women are more likely to hold back, then the 
facilitation approach has to break through it.  Otherwise, one can lose the inherent 
value of the (equal) innovation talent they bring to the table. On the positive side, 
these diff erences can be benefi cial. Th is more adaptive behaviour in women and 
more risk-taking behaviour in men provides a certain balance or harmony during 
innovation, is a complementary eff ect that seems to yield better results. Means that 
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each partner holds the other accountable for ideas that are, at the same time, novel 
but adoptable. Working in pairs, men and women also do a better job of expressing 
jointly-developed new ideas that may help overcome risks that women may be 
feeling.  Workshop processes that pair men and women up to take advantage of 
this are going to be more fruitful and diff erential role expectations did not have an 
impact on the production of actual solutions. Th e fi ndings are discussed for their 
potential to complement existing research on role expectations and innovation as 
well as their implications for the development of a new research agenda. In this 
project the equal role of gender in the innovation process is called Innovative 
Gender. In simplest terms gender is a concept that refers to the social diff erences 
between women and men that have been learned, are changeable over time and 
have wide variations both within and between cultures (European Commission, 
1998). Th e previously mentioned characterization of changes in the perception 
of innovation, strengthening the criterion of creativity, multidimensionality, and 
balancing the need for cooperation and balance, and also the gradual transition 
from a closed to open, leads to the concept of the innovation genome (DeGraff  
and Quinn, 2007), which may be a map of areas of research for Innovative Gender 
(Figure 13.5).Th e innovation genome is composed of four squares, which are the 
areas of the innovation system, such as:

 – cooperation,
 – creativity,
 – competition,
 – control.

In each of the squares practical ways are characterized to create various forms 
of value. Th e strengths and weaknesses in each of these areas and their mutual 
interaction determine the ability of an organization to create innovation in certain 
economic, social, and political conditions (DeGraff  and Quinn, 2007, pp. 9‒10). 
Each of the four areas has appropriate metrics for the measurement of the eff ects 
achieved, their own environment, recognized handling practices in the organiza-
tion, and teams, or delegated leaders. Th e central element of the innovation of is 
to create value using people in all possible areas simultaneously, which is based 
on the following formula (DeGraff  and Quinn, 2007, p. 11):

PEOPLE + PRACTICE = INTENTIONS

Where:
 – intentions – means the goals sought by the people,
 – practices – means any action and values   considered important by those 

involved in the realisation of the intentions,
 – people – all the people involved in the eff orts for the achievement of 

intentions.

In using the innovation genome model to study Innovative Gender, the starting 
point may be to build four dedicated matrices fi lled with information (variables) 
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Figure 13.5. Th e genome innovation model as a map of areas for Innovative Gender
Source: J. DeGraff , E. Quinn (2007), Leading Innovation, New York: McGraw-Hill, p. 12.

describing the area of   gender. On the basis of the experience, it can be demon-
strated that the key to creating value in the model of the innovation genome is 
one of its elements, namely cooperation. In the practice of economic, political and 
social life, the essence of cooperation between the sexes in the idea of the   team 
has been lost, while subordination based on dependence dominates. Th e call by 
feminists for the introduction of quotas will not solve the problem, it can only 
structure the workers, political, or social groups; however, a group is not identical 
to a team. In a group, even with an equal number of women and men, functional 
subordination may still apply, while in a heterogeneous team the optimal potential 
accumulates, providing economies of scale and synergies at the same time. Mill-
ward’s and Freeman’s experiments cited above clearly showed how fruitful research 
involving men and women together in the research team, not just women or just
men, can be.

Multidimensionality and the wide range of areas shown in the innovation 
genome demonstrate, it is true, that all members of the organization and selected 
experts from co-operating organizations are committed to the process of innova-
tion; however, for the time being it does not take gender into account. It is possible 
to extend it with these aspects, and the innovation genome acting as a basis for 
Innovative Gender can then illustrate the innovation process model taking into 
account all aspects of such a broad spectrum, including the importance of gen-
der. For now we have shown “the path to innovation,” composed of seven stages, 
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defi ned very broadly as the participation of all members of the organization in 
the pursuit of innovation, which takes into account the values   associated with the 
culture of the organization, the individual, the creation of a vision, practices and 
behaviours, and traditions which are accepted by members of the organization. 
In this sense, the “path to innovation” is more in the nature of an agenda, but it is 
open to new research topics, according to the statement:

What innovation is really about is questioning what is taken for granted – challenging the 
norms ‒ and fi nding new pathways are things. In challenging the norm, we need a cri-
tical perspective and undoubtedly a gender perspective can be helpful (Vinnova, 2011).

Innovative Gender determines the equality of women and men in measure-
ment, opportunities and situations included in the innovation genome model. Th e 
issue of gender is assumed in a general range as equality of access to education, 
equality before the law, equal pay, equal access to employment, equal access to 
training, equal access to career advancement, equality in working conditions, 
equality in social security, in the exercise of social and political roles, equality in 
job security, equality of access to maternity and parental leave, in a given socioec-
onomic system is already maintained, and any gaps in this area can be neutralized 
institutionally. It remains only to assess the involvement of the “gender resource” 
in the innovation process and its impact on the results. In this regard, however, 
there are signifi cant multivariate diff erences created by gender, which should be 
considered only in a positive sense, because from them comes the possibility of 
achieving synergy as a result of cooperation of research or business teams in the 
innovation process. Focusing on the diff erences, usually in studies taken as the 
basis for claims arising out of the various dimensions of gender discrimination, is 
not under consideration here. In the Innovative Gender approach, it is more about 
process changes, in which the creation, implementation and dissemination involve 
various teams of cooperating men and women belonging to diff erent social groups, 
whose participation in the team can be either professional (scientists, researchers, 
engineers, etc.) or quasi-professional, where participants in this process are social 
workers, creating changes and disseminating their results, or politicians securing 
such processes institutionally.
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