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Q Summary I

from optional to essential
- | .

With technological advances shaking up entire industries
and Al challenging traditional processes, companies are
under a lot of pressure to innovate. Many even have to reinvent
themselves to stay afloat. Creativity is therefore no longer a
nice-to-have, but a strategic necessity and the key to growth
and tomorrow’s talents.

The |Qudo “Creativity Dividend 2025 study shows that
creativity is significantly correlated with revenue growth
and employer attractiveness.
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N Summary I

creativity pays off — measurably I

E : Creative companies achieve revenue growth more often and are

significantly more attractive as employers.

From August to September 2024, we surveyed 102 employees
from German companies about their level of creativity and their
organization’s revenue growth, market share, and employer

attractiveness. The results show that higher creativity is associated Cl’eatlve Comp anles
with stronger revenue growth and greater employer attractiveness.
are 3.1 times more

According to the study conducted at the Karlsruhe Institute

of Technology (KIT), creative companies are 3.1 times more 'llke'l to aChleVQ revenue
likely to report revenue growth above 10 percent and 4.5 times y

more likely to exceed 20 percent. They also receive employer-

attractiveness awards 2.9 times more frequently. grOWth Of more than

107

Participants represented various industries and hierarchical levels. Most
respondents came from IT and technology (24.5%), manufacturing (19.6%),
and healthcare and pharma (7.8%). The remaining participants represented
construction and real estate (5.9%), the automotive sector (4.9%), and

financial services (4.9%).

non-creative

Fig. 1: Frequency of revenue growth
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Introduction
not useful, but effective I

How Creativity and Innovation are Different
Creativity and innovation are related concepts, but
they mean different things.

How we Define Corporate Creativity
Today, corporate creativity is often described—
based on research from Harvard University—as

83 q novel and useful.
The word innovation comes from the Latin o . I
. L » M c 2 5 a o o LS However, a new type of innovation can
verb innovare, meaning “to renew” or “to ) S Joeooc ) :
» : OO0 S achieve economic success even i
makenew.” The conceptwasshapedbythe . 0000 - ) Y
$.. Creativity ".‘ " it lacks practical usefulness. Take a

Austrian economist Joseph Schumpeter

(1883-1950). He described innovation

means
being both

original and

designer shoe as an example. It does not
necessarily have to offer a functional

as the successful introduction of new

. o0 i isti
effective il improvement over existing models.

combinations and made an important o'........ Even so, it can still be considered
distinction:aninventionisanewidea, while oo.o.. creative, because its effectiveness lies

innovation is the successful use of that
idea in the market.

not in practical utility but in how it shapes

customer perception. We therefore define

creativity, following Runco and Jaeger (2012),

as the production of ideas that are both
original and effective.

Creativity, on the other hand, comes from the

Latin word creare, meaning “to create” or “to bring
something new into existence.” It refers to the ability to
develop new ideas.
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assessment & classification

Assessment of Corporate Creativity

At the beginning of the study, we asked participants to assess
their company’s level of creativity. Only 10.8% rated their own
company as ,very creative“ compared to companies known for
their creativity. The majority (58.8%) regarded their company
as merely mediocre or even lacking in creativity.

>> Compared to companies known for their creativity, our
company is creative.

Strongly disagree ~ e esssseeses 10,8%

Disagree  eeesessccssssccsccsssccccccesss 304%

Neitheragreenordisagree 0000000000000 000000000000000 28,4%

DIIIIIIIIIINIINIINIIII NG

Agree E E

Strongly agree E E

Fig. 2: Sample size n =102
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Introduction

These self-assessment results suggest that creativity is
not systematically promoted or anchored within many
organizations.

Classification of Companies

The differentiation between ,creative and ,non-creative®
companies was based on the mean value of the creativity
construct (see Fig.2and 3). This was based onitems collected
in the questionnaire using a five-point Likert scale.

Creative: Companies with a mean value greater than 3
(,Partially agree / Partially disagree®).

Non-creative: Companies with a mean value
smaller than 3.

s000¢
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interpretation of results

We surveyed 102 participants on the following aspects:
a) creative goal setting

b) number of creative ideas

c) financial valuation of creativity

d) idea management

Interpretation of Results

a)

b)

c)

d)

81.4% of creative companies set goals for achieving
creative outcomes almost three times as often as
non-creative companies (28.1%).

814% of creative companies generate approximately
2.4 times as many original and effective ideas as non-
creative companies (34.4%).

55.7% of creative companies value creativity through
financial incentives almost six times more frequently
than non-creative companies (9.4%).

68.6% of creative companies use structured innovation
processes 2.4 times more often than non-creative
companies (281%).

© 1Qudo® 2026 \\ Study: The Creative Dividend 2025

Introduction

>> To what extent do you agree with the following statements
regarding creativity in your Company? (“Somewhat agree’; “Strongly agree”)

a. Our company sets goals that require
creative thinking and the generation of
new ideas.

b. Our company produces many original
and effective ideas (services/products).

¢. Our company demonstrates its
appreciation for creativity through
financial support.

d. Our company has a process or method
for evaluating and funding new ideas.

814%

00..0..00..28,1%

®©0 000000000

814%
I e
55,7%

i o

68,6 %

0000000000 28’1%

. non-creative
companies

creative
companies

Fig. 3: Sample size n =102



revenue growth

e surveyed participants regarding their company’s
revenue growth in 2023. Result: Companies that actively foster
creativity exhibit significantly higher revenue growth.*

Specifically, creative companies are 3.1 times more likely to
achieve revenue growth exceeding 10%, and 4.5 times more
likely to see growth of over 20% compared to non-creative
companies.

Only 6.3% of non-creative companies recorded comparable
growth of more than 20%. Furthermore, when looking at the
group of all companies with revenue growth over 10%, 34 creative
companies achieved this result, while only 11 non-creative
companies were able to increase their revenue to that extent. This
representsaratioof 3.1:1.

* Therelationship between creativity and revenue growth shows a positive correlation
coefficient of 0.246 and was significant at the 1% significance level.

Study Findings

>> What was your company's revenue growth in 2023
compared to 20227

39,4 %

No growth

M,7%
l

Of these, 50% foster creativity

Growth of more than 20%

36,2 %

Of these, 81.8% foster creativity

Growth of 10% to 20%
Of these, 73.5% foster creativity

Growth of less than 10%
Of these, 59.5% foster creativity

Fig. 4: Sample size n =94




employer attractiveness

Companies that foster creativity show significantly higher
employer attractiveness.

The impact of a creative corporate culture is reflected in
external recognition, too. According to the study, the-
re is a significant correlation between a company’s
creativity and the employer awards received over the last three
years (r = 0.246; p < 0.01).

Among the 546% of companies that have received at
least one national award, a predominant share (75.9%) are
classified as creative. A similar pattern emerges among the
27.3% of companies that hold multiple national awards: 20
creative companies achieved this result, compared to only
seven non-creative companies. This representsaratioof2.9:1.

Study Findings

>> What awards has your company received in the last three
years for its work environment? (e.g., Great Place to Work)

No awards
Of these, 57.9% foster creativity

21,3% — Several national awards
Of these, 741% foster creativity

At least one national award
Of these, 77.8% foster creativity

719 Local award
%
Of these, 571% foster creativity

Fig. 5: Sample size n =99




Study Findings

market share

E : Creative companies are more likely to hold a market- >> Which statement best describes your company's market

leading position. share compared to your closest competitors?

According to participants, their companies’ market share

compared to the competition is as follows: 16.8% identified Not in a market-leading position

Of these, 65.4% foster creativity

their company as a market leader. Within this group, a vast

0,
majority (76.5%) stated that they foster creativity. In contrast, 16’8/°/\ Domsinant et nogl
. . : . ominant market position
only 23.5% of less creative companies achieved similar results. Of these. 76.5% fostercr':aﬂvity
The correlation between a company’s creativity and its 57.4% Market-leading position together
H

with 1-2 competitors

market share is not statistically significant, with a correlation o
Of these, 67.2% foster creativity

coefficient of r=0157 (p=0.058). Nevertheless, the positive
value of the coefficient indicates a tendency toward a

favourable relationship.

Fig. 6: Sample size n =101
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study participants

LD Online Survey | August-September 2024

Sample Size Branch Participants Percent Position Participants Percet
To ensure data quality, the questionnaire [T und Technology 25 245 Employee 25 578
included an attention-check question to Production 20 19,6 Lower Management (team leaders) 22 216
assess whether participants responded Healthcare and Pharma 8 780 Middle Management 8 78
attentively. Based on this check, 27 Construction and Real Estate 6 590 Top Management 13 12,7
participants were excluded. Originally, 129 Automotive 5 490
participants in Germany were surveyed. Finance 5 490 Department
Thus, 102 valid responses were included in Energy and Utilities 3 2,90
the analysis. Education and Academia 3 290 Human Resources 33 324
Retail and E-commerce 3 290 Management 1 10,8
Age Participants Percent Other 25 2450 Sales 10 98
) — — Research & Development 10 98
T T N e o e
30-39 38 313 construction), wholesale, food, food industry, mechanical engineering, IT 8 18
40-49 15 147 medical technology, measurement and control technology, Finance 4 39
B WS el e g 2
=60 7 6,9 advertising agencies. Production 2 20
RIS Legal 1 10
sraiiit Gender Other ) 18

© 1Qudo®2026 \\ Study: The Creative Dividend 2025 seseee

Male: 56 = 54,9 % Female: 46 = 451%

Divers:0=0 %

Other = Consulting, Retail, Employee Assistance, Experience

Management, I[dea Management, Communication, Operations.

Demographic Data I
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Recommendations I

1-2-3-4: innovation

E : Structural Conditions for Creativity and Innovation.

“Ideas are easy. Execution is everything!*
- John Doerr, Venture Capitalist

2
TEAM

. . . . . Interaction | Process
Turning ideas into real innovation takes far more than a wall full

of colorful Post-its. Brainstorming sessions and idea workshops
can spark a burst of creative energy, but that momentum
fades quickly when there’s no time, budget, or backing to turn

SYNERGY

concepts into action. Without support from colleagues and 3 1
leaders, even the most promising ideas stall. LEADERSHIP Kreativitit | Innovation INDIVIDUUM
Visionary | Mentor Creator | Innovator
Expert

For an idea to become a true innovation, the right conditions
must be in place across the following four levels:

STRUCTURE SAFETY

1 Individual Level 3 LeadershipLevel
2 TeamlLevel 4 Organizational Level 4

ORGANIZATION
Drawing on the Systems Model of Creativity developed by Pr°9r§§§‘§3r'c§s“'t”“e
psychologist Mihaly Csikszentmihalyi, the levels form a field
in which creativity and innovation can emerge. The following
pages outline the four levels and show how this field can be
shaped. Fig. 7: Field Engineering for Creativity and Innovation

©1Qudo® 2026 \\ Study: The Creative Dividend 2025 12



Individual level

E : Complementary Roles in the Creative Process.

1. Creator and Innovator

Developing ideas and bringing them to life are two sides of the
same coin. Yet they require opposing individual skills that are
rarely fully present in a single person. We therefore distinguish
between Creators and Innovators.

Creators are imaginative, experimental, and capable of
producing creative solutions even under intense time pressure.
Innovators, by contrast, are strategic and structured. They can
recognize the potential of anidea and inspire others to support
it. These implementers excel at allocating resources, pushing
through resistance, and building and maintaining strong
networks.

Companies need Creators to overcome functional fixedness.
Functional fixedness describes the tendency of individuals or
teams to approach processes only in their familiar, traditional
way, following the mindset of ,we have always done it this way.*

Lj

© 1Qudo® 2026 \\ Study: The Creative Dividend 2025
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Creators challenge this mindset by pointing out where change
is needed.

Innovators, on the other hand, view the disruptive energy of
Creators as an opportunity. They can take an idea that might
initially sound radical, analyze it rationally, weigh the risks and
benefits, and bring it successfully to market despite opposition.

Understanding whether you are more creative or more
innovative can help you recognize your strengths and
limitations in driving innovation. Self-reflection often reveals
blind spots that can be balanced with the complementary skills
of a colleague.

If you want, | can also make a slightly punchier version thatreads

even more like a magazine feature, with a few hooksand vivid
examples to draw the reader in. Do you want me to do that?

blind spot

13



team level

Combining Different Capabilities Effectively.

2. Interaction and Process

Aristotle’s idea that the whole is more than the sum of its
parts helps explain innovation in the 21st century. When a
software developer, a designer, and a scientist jointly develop
a product, solutions can emerge that exceed the capabilities
of any individual. Diverse team knowledge can therefore
replace a genius, at leastin theory. In practice, however, thisis
far more complex.

A genius already integrates different ways of thinking
internally. In teams, this integration does not happen
automatically. For participants from different knowledge
domains to engage in intellectual “ping-pong,” both the
process and the quality of interaction matter.

Factors that foster interaction include synergy: team
members learn from one another and inspire each other.

© 1Qudo®2026 \\ Study: The Creative Dividend 2025

Recommendations I

Another is creative abrasion, in which opposing viewpoints
are openly discussed and no seemingly inevitable
compromise is negotiated. Good chemistry among
colleagues and coopetition are also key to promoting
interaction. Thelatterisacoined term combining cooperation
and competition. Healthy coopetition exists when team
members compete with one another while simultaneously
offering support.

The creative processincludes pursuing a shared goal and
incorporating trends. Furthermore, idea development
should follow a dual mode of thinking: “What does

the user want (User Experience), and what fuels the
developer’s passion (Employee Experience)?” \We refer
to this as Dual Thinking. A process-inhibiting factor, by
contrast, is dependence on other teams—heteronomy.

14



leadership level

E : Three Leadership Roles in Innovation Management.

3. Visionary, Mentor, and Expert

How can a team’s creative intelligence be brought together
effectively? Leadership styles such as the transformational
approach offer valuable orientation, but they fall short. They
reduce leadership to ideal-typical patterns and promote a
one-size-fits-all logic that overlooks individual capabilities,
experiences, and personality traits. Every person is different;
imposing a predefined leadership style on an individual
therefore makes little sense. In the context of innovation,

we thus understand leadership not as a style, but as the

interplay of three roles: visionary, mentor, and expert.

The visionary conveys an inspiring vision that gives
meaning to the project and motivates the team to bring
this vision to life. Visionaries support bold, unconventional
ideas—even when these may cannibalize existing business
models—and propose new pathways for solving problems,
guided by the principle: “If solution A does not work and

© 1Qudo® 2026 \\ Study: The Creative Dividend 2025
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solution B does not work either, then we will find solution C”

In the role of the expert, the leader convinces through domain
expertise. They recognize complex interdependencies,
surprise with original solutions, and actively challenge creative
thinking. In situations of high uncertainty, the authority acts
with confidence and composure.

The mentor recognizes the individual strengths of team
members and fosters them through constructive, solution-
oriented feedback. The mentor is skilled at building and leading
high-performing teams and, with empathy, understands what
each individual needs in critical situations.

Based on this differentiation, each leader can evaluate their
own strengths and identify areas for further development.

15
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organizational level

E : Organizational Preconditions for Creativity.

4. Culture, Progression, and Resources

Many innovative companies invest heavily in inspiring office Beyond culture, future orientation (progression) and resources

design. Yet some of Silicon Valley’s most successful start-ups are key contributors to organizational creativity.

began in simple garages, with no intentional spatial design at

all. How can this paradox be explained? Progression: Progressive organizations adapt flexibly to
change and rapidly turn ideas into innovations. When hiring

Culture: The IQudo idea-generation studies (2010-2016), new employees, they look for out-of-the-box thinking and

involving more than 1,600 respondents in New York, San strong problem-solving skills. In addition, future-oriented

Francisco, and at Mercedes-Benz in Sindelfingen, show that companies enable employees to develop further or to

what matters less for creativity at work is the design of the reorient themselves—for example, through transfers between

space and far more what is allowed while working. \We coined departments.

the term behavioral freedom to describe this. Working late at

night, going for a jog, or taking a power nap are commonplace Resources: To implement ideas, state-of-the-art technologies

among start-up founders in Silicon Valley. Moreover, a short and sufficient financial resources for experimentation are

midday nap has been shown to foster creative thinking. provided. A network of partners can also be valuable in the

development and implementation of ideas.
Other cultural factors include a positive error culture and a
vision that is not only articulated but genuinely lived.

© 1Qudo® 2026 \\ Study: The Creative Dividend 2025 16
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methodology I

The following section describes the methodological steps of the empiri-
cal investigation conducted in this study.

The questionnaire was developed with the aim of measuring the cons-
tructs of creativity and corporate performance and examining the rela-
tionship between them. It is based on the Adobe study “The Creativity
Dividend” (2014). The original questionnaire was supplemented with ad-
ditional questions and shortened in certain areas. It was then published as
a standardized online questionnaire using SoSci Survey. Data collection
was conducted using single-choice questions, with several items answe-
red on a five-point Likert scale. To ensure data quality, a control question
was included to exclude participants who did not complete the question-
naire attentively.

To operationalize the aforementioned constructs and make them measu-
rable, the following questions were used (see Figures 8 and 9).

Creativity: Measured using five items. Scale reliability: Cronbach’s alpha
=0.706.

© 1Qudo® 2026 \\ Study: The Creative Dividend 2025
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Quelle tem (Original) Item (Fragebogen)
(Adobe & | We have a specific business Unser Unternehmen hat einen
Forrester, | process or methodology for Prozess oder eine Methode

2014, S. | rating and funding new ideas. |zur Beurteilung und
5) Finanzierung neuer ldeen.
(Adobe & | Our leadership demonstrates | Unser Unternehmen zeigt
Forrester, | that it values creativity by seine Wertschatzung fiir
2014, S. | funding it. Kreativitat durch finanzielle
5) Forderung.
(Adobe & | We set specific criteria or Unser Unternehmen setzt
Forrester, | goals around projects meant | Ziele, welche kreatives Denken
2014, S. | to inspire creativity or new und neue ldeen erfordern.
5) |ideas.

(Adobe & | How does your company Verglichen mit Unternehmen,
Forrester, | compare with firms die fir ihre Kreativitat bekannt
2014, S. | recognized for their creativity? | sind, ist unser Unternehmen

3 kreativ.
(Lee & | Our company has produced Unser Unternehmen
Choi, | many novel and useful ideas | produziert viele originelle und
2003, S. | (services/products). wirksame Ideen
225) (Produkte/Dienstleistungen).

Kontrollfrage

Unser Unternehmen setzt
keine Ziele, welche kreatives
Denken und neue Ideen
erfordern.

Fig. 8: Survey items measuring creativity
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methodology II

Corporate performance: Three key indicators: revenue growth (2023 vs.
2022), market share, and awards as an employer.

Quelle Item (Original) Item (Fragebogen)

Wie hoch war das
Umsatzwachstum lhres
Unternehmensin 2023 im
Vergleich zu 20227

(Adobe & | What was your company’s
Forrester, | revenue growth in 2013
2014, 8. 3) | compared with 20127

(Adobe & | Which statement most
Forrester, | closely describes your
2014, S. 3) | company’s market share
relative to your closest
competitors?

Welche Aussage beschreibt
den Marktanteil lhres
Unternehmens im Vergleich
zu lhren engsten
Mitbewerbern am besten?

(Adobe & | What recognition did you Welche Auszeichnungen hat
Forrester, | receive for your employee lhr Unternehmen in den

2014, S. 4) | working environment within | letzten drei Jahren fiir das

the past three years? Arbeitsumfeld der
Mitarbeitenden erhalten? (z. B.

Great Place To Work)

Fig 9: Survey items measuring corporate performance

To classify the surveyed companies as ‘“creative” or “non-creative,”
the arithmetic mean of all responses to the creativity construct was
calculated. Companies with a value > 3 (“partly agree/partly disagree”)
were classified as “creative” Companies with a value < 3 were classified
as “non-creative”

© 1Qudo® 2026 \\ Study: The Creative Dividend 2025

The survey was conducted from August to September 2024. In total,
102 respondents from various industries and hierarchical levels (57.8%
without managerial responsibility, 12.7% top executive level) completed
the questionnaire in full. The sample includes companies of different sizes.
The data were subsequently analyzed statistically. The methods used
comprised descriptive analyses and a Spearman correlation analysis.

Based on a systematic literature review and the study commissioned by
Adobe (2014), which indicates a positive relationship between creativity

and economic performance, the following hypothesis was formulated:

Hypothesis: Creativity has a positive impact on corporate performance
(revenue growth, market share, and employer attractiveness).

The data analysis yielded the following results:

Revenue growth: Creativity correlates positively with revenue growth
(r=0.246; p < 0.07).

Employer awards: Significant relationship between creativity and awards
(r=0.295; p<0.01).

Market share: Creativity correlates positively with market share, but the
relationship is not significant (r = 0157; p = 0.058).

Methodology .
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