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Foreword

Our nation has rapidly transitioned from the age of industry and services to an information age. Today, our economy is based heavily on knowledge and its application, not the production of materials or products. In other words, ideas and information have become the goods of our society. According to the Organization for Economic Cooperation and Development, "Knowledge is now recognized as the driver of productivity and economic growth. As a result, there is a new focus on the role of information, technology, and learning in economic performance."

A knowledge economy depends upon a creative and intelligent workforce, advanced scientific and technological industries, and rapidly evolving information and communication systems. All of this is occurring in the context of a highly dynamic global economy. According to the research of Dr. Richard Florida, these highly educated, creative, and mobile workers (and their employers) are choosing locales beneficial to their lifestyles and values versus merely competitive salaries.

Since the publication of Florida's book, "The Rise of the Creative Class: And How It's Transforming Work, Leisure, Community and Everyday Life," local quality of life and creativity are key to survival in the new global knowledge economy. Paradoxically, the game of global competitiveness seems to have become a very local, or at least regional, issue. For example, recognizing and developing the unique and stimulating assets of our communities has become more important than ever before.

The Michigan State University Community and Economic Development Program has over thirty years of experience in addressing the economic problems of communities throughout Michigan and seeks to help communities find their creative strengths. Recognizing that the role of technology is increasingly important to a healthy economy, the MSU-CEDP/EDA University Center seeks to help communities and industry, particularly those most economically vulnerable, to take an active role in preparing for this knowledge economy and overcoming the barriers to creating higher-skilled, higher wage jobs. Technology is strongly linked to the creation of higher-skilled, higher paying jobs.

While some communities are poised to respond to the global knowledge economy, others are ill prepared to move forward. Yet, to succeed as regions, we must learn new ways to involve the diversity, creativity, and capacity of ALL citizens. I am reminded of the advice of Sir Francis Bacon, "If we are to achieve results never before accomplished, we must employ methods never before attempted."

This handbook is intended to assist communities as they strive to move forward in the knowledge intensive global economy. Readers are also encouraged to visit our web page at www.cedp.msu.edu for other materials and active strategies in creating successful communities.

Yours in creativity and innovation,

Rex LaMore, Director
Community and Economic Development Program
Michigan State University



A note about the artwork

This Handbook uses drawings to represent the “leap” to creative possibilities thinking. Three symbols represent the many diverse ways of thinking about the world. All are valued in a creative context. Every view is important.



The more traditional square or “box” that we are told to “think outside of” is a traditional way of conceptualizing the world. While boxes may restrict creativity, some boundaries are essential. The triangle is a symbol that can mean top-down or discussion-based communication style that sometimes limits a group’s creativity. Triangles are also strong and well-connected. Circles can stand for complete, whole, balance, and equality. How valuable is it to compare and contrast a triangle style for making a crucial decision with a circle format for opening and exploring fresh ideas?

Spirals can mean movement, change, and growth. Creative thinking strategies release the collective energies of a whole community. Opportunities and ideas surface as a group opens to possibilities. As thoughts are shared in a creative climate (with more and more appreciation and flexibility), the whole community’s thinking begins to connect and incorporate more diverse ideas into the collective vision.

The human figure drawings represent every person, including every race, gender, disability, ethnicity, orientation, religion or lack thereof. We are inclusive in our thinking that all can live in harmony in community. Now we can learn to become creative together.


Introduction

This Creative Community Handbook can help groups achieve success by opening up possibilities thinking. Thinking about possibilities means anticipating and imagining a future filled with new opportunities. It means beginning with collective dreams rather than problems. The pages that follow offer tips, tools and positive techniques to enhance levels of creativity in all types of groups: committees, boards, teams, organizations, and communities.

Readers will…
· Discover why creative communities are getting a lot of attention across the country — particularly from a business perspective;
· Be exposed to six creative strategies to nurture “The Creativity Climate;”
· Uncover a "A Creative Worldview" — a new paradigm that is changing the way people think, organize, and act;
· Find "Four Keys to Creativity" to rev up the creative process;
· Explore "Action Steps and Creative Leaps to New Possibilities;" and
· Receive additional "Resources" with valuable references for those who wish to delve deeper into creativity space.

The enjoyment of creativity is reason enough to get started immediately, but there are many other factors motivating communities to take a serious look at creativity. Below are just a few of the reasons.


	Creativity is Good for Business
Numerous studies point to the importance of creativity and innovation in successful businesses. For example, the London Business School found that 70% of organizations with a positive attitude towards innovation reported that they are outperforming their competitors (an additional 17% felt their performance was at least level with their competitors). These companies had also seen an increase in profits over past years as well as having a larger market share than their closest competitors.1 See additional facts at:
www.designcouncil.org.uk.
	

Innovation counts for 5 -15% of your company’s annual revenue and most of your future growth and profitability. The implementation of quality processes and systems to support innovation is a management priority.
- Imaginatik.com



_________

1 Bettina von Stamm and Riley, International Journal of New Product Development and Innovation Management, March-April 2003


Change is Permanent
The business community has already embraced the reality of constant change. Daily shifts occur rapidly and continuously, directly impacting business interests, product and service design, and customer satisfaction. Creative thinking and design are now deeply embedded in the psyche of today's successful businesses and industries. Articles in mainstream publications like Business Week and Fast Company extol the virtues of creativity and encourage business and community leaders to foster an emerging creative culture. An example in the May 17, 2004 issue of Business Week has a cover story featuring "America's Leading Design Firm," IDEO, that has caused a multi-industry revolution by changing the context and process of service and product design.2

Design shapes a company’s reason for being, it has become an undeniably transformative force in business and society.
- Fast Company, June 2004

Innovative communities that wish to succeed, improve their quality of life, and keep current with innovative business thinking can benefit from learning about, designing, and continuously improving their own creativity models. The IDEO is just one of many creative design firms that can help groups get started on a creative thinking path. The June 2004 issue of Fast Company (a publication born in November 1995 to feature and foster speed and creative thinking) has a cover story featuring “20 Creative Mavericks and What You Can Learn from Them.” Fast Company lists several principles of the design revolution and profiles 20 Master Designers.3

Healthy Economies Depend on Innovation
The ability to innovate has always been a key factor in successful businesses. Today, there is growing evidence that innovation is more significant for job growth and our economy than ever before.

	The number of people doing creative work has exploded. Those in creative occupations – from engineers and designers to artists and writers to higher-end planners, analysts, managers, and other ‘creative professionals’ – now comprise more than 30 percent of the workforce, up from about 10 percent in 1900 and only 20 percent as recently as 1980.
- Richard Florida

	Richard Florida's research4 shows that economic development will be achieved best by tapping and harnessing human creativity and developing diverse, tolerant, and inclusive cities. Florida has found that creative regions generate more jobs, higher salaries, more innovations, and more growth in high-tech industries. He adds that this approach – harnessing creativity and developing diverse, tolerant, and inclusive cities – will provide a far greater return on investment than subsidizing big businesses with tax breaks.



_________

2 Business Week, “The Power of Design”, May 17, 2004, pp. 86-94. Also see: Kelly, T. (2001). The art of innovation: Lessons in creativity from IDEO, America's leading design firm. New York: Currency/Doubleday.
3 Fast Company, “Masters of Design” June 2004, pp. 61-75.
4 www.washingtonmonthly.com/features/2003/0303.florida.html downloaded 3/16/04.


	Communities Stimulate Creativity
When two or more people come together, creativity is often greatly enhanced. One person's ideas inspire thoughts in another. A diversity of ideas, experiences, talents, and creative styles enrich and stimulate the entire group.

A study of 750 entrepreneurs revealed that "Entrepreneurs who spend more time with a diverse network of strong and weak ties – of family, friends, business colleagues, advisors, acquaintances, and complete strangers – are three times more likely to innovate than entrepreneurs stuck within a uniform network. "Diverse networks and sources of information encourage the diffusion of non-redundant information and thus stimulate creativity,” says Stanford researcher Martin Ruef.5
	



Creativity grows in community with other creative people…. You don't find true creativity and personal satisfaction by isolating yourself from other people. Real creativity comes from, and gives back to, community.
- Ron Huxley,
Creativity Builders Group



It appears that creativity and diverse communities are natural allies. According to Ruef, "Weak ties – of acquaintanceship, of colleagues who are not friends – provide nonredundant information and contribute to innovation because they tend to serve as bridges between disconnected social groups. Weak ties allow for more experimentation in combining ideas from disparate sources and impose fewer demands for social conformity than do strong ties." In other words, a broad range of relationships can foster creativity. But if all you do is hang out with close ties (family, co-workers, and friends) creativity may be undernourished.





_________

5 http://www.gsb.stanford.edu/news/bmag/sbsm0305/ideas_ruef_networking.shtml downloaded 6/7/04


The Creativity Climate: Six Creative Strategies

	In The Process of Creative Change, author Christine Egger provides a helpful explanation of creativity. Egger explains "The process of change, on the surface, looks like this: Something, someone, or some idea moves from point A to point B. According to some scientists and philosophers, the process of change involves another step where whatever is changing is in the process of changing, and not at A or B."6
	
There are two ways of being creative. One can sing and dance. Or one can create an environment in which singers and dancers flourish.
- Warren G. Bennis




This space could be called "C." Egger suggests that we need to develop new ways of thinking, sensing, feeling, and communicating that relate to this in-between state (C). She borrows language from a Buddhist philosophy to refer to this in-between state (C) as "groundless," and suggests that the potential for making change does not lie with where we are grounded. Egger suggests that our ability to be creative and create the future we desire (i.e. where we want to be grounded), lies in an ability to get off the ground.





_________

6 An Untapped Resource: The Mind/Body Connection a.k.a. The Process of Creative Change, Christine Egger, 2003.


It is a common belief that life in communities and organizations is all about bureaucracy and control. People often develop a reactive mindset based on experiences with all types of officials, ordinances, rules and laws. This attitude sometimes causes conflict with community and organization leaders when trying to bring people together to envision new future possibilities. Citizens may tend to be reactive and rigid in their demands for maintaining the status quo. Yet, a healthy and naturally growing community requires citizens and administration to learn to share their visions of the future and to foster a climate that is flexible and adaptable to ever-changing and evolving conditions in the environment.

One important way to enhance creativity is to tend to the creative climate. A good climate helps people get off the ground into creative space. For those looking for practical ways to stimulate creativity, consider attending to the creative climate by using these six creative strategies.




Understand the Context! Keep it Open and Inviting
A creative context is open, not narrow and constricting. An open context allows participants to explore all possibilities without criticism or sanctions. A shift to an open and inviting context gives meaning to action, avoids conflict and fosters adaptability.
	· Imagine an ideal new context for the future to create a whole new set of possibilities that didn’t exist before. Being stuck in a “traditional thinking context” cannot create the “new chemistry” needed to change the community.
· Use “possibility thinking" and open-ended questions: "What possibilities could we pursue? What might our options be? In what ways could we proceed?"
· Focus on creative future capacities. Do not start with old problems. Avoid blame. “What does our ideal community look and feel like?” is a good place to begin.
· Consider open-ended questions, like “In the future, how might we define our community?” rather than “What are the borders of our community?”
	





Who the he-- wants to hear actors talk?

- Harry Warner, President of Warner Brothers Pictures, 1927



Community Development Principle: Think about shifting the thinking context before trying to be creative. Be open to using the full range of action strategies to work toward long-term community sustainability and well-being.



Share a Vision to Grow Mutual Identity and Trust
Shared Vision is an invisible force that brings excellence to people and organizations. To build a mutual identity, teams, partners, customers, clients, and communities must grow their levels of trust and responsibility. If a vision means something to citizens, it becomes a “Strange Attractor” of meaning. The vision becomes a force that “attracts” and bonds people within a shared community identity and energizes them to action.
· Nothing exists unrelated to something else; remember, relationships are all there is.
· Invest time and energy in growing trusting relationships among all constituents.
· Embrace diverse opinions as a path to a unified, holistic, and shared vision. Ask, “Where can we find common ground and a new beginning point?”
· Remove barriers that prevent people from sharing and growing identity and trust.
· Design systems to enhance shared community identity, not difference.
· Celebrate success in terms of shared identity, relationships, and new thinking.
· Measure and improve trust levels and working relationships with everyone.

Community Development Principle: Incorporate the diverse interests and cultures of the community in the community development process; and disengage from support of any effort that is likely to adversely affect the disadvantaged members of a community.







	
Include the identity of every individual in every organization change process.
- Margaret Wheatley




