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Abstract
This chapter of the book examines the concept of creativity from an understanding that creativity has to be managed and championed through leadership. The chapter therefore narrow down the concept of creativity to the internal organization and how creative thinking within an organization could be managed and led. Creative leadership was explicitly defined along with creative management and attempts to differentiated the two from one another was made. 
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Introduction 
How can we identify a creative leader or manager since leaders and managers are ordinarily engaged to lead and manage their respective organizations to success? The search for answers to this question led to the contribution of this chapter. Ordinarily, creativity evokes an emotional response in those who experience it or engage in it. Most times, we tend to know it when we see or feel it as you get to note a creative person with just few interactions and engagements we tend to feel. However, creativity is contextually located and can be judged in different ways by different people. So, what you see, as far as creativity is concern, inevitably depends on where you stand. One person’s creativity can really be viewed by another as foolishness, recklessness or insanity. How you judge creativity depends on your particular and unique perspective and understanding of the world (Harris, 2009). 
It has been established that one of the essential ingredients of high performing individuals, teams and organizations is creativity (Basadur, 2004). Creative management and leadership is therefore all about creative people. To be creative means releasing talent and imagination. It also means the ability to take risks and in some cases, necessitates standing outside the usual or accepted frames of reference. Creative people push the boundaries; they seek new ways of seeing, interpreting, understanding and questioning things. They accept the ambiguity of contradiction and uncertainty. They tolerate disorder and unpredictability, and thrive, mostly, in circumstances which others might see as chaotic and disorderly (Montuori & Purser, 1999). 
It is important to quickly point out that creativity is not a set of skills, traits or narrow competencies that could be learned, taught or tested as affirmed by Stoll (2007). To him, creativity comes from a deep-rooted passion and urge to act and think INNOVATION: Taking Creativity to the Market 
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differently, to try things out, to make mistakes and to see the potential and possibility of innovation at both the micro and macro levels. Creativity does not always mean taking a huge leap forward or making great changes that reshape and redefine thinking as we may be made to believe. Instead, daily we see marginal incremental creativity, in practical terms all around the globe, and in all facets of life. While some creative ideas definitely have huge impacts that may change the world, others simply modify, refine and improve existing practices. This creative stance is the ‘mindset’ of the individual and the organization, and on a daily basis contributes to the creative flow and energy of the individual, the team and the organization (Rickards & Moger, 2000). 
Creative Leadership Solution to Leadership Crisis 
The need to develop creative leaders is more pressing now than ever before simply because of the crisis in leadership and leadership succession in many parts of the public and private sector. It therefore does not really matter how we define or understand creativity if it is not leading to creative management and leadership. There is a ticking time bomb of leadership succession, particularly in Nigeria, as over half of the leaders in the public and private sector of the Nigerian economy are over fifty years of age. It does not really matter the level of success accomplished by any organization or government, if the leadership succession problem is not resolved, it will amount to nothing. 
It is only those organizations or nations that can identify and invest in the next generation of leadership talent that will thrive and sustain whatever level of success existing leaders achieve. The leaders of the future, according to Martin (2007) will be distinguished by their ability to collaborate and be creative, no matter the context. Conscious efforts at talents and talents Creative Management and Creative Leadership 
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development across many sectors of an organization or nation should be given priority to overcome the above challenge. 
For Harris (2008), organizations that successfully release talents are those that focus on developing individual and collective skills, knowledge and creativity. Such organizations actively distribute leadership in order to create the ‘spaces’ and ‘opportunities’ for creativity to flourish. They develop talents in such a way that enhances both the individual and the collective capability of the organization to be innovative. 
Organizations that could be referred to as ‘talent-powered’ consciously invest in developing the capabilities of all their employees and place particular focus on accelerating creative capacities identified through the actions and interactions of people across the organization. This is achieved through a strong sense of engagement, networking and collaborations that reinforces the most important leadership skills. To Stoll (2007), creativity is more likely to be enhanced, developed and supported through collective, rather than individual endeavor, in organizations that develop strong communities of practice. This sense of ‘community’ or belonging is one in which creativity is more likely to occur because there are high levels of trust and a norm of ‘no blame innovation’ should things go wrong (Stoll, 2008). 
Creative Leadership, Dynamic Capabilities and Innovation 
The theory of dynamic capabilities refers to the dynamic capabilities as a source of competitive advantage with emphasis on two aspects, namely; shifting character dynamic environment, response, certain strategic, and the time required to accelerate innovation acceptable to the market, and the ability of emphasizing the key role of strategic management adapted to the right, integrating and reconfiguration of internal INNOVATION: Taking Creativity to the Market 
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and external organizational skills, resources and functional competences towards changing environment. To determine the dynamic capabilities of an organization, three clear categories have been identified, and these are; managerial and organizational process (the way of doing things in the organization), position (the strategic posture of the organization), and lane (the alternative strategies available to the organization) (Phipps et al., 2012; Teece & Pisano, 1994). 
It has been established that several factors are responsible for the innovative behavior of any person. Damanpour (1991) and Mumford et al. (2003) singled out one major factor that plays a most significant role in the innovation process as leadership. Also, identified by Wang & Noe (2010) is knowledge sharing which they described as an individual’s contribution to developing the capacities of colleagues to contribute to the application of knowledge, innovation and ultimately to the organization’s competitive advantage. Hoof and Weenen (2004) were able to distinguish knowledge sharing into the two categories of donating knowledge and collecting knowledge. It is in the spirit of the above that Dahigaard et al. (1997) described a creative leader as a leader full of ideas that are used to solve problems and continuous improvement in an organization. He is seen somebody with a clear picture of the organization’s future and understands how to work efficiently to achieve the vision. 
The Importance of Creativity in Organizations and Nations 
Creativity, based on the various submissions of the diverse creativity writers, affects all facets of the individuals, organizations and the society generally. Thus, creativity is said to be important in education (Robinson, 2012), in management and operations of organizations (Harris, 2009 and Proctor, 2010), and in human and society (Walonick, 1993). There are, therefore, the economic, cultural, organizational and human Creative Management and Creative Leadership 
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imperatives of creativity which made Sir Ken Robinson to conclude that creativity is not an option but an absolute necessity. 
From the perspective of management of organization, creative thinking skills are beneficial for a large amount of problems and business improvements. Thus, creativity is required in carrying out the basic functions of management, namely; planning the strategies, mission and objectives of the organization, organizing the jobs and trainings, controlling standards and objectives and leading the individuals that make up the organization. The concept of creative management is thus as important as creative leadership in organizations. 
The creative manager is therefore preferred for a sustainable creative organization. The reason is because the continuous management of any established creative organization depends on the management at all three levels (top, middle and low). As we have also seen, the functions of management require creativity for operational efficiency and effectiveness. 
Conclusion 
While the creative leader plays the role of nurturing the creativity of employees, the creative manager sustains innovation in the organization. While the creative leader influences the talents within to establish a corporate community, the creative manager sustains and keep such talents and community. While the creative leader inspires them to take advantage of opportunities, and motivate them to achieve personal and professional growth, the creative manager maintains the inspiration and motivation momentum required to sustain the creative environment and organization. INNOVATION: Taking Creativity to the Market 
175 
To establish the creative organization, in the final analysis, the creative leader must be open-minded, participative, encouraging, delete existing hierarchical structure, and develop an unconventional one that will encourage the development of interpersonal skills within. The creative leader must ultimately bring about a creative environment for the survival of the creative organization. 
Policy Implication for Nigeria 
As a nation, we are in dire need of creative managers and creative leaders. This however cannot be achieved without any conscious effort to achieve it. The process requires that we come to terms with the reality that our education structure is not adequate to bring about the required creative nation. The need to look critically into a curriculum that will allow for more creativity and creative skills development is of urgent importance. The various levels of education have remained conventional and lacking innovation. The required skills set for the jobs of this century are not been taught in our schools making the products less than ready for the challenges of the jobs. Thus, we find situations in virtually all organizations that is worth conscious of delivering on its vision, taking the responsibility to retrain the products of our institutions before they can be deployed to the jobs even after been engaged. 
We cannot get creative management and leadership without appropriately producing the creative persons first, and as such the process of developing the individual must recognize these obvious gaps and put in place processes that could bridge and close the gaps. It is only creative people that can become creative managers and creative leaders. With creative leaders, we will obviously get more creative organizations, get to produce creative environment within and outside the organizations, and get to ultimately see a creative economy that will bring about a creative nation. the process for required for Creative Management and Creative Leadership 
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the emergence of a Creative Nigeria starts with you and I and the time for it is now. INNOVATION: Taking Creativity to the Market 
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