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Abstract: 
 
Many well-meaning practitioners use the words creative process, creativity, and innovation 
interchangeably, which is confusing for all.  This paper calls for increased rigor in language and 
seeks to differentiate creative thinking, creativity and innovation.  Starting with an examination of 
the definition of creativity, the author reviews over 60 definitions of innovation and seeks to 
distill them into one definition that is then differentiated from creativity.   
 
 
Implications and Applications: 
 
With another wave of innovation as the current hot business buzzword, it is important for 
researchers and practitioners to be clear in their language to as to not muddy up the language.  
Implications from this paper include: 

1) Creative thinking, creativity, and innovation are separate and distinct things.  
Creative thinking is a process that can be taught, creativity is a phenomenon about 
which can be taught, and innovation is more than creativity. 

2) While creativity is made up of the 4 P’s, (person, process, product, and press), 
innovation involves the elements of people, repeated creative thinking, product 
introduction, implementation strategies and internal and external press. 

3) Using the terms interchangeably is damaging to the development of our field and 
researchers and practitioners should be deliberate in their choice of words and should 
educate others as to their preferred definitions 

4) The likelihood of settling on one definition for a construct as broad as creativity or 
innovation is remote, yet that doesn’t mean we should avoid the attempt. 
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Creativity and Innovation: A call for rigor in language 
 
 
 

 “He [or she] who innovates will have for his enemies all those who are well 
off under the existing order of things, and only lukewarm supporters in those 
who might be better off under the new." 

Niccolò Machiavelli 
 
 
Professor Mary Murdock used to say to my class when we were grad students that 
“words mean something.”  While she may not have originated this quote, it is indeed true.  
It is especially true given the new focus on innovation.  It doesn’t take much searching to 
find companies that claim to be leveraging innovation to the advantage of their customers.  
Recent examples of taglines, headlines or slogans include: 
 

Ford: “Innovation improving driving” 
Siemens: “A trendsetter in innovation” 
Yokohama: “The art of innovation” 
3M: “The spirit of innovation” 
Cargill: “Business innovations inspired by life” 
IBM: “The innovators’ innovator” 
NEC: “Empowered by Innovation” 
Silicon Graphics: “The Source of Innovation and Discovery” 

 
Yet in this age of Innovation, which is again the buzzword du jour (Kanter, 2006), many 
well-meaning practitioners use the words creative process, creativity, and innovation 
interchangeably, which sews the seeds of confusion and does not help the field flourish.  I 
humbly submit that there is a need for rigor in our language, a need for us to be clear 
about what it is that we research, seek, teach, and facilitate.  As practitioners and 
researchers march down the path of making the study of creative thinking, creativity and 
innovation more deliberate, repeatable, useful and accepted, mixing words that have 
different meanings creates confusion which makes it more difficult to fully understand 
the topic at hand.  When one speaks of teaching “creativity,” when they really mean 
“creative thinking,” it weakens the understanding of each.  When one presents research 
on “innovation,” when they really mean a “creative process,” it jeopardizes the 
acceptance of both by causing furrowed brows and making it easier to raise objections 
that derail the presentation and uptake of learning. 
 
What is creativity? 
 
So what does “innovation” really mean?  And how is it different than creativity?  First we 
must define our terms, starting with creativity.   
 
The definitions of creativity are many, and focus on many different areas depending upon 
the context and need of the research and researcher.  A common and popular theme in 
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many definitions builds from the research of Barron (1955), who noted that a creative 
product must be 1) “original” and 2) “adaptive to reality” or in other words, useful or 
valuable.  This agrees with MacKinnon’s (1978) notion that “the starting point, indeed 
the bedrock of all studies of creativity, is an analysis of creative products, a determination 
of what it is that makes them different from more mundane products”(p. 187).  Rickards 
(1996) boldly stated, “most creativity researchers would find no strong objections to a 
definition of creativity which considers the process to be one in which new and valued 
ideas are generated.” (p. 24)  Add to the mix Ackoff and Vergara’s (1981) definition 
which focuses on a personal ability to overcome self-imposed constraints, and you begin 
to see the structure that Amabile (1996) points out in her review of definitions of 
creativity where she notes that there are definitions which focus on a) process and b) 
product in addition to c) person.  MacKinnon (1978), however, adds one more aspect to 
Amabile’s list by pointing out d) the creative situation.   
 
This begins to sound rather like the classic definition by Rhodes (1961), in which he 
conducted a meta-study of definitions in order to conclude with a definition of creativity 
as follows: 
 

The word ‘creativity’ is a noun naming the phenomenon in which a person 
communicates a new concept (which is the product). Mental activity (or mental 
process) is implicit in the definition, and of course no one could conceive of a 
person living or operating in a vacuum, so the term press is implicit.  The 
definition begs the questions as to how new the concept must be and to whom it 
must be new. p. 305 

 
He refers to this as the “Four P’s of Creativity,” which include 1) Person, 2) Product, 3) 
Process and 4) Press.  While the shorthand is useful as a teaching practice or as a way to 
focus efforts designed to enhance creativity in organizations, what is often missed is the 
fact that creativity is a “noun naming the phenomenon…”  If one teaches creativity, then 
by definition, one teaches a phenomenon.  While one can certainly teach about the 
phenomenon or creativity, what is true is that those of us that teach about it, are really 
teaching a creative process to people in a press so that they can create new products.  We 
are not teaching creativity, we are teaching a creative process.  Teaching Creative 
Problem Solving is not teaching creativity, rather it is teaching a process for bringing 
about creativity, or as an end-state, creative products. 
 
Those people that study the phenomenon of creativity and teach about the research and 
theory can certainly be said to teach creativity, but teaching a phenomenon is not what is 
happening in the creative thinking classes, courses, and conferences that abound.  I would 
propose that “creative thinking” is a subset of Rhodes’s definition focusing on the 
“mental activity (or mental process),” in other words the process that is necessary for the 
phenomenon to occur, or as MacKinnon (1978) said it, “the creative process or processes 
are those that result in creative products.” (p. 187)  Certainly there is much evidence that 
this mental process can be defined by Creative Problem Solving, TRIZ, Synectics, Six 
Hats or other methods (Altshuller 1994; DeBono 1985;  Gordon ,1972; Osborn 1953; 
Parnes 1992; Prince, 1968), yet that is beyond the scope of this article.  
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It is also not the purpose here to propose yet another definition of creativity, but rather to 
further promote Rhodes’ definition as one sufficiently robust and relatively concise that 
encapsulates the necessary elements for fully understanding the phenomenon.  A bonus is 
that at the time of publication, it was novel, and in practice it is useful.   
 
 
Why is it important to define innovation? 
 
In his article, Rhodes (1961) stated that:  
 

Granted, the word creativity has been overworked.  And it is used loosely.  
Students of creativity have not yet taken the time to distinguish the strands of the 
phenomenon and then carefully to classify new knowledge according to the 
pertinence thereof to either person, process, press or product.  I submit that the 
time has come for more precision in definition and usage, that only when the field 
is analyzed and organized – when the listener can be sure he knows what the 
speaker is talking about – will the pseudo aspect of the subject of creativity 
disappear. p. 310. 

 
I believe that thanks to the many researchers who have been turning over this question 
since J.P. Guilford’s call-to-arms for the deliberate study of creativity in his 1950 address 
to the American Psychological Association, this is much less true today of creativity.  
However, by substituting the word “innovation” for “creativity,” we discover that Rhodes 
gives us a place to start with innovation: 
 

Granted, the word innovation has been overworked.  And it is used loosely.  
Students of innovation have not yet taken the time to distinguish the strands of 
the phenomenon and then carefully to classify new knowledge according to the 
pertinence thereof to either person, process, press or product.  I submit that the 
time has come for more precision in definition and usage, that only when the field 
is analyzed and organized – when the listener can be sure he knows what the 
speaker is talking about – will the pseudo aspect of the subject of innovation 
disappear. 

 
Given the proliferation of books on innovation, from the well-researched to the opinion 
pieces that clog the bookshelves, it is important to help break down the barriers to a 
common understanding of what innovation is all about. 
 
Are creativity and innovation synonymous? 
 
The definition of creativity is useful for understanding innovation, because the former 
yields the latter.  A traditional view of the relationship between creativity and innovation 
is to say that “creativity is getting the idea, and innovation is doing something about it. 
(Firestien, 1996, p. 16)  
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Indeed, Davila et al. (2006) note that, the words creativity and innovation are regularly 
used as synonyms, and they strike a blow for rigor by noting that they are distinct.  They 
describe innovation as a combination of creativity and commercialization, indicating that 
innovation is bringing to life creative ideas.  Puccio, Murdock and Mance (2007) also 
note that “the creative product is the starting point for business innovation.” (p. 24) 
 
Kaufman (1993) goes a step further, noting that the criteria for creativity are novelty and 
usefulness (he used the term “validity” rather than usefulness), and that innovation adds 
to those criteria two additional: increment (an addition to existing knowledge) and 
realization (made up of sub-components of adoption, implementation, and diffusion). 
 
Rickards (1996) noted that, “The implicit assumptions in much of the literature suggest 
that innovation is a process which begins with a creative idea and ends when that idea is 
implemented.” (p. 14)  He also defined innovation as “a social problem-solving process 
of a non-routine kind” (Rickards 1991, p. 105).  And indeed, Amabile et. al. (1996), said 
that, “All innovation begins with creative ideas…In this view, creativity by 
individuals…is a starting point for innovation; the first is necessary but not a sufficient 
condition for the second.” (p. 39) 
 
So while there are those that would use the two words interchangeably, they are in fact 
very different.  Which brings us to the meaning of innovation.  And a desire to be more 
robust with the definition.   
 
Rhodes, in his research, reviewed 40 definitions of creativity (and 16 of imagination) to 
distill his own definition.  Similarly, I reviewed a similar number of definitions of 
innovation by those authors, thinkers, scholars and bloggers who had the rigor to define 
their terms.  Given that the number of books on innovation has been skyrocketing every 
year with a total of 2,425 published books alone on the subject through mid 2007 (Smith 
2007), it may not be possible to find them all.  However, this represents the best efforts of 
two researchers to find definitions that are in use, in the press, and that are public.  
Appendix A contains the definitions of innovation analyzed for the purposes of this paper.  
Reviewing them required a qualitative analysis process.  This process involved reviewing 
all of the definitions for emergent themes, and then synthesizing them and building a 
single definition (Murdock, 1994).  Out of this process emerged the following themes: 
 

• Value 
• Improvement 
• Invention 
• Climate 
• Introduction 
• Process 
• Renewal 
• Design 
• Acceptance 
• Renewal 
• Product-focused 

• Recombinations  
• New: 

– Idea 
– Approach 
– Practice 
– Object 
– Method 
– Device 
– Service 
– Program 
– Technique 
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– Technology  
 
What is notable is that while there are overlaps among these words and definitions of 
creativity, there are some elements that are different.   
 
An additional analysis of the definitions provided the following words that were offered 
as synonyms to innovation: 
 

• Renewal 
• Invention 
• Creativity 
• Entrepreneurship 
• Improvements 
• Brand new 
• Paradigm-breaking 
• (Creative) destruction  

• Change 
• Experiment 
• Take risks 
• Origination 
• Different 
• Growth 
• Value creation 

 
Based on this analysis, and using the framework set forth by Rhodes, the following 
definition of innovation emerged: 
 

Innovation is a noun that describes the phenomenon of the introduction of a new 
product that adds value.  Implicit in this definition is engaging in a creative 
thinking process to develop new concepts and implementation strategies, which 
requires a multitude of skill-sets, and thus, usually, a team.  Also required for 
successful implementation is awareness of the internal and external press. 

 
Core components of the definition: 
 
Introduction: A common theme in most definitions was that fact that innovation was 
characterized by the fact that a creative product was brought forth and made available to 
some part of the world (however one defines the “world” given the context of the 
product).  It could be consumers, clients, readers, patrons, a community, etc.  This is what 
Kaufman referred to as “realization,” in his definition of innovation (1993). Rather than 
merely fashioning a creative product, what distinguishes innovation from creativity is the 
notion of introducing or launching or getting it out to the social system at large.  
According to this explanation, a prototype of (the proverbial) new widget is a creative 
product, but it is not yet an innovation until the means have been devised to launch it to 
the marketplace.  There is a focus on commercialization, as Puccio, Murdock and Mance 
(2007) note when they stated that “innovation occurs when an organization has 
successfully commercialized a new product or implemented a new program or service” (p. 
24).  Perhaps this explains why business focuses on “innovation” in their taglines rather 
than promoting their “creativity.”  Roberts (1988) defined innovation using the word 
“exploitation” to connote this concept of introduction of the creative product, but in usage 
we find that this word has emotional baggage that blocks understanding of the concept 
(yes, words do indeed mean something, and not always what we mean to imply). 
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New product: Equally important in determining what is innovative or not is the notion of 
a new product.  While introductions of products happen every day, the innovative ones 
are those that are new to the observer.  And like Rhodes’s definition of creativity, this 
definition begs the question as to how new the concept must be and to whom it must be 
new.  After all, creativity, like beauty, is in the eye of the beholder.  Product is used here 
to refer not just to tangible objects, but also intangibles such as services.  In other words, 
they are the output, results, or artifacts of the creative process. 
 
Adds value: Similar to the notions of usefulness and value in the definitions of creative 
products, whether value is defined monetarily, qualitatively (i.e. quality of life), or 
through utility, a key element of innovation is that it must add value through its 
introduction to the world. 
 
Creative thinking process: For newness to happen requires a process whereby new ideas 
can be generated, thus a creative thinking process.  Whether that process is Creative 
Problem Solving, TRIZ, Six Hats, Synectics, summoning the muse through dance, or any 
other is up to the innovator. 
 
Implementation strategies: Implementation is easy to observe in its completed state, yet 
for many organizations, it is the strategies that bring forth the successful introduction that 
is a challenge.  In most cases, implementation does not happen on its own, and in fact 
requires a deliberate strategy for it to occur.  In the case of innovations, typically it 
requires many applications of creative process to result in a successful launch.  This may 
be observed at each step of the pathway to launch.  Not just at the front-end of the 
process, but also in the production, distribution, marketing, stages of an introduction.  
 
Multitude of skill-sets: The introduction of something new requires many skills that are 
required to move from idea into the marketplace.  These skills can be viewed functionally 
(research, operations, manufacturing, sales, etc.) from a content perspective (form, 
formulation, user, competition, geography etc.), a disciplinary perspective (psychology, 
education, engineering, anthropology, etc), or any other differentiating framework.  What 
makes them stand out is the vast range of areas that are required for success.  Typically, 
creativity is much more narrowly focused on one particular area or function.  And while 
creative thinking methodologies frequently involve a group (either heterogeneous or 
homogeneous), the actual creative thinking comes from a connection (spark, “aha,” 
eureka moment or satori) that occurs within one brain (like Ackoff and Vergara’s 
definition), while the process of introducing an innovation usually requires many brains, 
thus a team of individuals with different skills. 
 
Internal press: As Rhodes (1961) stated, “of course no one could conceive of a person 
living or operating in a vacuum, so the term press is implicit” (p.305) for the 
development of an innovation.  The internal press refers to the environment in which the 
innovation takes shape, where the team engages in the process and creates new value-
creating concepts. 
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External press: Is relevant since in order for the innovation to be successfully launched, 
it must fit a need for an audience generally not involved in the creation process.  Whether 
it’s through “customer-centered design,” “audience analysis,” “consumer research” 
“stakeholder analysis” or any other way of gauging the needs to be satisfied by the 
concept, knowledge of the external environment, or press, is critical for successful 
innovation.  
 
 
Creativity versus innovation: 
 
Functionally, creative thinking is a critical part of the innovation process, likely with 
more than one occurrence.  In fact, an innovation requires multiple rounds of creative 
thinking throughout the process leading to introduction.  Rickards (1996) suggested that 
the traditional model of creativity and innovation trap creativity in the “front end” of the 
innovation process, and he argued that creativity is needed throughout the innovation 
process.  He further “makes the case for a long-needed break with this assumption…Ideas 
and actions occur and interact as long as innovation is being pursued.  Creativity 
continues as long as action continues.” (Rickards, 1996, p.24)  The act of introducing or 
launching a product may require creativity at all stages of the development process 
including research, concept development, refinement, production, marketing, sales, 
distribution, and more.  Another way to think about it is that innovation is a combination 
of creative ideas.  So what sets creativity apart from innovation?   
 
In comparing the definitions of creativity and innovation, the reader will notice overlaps 
and differences among the key components: 
 
Creativity Innovation 
Person People 
Process Repeated creative thinking processes 
Product Product Introduction 

Implementation strategies 
Press Internal press of creation  

External press of the marketplace 
 
Where the creative idea can come from one person (and of course from a team), an 
innovation typically requires people working together to make it happen from different 
places in an organization or throughout its value chain (e.g. in the case of a consumer 
product: consumer research, product development, marketing, manufacturing, sales, 
distribution, service, etc.) 
 
And while both require a creative thinking process, the innovation requires multiple 
applications of creative thinking processes to guide it to launch.  While creativity is about 
creating a creative product, the innovation requires the introduction of it frequently in 
multiple copies, and in order for that to occur, that requires strategies to get the 
innovation out to the world.  And while creativity takes place not in a vacuum, but in a 
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constrained press, the implementation does as well.  Plus it must exist in the broader 
external press of the marketplace that determines its success or failure. 
 
 
Conclusion 
 
Given that “words mean something,” it is important to distinguish between creativity and 
innovation and to not use the two words synonymously.  Creativity is required for 
innovation, but is not the same thing, since the innovation goes beyond the phenomenon 
of the creative product to its introduction, launch, commercialization or exploitation.  
Innovation is broader, and the iterative use of creative thinking in order to solve the 
challenges associated with bringing a product to see the light of day. Certainly there is 
overlap between the two definitions, just as there is a gray area that separates black from 
white.  Yet creativity and innovation are not equivalent.  Although you can’t have the 
latter without the former, you can have the creativity without innovation.  The accurate 
researcher and practitioner will use the most appropriate term for the process that they are 
describing. 
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Appendix A: 
 
Definitions of Innovation Analyzed: 
 

1. The introduction of something new 
Innovation. Merriam-Webster OnLine. Retrieved July 13, 2006, from 
Merriam-Webster OnLine on the World Wide Web: http://www.m-
w.com/dictionary/innovation 

 
2. A new idea, method or device: novelty 

Innovation. Merriam-Webster OnLine. Retrieved July 13, 2006, from 
Merriam-Webster OnLine on the World Wide Web: http://www.m-
w.com/dictionary/innovation 
 

3. Origination: the act or process of inventing or introducing something new 
Innovation. MSN Encarta Dictionary. Retrieved July 13, from MSN Encarta 
Dictionary on the World Wide Web: 
http://encarta.msn.com/dictionary_/innovation.html 
 

4. The process of making changes to something established by introducing 
something new  
Innovation. Wikipedia. Retrieved July 27, 2006, from Wikipedia on the 
World Wide Web:  http://en.wikipedia.org/wiki/Innovation 
 

5. Something new or different introduced, the act of innovating; introduction of new 
things or methods.  Innovation. The American Heritage Dictionary of the 
English Language.  Retrieved April 3, 2008, from American Heritage 
Dictionary of the English Language: 
http://dictionary.reference.com/browse/innovation 

 
6. Innovation is Design thinking (from Business Week)—thinking that is geared 

towards solving problems, recognizing customer needs and designing towards 
these needs (no official BW definition) 
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Adler, S. J. (2006, June 19). Introducing IN. Retrieved July 27, 2006 from 
BusinessWeek Online Web site: 
http://www.businessweek.com/magazine/content/06_25/b3989014.htm?chan=
search 

7. All innovation begins with creative ideas . . . We define innovation as the 
successful implementation of creative ideas within an organization. In this view, 
creativity by individuals and teams is a starting point for innovation; the first is 
necessary but not sufficient condition for the second. 
Amabile et al. (1996, October). Assessing the work environment for creativity. 
Academy of Management Review, 39, 1154-1184.  

 
8. Knowledge Innovation is the creation, exchange, evolution and application of new 

ideas into marketable goods and services for the success of an organization, the 
vitality of a nation's economy, and the advancement of society as a whole  
Amidon, D. (1999, June 22). An Exchange on Definitions of Innovation [Msg 
4]. Message posted to http://www.innovation.cc/discussion-
papers/definition.htm#Amidon 
 
 

9. The ability to produce a product that makes a difference in the lives of mankind at 
a price that is affordable. 
Balla, S. (2006, May 15). Where the Innovation Is—And Isn’t [Letter to the 
editor].  BusinessWeek Online, from the World Wide Web:. 
http://www.businessweek.com/magazine/content/06_20/c3984029.htm 
 
 

10. It covers the creation, development and introduction of new products and services, 
and the introduction of new processes 
Birchall et al. (1996). Measuring the effectiveness of credit guarantee 
schemes. International Small Business Journal, 23 (4), 427.  

 
11. Addressing of some level of dissatisfaction with the status quo within the 

company. 
Birkinshaw, J., & Mol, M. (2006). How management innovation happens. 
MIT Sloan Management Review, 47(4), 81-88.  
 

12. It’s having a corporate climate that gives people the space to experiment and take 
risks. Only then can you truly sustain it.  
Brown, S. (2006, March 8). What Makes a Company Innovative? [Msg 1]. 
Message posted to  
http://www.managementlogs.com/corporate_innovation.html  
 

13. Renewal with respect to products, markets and technological production processes 
Text citation: Buijs, J’s Innovatie en interventie (as cited in Cobbenhagen, 
2000) 
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Reference citation: Cobbenhagen, J. (2000). Successful Innovation: Towards a 
New Theory for the Management of Small and Medium-sized Enterprises. 
Cheltemham: Edward Elgar. [pg. 26]. 

 
14. An innovation is an idea, practice, or object that is perceived as new by the unit of 

adoption 
Burke, D.E., & Menachemi, N. (2004). Opening the Black Box: Measuring 
Hospital Information Technology Competency. Healthcare Management 
Review 29(3): 207-217. 
 

15. The alteration of what is established by the introduction of new elements or forms 
Burmeister, A. (2006). Innovation & Design. Retrieved July 27, 2006, from 
Abstract Dynamics Web site: 
http://abstractdynamics.org/2006/07/innovation_design.php 
 

16. Innovation is a new element introduced in the network which changes, even if 
momentarily, the costs of transactions between at least two actors, elements or 
nodes, in the network. 
Cabral, R. & Heilbron, J. (2003). The Oxford Companion to The History of 
Modern Science. New York: Oxford University Press, 205-207.  
Cabral, R. (1998). “Redefining the Cabral-Dahab Science Park Management 
Paradigm.” International Journal Technology Management 16 (8). 813-818. 
  

17. Innovation is turning a new concept into commercial success or widespread use 
(i.e. process that transforms ideas into commercial value) 
Centre for Innovation Studies. (2001, June). Retrieved July 27, 2006, from 
the World Wide Web:  http://www.thecis.ca/definition.htm 
 

18. Innovation means invention implemented and taken to market 
Chesbrough, H. (2003). Open Innovation: The New Imperative for Creating 
and Profiting from Technology. Boston: Harvard Business School Publishing. 
[pg. ix] 
 

19. Most executives describe innovation as a “solution” that addresses the unmet 
needs of customers or as “progress” that offers an improvement 
Cheskin and Finch: Worldwide. (2003). Fast, Focused, and Fertile: The 
Innovation Revolution. Retrieved August 24, 2006, from 
http://www.cheskin.com/cms/files/i/articles/3_Cheskin_Fitch_Innovation_rpt.
pdf 
 

20. The introduction of new and improved products. 
Christensen, C. (2003). The Innovator’s Solution. Boston: Harvard Business 
School Publishing. [pg.33] 
 

21. Schumpeter was an economist who believed that “innovation was the central 
autonomous cause of economic development” 
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Cooke, P., & Morgan K. (1998). The Associational Economy: Firms, Regions, 
and Innovation. New York: Oxford University Press, USA. [pg. xxiv]  

 
22. Thus we distinguish between invention—the original conception—and production 

and innovation—the development and change of an existing product. 
Cooke, I. & Mayes, P. (1996). Introduction to Innovation and Technology 
Transfer. Norwood, MA: Artech House. [pg. 8] 
 

23. The adoption of an internally generated or purchased device, system, policy, 
program, process, product, or service that is new to the adopting organization. 
Damanpour, F., Evan, W. M., & Szabat, K. A. (1989). The relationship 
between types of innovation and organizational performance. Journal of 
Management Studies, 26, 587-601.  

 
24. A change to a product or service that the company offers in the marketplace, or 

the introduction of an entirely new product or service. 
Davila, T., Epstein, M.J., & Shelton, R. (2006). Making Innovation Work: 
How to Manage It, Measure It, and Profit From It. Upper Saddle River: 
Wharton School Publishing. [pg. 35].  

 
25. Innovation, like many business functions, is a management process that requires 

specific tools, rules, and disciplines…Often, in common parlance, the words 
creativity and innovation are used interchangeably. They shouldn't be, because 
while creativity implies coming up with ideas, it's the ‘bringing ideas to 
life…’that makes innovation the distinct undertaking it is. 
Davila, T., Epstein, M.J., & Shelton, R. (2006). Making Innovation Work: 
How to Manage It, Measure It, and Profit From It. Upper Saddle River: 
Wharton School Publishing.  

 
26. Creativity is the generation of novel thought through unique combinations. It 

happens on a variety of scales and is present in every aspect of life. Innovation on 
the other hand utilizes the creative act that must result in a quantifiable gain. It 
happens most often within the context of an organization. 
DeMarco, D. (1999, June 22). An Exchange on Definitions of Innovation 
[Msg 7]. Message posted to http://www.innovation.cc/discussion-
papers/definition.htm#DeMarco 

 
27. Innovation is the specific tool of entrepreneurs, the means by which they exploit 

change as an opportunity for a different business or different service. It is capable 
of being presented as a discipline, capable of being learned, capable of being 
practiced. 
Drucker, P. (1985). Innovation and Entrepreneurship. New York: 
HarperCollins. [pg. 19]  
 

28. [Innovation] can be defined the way J.B. Say defined entrepreneurship, as 
changing the yield of resources. Or, as a modern economist would tend to do, it 
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can be defined in demand terms rather than in supply terms , that is, as changing 
the value and satisfaction obtained from resources by the consumer” 
Drucker, P. (1985). Innovation and Entrepreneurship. New York: Harper.  
[pg. 33] 

 
29. The effort to create purposeful focused change in an enterprise’s economic or 

social potential. 
Drucker, P.F. (1998). The discipline of innovation. Harvard Business Review, 
November-December, 149-154.   
 

30. Change that creates a new dimension of performance 
Drucker, P.F. The Peter F. Drucker and Masatoshi Ito Graduate School of 
Management. (2006).  Retrieved July 27, 2006, from the World Wide Web:  
http://www.cgu.edu/pages/2417.asp 
 

31. The profitable implementation of strategic creativity.  
Dundon, E. (2002). Seeds of Innovation: Cultivating the Synergy That Fosters 
New Ideas. New York: Amacom.  

 
32. Joining invention with a business plan -- the most tangible definition of 

innovation 
Einhorn, B., Hof, R.D., & Kerstetter, J. (2004). An Old Hotbed with New 
Crops [Electronic version]. BusinessWeek, 164.  
 

33. If the idea solves a problem better than a previous solution, and it is profitable, 
then it counts as being innovative. 
Eisenbach, G (2006, July 26). [Weblog] One man's stupid idea is another's 
innovation. Grassroots Innovation. Retrieved August 1, 2006, from 
http://grassrootsinnovation.blogspot.com/2006_07_01_grassrootsinnovation_
archive.html 
 

34. Innovation can mean “combining well-known insights from diverse settings to 
create novel ideas.” 
Eisenhardt, Kathleen’s forward to: Hargadon, A. (2003). How Breakthroughs 
Happen: The Surprising Truth About How Companies Innovate. Boston: 
Harvard Business School Publishing [pg. viii].  
 
 

35. The process of implementing new ideas, of turning creative concepts into reality. 
Feedman, G. (1988). The Pursuit of Innovation: Managing the People and 
Processes That Turn New Ideas into Profits. New York: American 
Management Association.  

 
36. Some say that creativity is getting the idea, while innovation is doing something 

about it. 
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Firestien, R. (1996). Leading on the Creative Edge: Gaining Competitive 
Advantage Through the Power of Creative Problem Solving. Colorado Springs: 
Pinon Press 

 
37. Idea of innovative creativity: “Innovative creativity breaks the pattern of 

traditionally accepted behavior or beliefs. It is innovative creativity that 
challenges the accepted way things are done. Innovative creativity breaks with the 
traditional view of the world and introduces new, often radical approaches.” 
Firestien, R. (1996). Leading on the Creative Edge: Gaining Competitive 
Advantage Through the Power of Creative Problem Solving. Colorado Springs: 
Pinon Press in an articulation of a theory developed by: Kirton, M. J. (1994). 
Adapters and Innovators; Styles of creativity and problem solving - revised 
edition.  London, UK: Routledge. 

 
38. Innovation is really about creatively recombining ideas, people, and objects from 

past technologies in ways that spark new technological revolutions. 
Hargadon, A. (2003). How Breakthroughs Happen: The Surprising Truth 
About How Companies Innovate. Boston: Harvard Business School 
Publishing [on front flap] 

 
39. The best innovators use old ideas as the raw materials for new ideas. 

Hargadon, A. & Sutton, R.I. (2001). Building an Innovation Factory. Harvard 
Business Review on Innovation, vii(222). 55.  
 

40. Using new ideas or applying current thinking in fundamentally different ways to 
effect significant change. 
IBM. (2006). Expanding the innovation horizon: The global CEO study 2006. 
Somers, New York. [pg. 3] 
 

41. The process of handling new stuff that delivers value to the corporation 
Imaginatik Research. Retrieved July 13, 2006, from the World Wide Web:      

http://www.imaginatik.com/webdoc_idea_innovation 
 

42. Innovation is defined as the first time a new way of doing something, a service, 
program or administrative technique, an approach or a technology is used in a 
country. 
The Innovation Journal. (2002,  July 30). Retrieved July 26, 2006, from the 
World Wide Web: http://www.innovation.cc/about-us/what-ij.htm 

 
43. Implementing new ideas to create value  

Innovation Network. (1992). Retrieved July 13, 2006, from the World Wide 
Web: http://www.innonet.org/? 

 
44. Innovators make the strange familiar and the familiar strange. 

Jarman, B. & Land, G. (1992). Breaking Point and Beyond. San Francisco, 
HarperBusiness. [pg. 169] 
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45. Innovation…is generally understood as the introduction of a new thing or 

method . . . Innovation is the embodiment, combination, or synthesis of 
knowledge in original, relevant, valued new products, processes, or services.  
Katz, R., & Luecke, R. (2003). Managing Creativity and Innovation. Boston: 
Harvard Business School Press. 
 

46. New ideas—plus action or implementation—which result in an improvement, a 
gain, or a profit.  All good working definitions of innovation pair ideas with 
action, the spark with the fire. 
Kelley, T. & Littman, J. (2005). The Ten Faces of Innovation. New York: 
Currency/Doubleday. [pg. 6] 

 
47. In today's terms, innovation is about balancing the rational side of business and 

the intuitive side. It's about having the freedom to think but the discipline to 
implement that thinking in ways that contribute to the bottom line. 
Morgan, M. (2004 August).  Innovation: more to it than meets the eye. 
Retrieved July 27, 2006 from http://www.allbusiness.com. Vol. 56, Issue 7. P 
427 

 
48. The OECD defines Technological Innovation in the Oslo Manual from 1995:  

“Technological product and process (TPP) innovations comprise implemented 
technologically new products and processes and significant technological 
improvements in products and processes. A TPP innovation has been 
implemented if it has been introduced on the market (product innovation) or used 
within a production process (process innovation). TPP innovations involve a 
series of scientific, technological, organizational, financial and commercial 
activities. The TPP innovating firm is one that has implemented technologically 
new or significantly technologically improved products or processes during the 
period under review.” 
OECD The Measurement of Scientific and Technological Activities. Proposed 
Guidelines for Collecting Interpreting Technological Innovation Data. Oslo 
Manual. 2nd edition, DSTI, OECD / European Commission Eurostat, Paris 31 
Dec 1995.  
 
 

49. First, let's be clear on the meaning of innovation. It's a lot more than invention. 
Innovation is the intersection of invention and insight. It is the fusion of new 
developments and new approaches. Innovation is focused less on things and more 
on ideas, collaboration, and expertise.” 
Palmisano, S. (2003). How the US Can Keep its Innovation Edge [Electronic 
version]. BusinessWeek, 3858, 34.  

 
50. The act of introducing something new: something newly introduced 

Pickett, J. P. et al (Ed.). (2000). The American Heritage Dictionary of the 
English Language. (4th ed.) .  Boston: Houghton Mifflin.  



P a g e  | 18 
 

© 2008, Jonathan Vehar    PO Box 7041, Evanston, IL  60204   847-570-0725    jvehar@newandimproved.com 
With special thanks to Dr. Gerard Puccio and Blair (Sydney) Schwab 

 
51. A social problem-solving process of a non-routine kind.”  

Rickards, T. (1991). Innovation and creativity: Woods, trees and pathways. 
R&D Management, 21(2), 97-108. 
 

52. An innovation is invention + exploitation 
Roberts, E. B. (1988). Managing invention and innovation. Research-
Technology management, (Jan-Feb), pp 11-29. 
 

53. The results of creativity in companies are improvements (changes to what is 
already done) and innovations (entirely new activities for the company). 
Robinson, A. & Stern, S. (1997). Corporate Creativity: How Innovation and 
Improvement Actually Happen. San Francisco: Berrett-Koehler.  [pg. 17] 
 

54. Joseph Schumpeter defined economic innovation in 1934: 1) The introduction of 
a new good —that is one with which consumers are not yet familiar—or of a new 
quality of a good. 2) The introduction of a new method of production, which need 
by no means be founded upon a discovery scientifically new, and can also exist in 
a new way of handling a commodity commercially. 3) The opening of a new 
market, that is a market into which the particular branch of manufacture of the 
country in question has not previously entered, whether or not this market has 
existed before. 4) The conquest of a new source of supply of raw materials or 
half-manufactured goods, again irrespective of whether this source already exists 
or whether it has first to be created. 5) The carrying out of the new organization 
of any industry, like the creation of a monopoly position (for example through 
trustification) or the breaking up of a monopoly position  

55. Schumpeter (1934) identified five types of innovation: (1) new products, (2) new 
materials or resources, (3) new markets, (4) new production processes, and (5) 
new forms of organization 

56. Schumpeter’s classic definition of innovation was “creative destruction” 
Schumpeter, J. (1934). The Theory of Economic Development. Cambridge, 
MA: Harvard University Press.  

 
57. Innovation is defined as being the successful exploitation of new ideas leading to 

new products, services, production processes and forms of delivery and, in the 
long-run, to higher value added 
United Kingdom Department for Environment and Rural Affairs. (n.d.). 
Rural Strategy. Retrieved July 27, 2006, from 
http://www.defra.gov.uk/rural/strategy/annex_b.htm    

 
58. Successful exploitation of new ideas. 

United Kingdom Department of Trade and Industry. Retrieved July 13, 2006, 
from the World Wide Web:  http://www.dti.gov.uk/innovation/index.html 
 

59. The ability to do original thinking and to turn problems into opportunities” 
“Thinking of novel ways of doing things” (Various manager’s definitions of 
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creativity (although some of them closely resemble typical definitions of 
innovation) 
VanGundy, A. (1992). Idea Power: Techniques and Resources to Unleash the 
Creativity in Your Organization. New York: American Management 
Association. [pg. 90] 
 

60. Putting ideas to action... and that action making a difference.” 
Williams, P. (2006). The Process of Innovation[Message 1]. Message posted to 
http://innovation.corante.com/editorial/archives/2006/05/the_process_of_inno
vation.php.  
 

61. From my perspective, innovation is not about putting an idea into action per se - 
that is execution (and no doubt good project managers are all about execution). 
For me, a more rigorous definition of innovation is the use of new tools (or 
previously existing tools used in a new way) to change how the world works, how 
people organize themselves, and how they conduct their lives.” 
Wolpert, J. (2006, May 8). The Process of Innovation [Message 2]. Message 
posted to  
http://innovation.corante.com/editorial/archives/2006/05/the_process_of_inno
vation.php.  

 
62. Taking the brilliant idea discovered with invention and turning it into something 

that is widely used. For example, while Spangler invented the first electric suction 
machine, Hoover brought it to commercial reality. 
Wraige, Helen. (2003). Harnessing the Spark [Electronic version]. 
Professional Engineering Magazine, 16(7), 35.  

 
63. Innovation is not one person having a great idea-that's creativity or invention. It's 

also not just a bunch of folks generating lots of ideas--that may be creative, but it 
can also be a waste of time and energy if the ideas don't go anywhere. Innovation 
is a collaborative skill that involves actively scouting the future, generating new 
ideas, choosing the best ones, rapidly and effectively implementing them, and 
then learning the lessons from successes and failures to begin again.  
Wycoff, J. (1999). Stimulating Innovation with Collaboration Rooms 
[Electronic version]. Journal for Quality & Participation, 22, 55.  

 
64. Current innovation efforts = redefinition of business processes ( from “Customer 

relationship management implementation gaps”  
Zablah, A.R. (2004). Customer Relationship Management Implementation 
Gaps [Electronic version].Journal of Personal Selling & Sales Management, 
24, 279(17).   

 
 
And finally, an Etymological approach: 

 
- Create/creative-from Latin creare  meaning to bring forth, produce, cause to grow 
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- Innovate-renew, introduce as new; bring in something new (formed on pp stem of 

Latin innovare meaning to renew or alter)  
 

- Invent-to come upon, find; devise, esp. by way of original contrivance (formed on 
invent—pp. stem of Latin invenire, from IN + venire  COME) 

 


