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Abstract: Enhancing creativity in organizations can lead to the enhancement of the quality and 
quantity of the offered services and the reduction of costs; it can also prevent the dissipation of 
resources and consequently promote efficiency and efficacy, and create motivation and job satisfaction 
among the staff. This study aims to investigate the causes and evaluate the reasons and obstacles to 
institutionalize creativity among the staff of Islamic Azad University in Eastern Azerbaijan province. 
Therefore, the main question in the present study is: what are the reasons and obstacles to 
institutionalize creativity among the staff of Islamic Azad University? In this research, the statistic 
community includes all the staff of Islamic Azad University in Tabriz branch and the related branches. 
The study was conducted through the use of questionnaires. Finally, using parametric statistics models 
and particularly T-student and comparing the average results gained from the two communities, the 
emphasis was placed on identifying the existing situation in regard to individual and organizational 
factors. The study revealed that both groups of factors contributed to the obstacles to institutionalizing 
creativity. On the basis of the results gained from this study, some suggestions have been offered to the 
managers of branches and centers of Islamic Azad University so to enhance the staff’s creativity. 
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INTRODUCTION 

 
Creativity has defined in many ways, including as characteristic of an individual, a cognitive process, a 

characteristic of a product or idea, and a description of a situation (Brown, 1989). According to Botkin (1985) 
creativity is the "raw material" which is used for developing the ground-breaking products or processes that 
organizations require. Recently, most writers have defined creativity as the generation of ideas about products, 
processes, or practices that are both novel and potentially useful to the organization (Amabile, 1988; Shalley 
et al., 2004). Novel ideas are ideas that are fresh and unusual relative to those that are currently available in 
the organization; while those that are useful, are appropriate and suitable for the particular work context. The 
concept of usefulness is essential to distinguish creative ideas from "bizarre" ones which may be novel but are 
impractical for an organization. 

Creativity is essential for organizational performance (Amabile, 1996), especially in highly innovative 
industries in which firms must compete by continually introducing new goods and services (Eisenhardt and 
Tabrizi, 1995, Lumpkin and Dess, 1996; Lumpkin and Lichtenstein, 2005). Because new goods and services are 
the result of entrepreneurial actions that are initiated by individuals (McMullen and Shepherd, 2006), 
stimulating and engaging employee creativity is a necessity in today's competitive and changing business 
environment (Corbett, 2005, 2007; Dess and Pickens, 2000; Lumpkin et al., 2004; Mumford et al., 2002). 
Depending on industries, job requirements, and product markets, the level of creativity required may vary; 
however, continuous improvement requires that virtually all jobs exhibit enough creativity to produce 
incremental adjustments if not radical breakthroughs (Shalley and Gilson, 2004). 

Like many other human characteristics, the phenomenon of creativity and innovation is found in various 
walks of life and these motivations and environmental and personal condition disclose factor of creativity. 
Creativity appears as a mental and psychic state which is at the domain of science of psychology. Since major 
work and activity of human being is carried out at organizations, factor of upbringing and establishing creativity 
is placed within the framework of science and art of management. Managers can accelerate appearance of 
creativity at organizations with establishing appropriate grounds and/or can frustrate it with establishing 
inappropriate environment. 

Creativity does not come magically from an invisible hand; it comes from people. Human assets are 
regarded as the primary source of value, growth, and sustained competitive advantage (Barney, 1991; Pfeffer, 
1994; Prahalad & Hamel, 1990). In the 1960’s, Drucker (1992) foresaw the emergence of knowledge workers 
who could apply theoretical and analytical knowledge that was acquired through formal education to developing 
new products or services. Thus, human creativity is “the ultimate economic resource, arguing creativity is 
ultimately what raises productivity and thus living standards” (Florida, 2002, p. xiii). 
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One-third of workers in the United States, such as scientists, engineers, artists, musicians, designers, and 
knowledge-based professionals, fall into the category of creative class, and they generate half of the nation’s 
total income (Florida, 2002; 2005). 

Creativity does not occur in a vacuum. Although it is undeniable that creativity stems from individual 
ability, whether or not individual creativity is activated, exercised, and channeled into a final product or service 
is a function of the work environment, or the contextual characteristics that may be involved in stimulating and 
supporting creativity (Amabile, 1996; Lubart, 1999; Shalley et al., 2004). The major components of the 
contextual characteristics can be categorized into individual, job, group or team, and organizational level factors 
(Shalley & Gibson, 2004). Creativity is closely related to innovation and the two concepts do overlap, but they 
are not interchangeable concepts (Amabile et al ., 1996; King, 1995; McLean, 2005; Shalley & Gibson, 2004). 
While creativity generates novel and useful ideas, innovation implements them (Amabile et al., 1996). 

Generally, effective factors (deterrent factors and progressing factors of creativity and innovation) at 
creativity and innovation are divided into 1- personal factors (internal) and 2- external factors (peripheral and 
environmental). The present study, while referring to some of organizational obstacles of creativity and 
innovation and pathology of these factors, has tried to take a giant stride in line with institutionalization of 
creativity among staff of Islamic Azad University of East Azerbaijan Province Branch. 
 
Organizational Obstacles of Creativity and Innovation: 
 Unfavorable environment (deterring staff from taking risk, work pressure on staff and apparent cares and 

supervision) 
 Criticizing new ideas,  
 Resisting and hindering transmutation and change inclinations,  
 Environment which lacks motivation, freedom, stimulation, 
 Not welcoming trial and error, 
 Imbalance of rewards with the carried out creativity,  
 Establishing limitation in work fulfilling procedure. 

 
Operational Model of the Study: 
 

Dimensions Indicator Component 

E
ffective Factors on C

reativity and Innovation 

 
 
 
 

Personal 
Deterrent Factors 
(Internal) 

Nervous pressure  
Not having necessary capacity to confront with problem  
Inability in concentration of mind  
Not having innovation  
Not having motivation  
Feeling of insecurity  
Not having mental health 
Not having self-confidence  
Having inclination to conformity  
Insecurity and lack of tranquility  
Fear of criticism and failure   

 
 
 
 

Organizational 
Deterrent Factors 
(External) 

Non-acceptance of individual  
Lack of existence of psychic freedom  
Lack of comprehension of problem by colleagues   
Lack of existence of motivation  

Growth of organization  
Success of organization  
Performance of organization  
Spoiling idea  
Inappropriate and illogical behavior of managers  

 
Objectives of Study:  

The present study deals with one main objective and two side objectives as follows:  
 

Main Objective:  
Pathology and clarification of current situation and determination of effective reasons on outbreak of 

creativity and innovation among staff of Islamic Azad Universities of E. Azerbaijan Province Branch  
 

Side Objectives:  
- Studying effect of personal factors in outbreak of creativity among staff of Islamic Azad Universities of E. 

Azerbaijan Province Branch,  
- Studying effect of organizational factors in outbreak of creativity among staff of Islamic Azad Universities 

of E. Azerbaijan Province Branch.  
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Research Assumptions: 
1. Effect of personal factors, as deterrent factors, exceeds average rate in outbreak of creativity among staff of 

Islamic Azad Universities of E. Azerbaijan Province Branch.  
2. Effect of organizational factors, as deterrent factors, exceeds average rate in outbreak of creativity among 

staff of Islamic Azad Universities of E. Azerbaijan Province Branch.  
3. Personal factors affect more than organizational factors in outbreak of creativity among staff of Islamic 

Azad Universities of E. Azerbaijan Province.  
 

Study Plan: 
The present study is of descriptive-research presumption and is of applied form in terms of objective. This 

study is of survey type in terms of data collection. Statistical population included all official and nonofficial 
staff of Islamic Azad Universities in E. Azerbaijan Province who were at the venue of while conducting this 
study. A questionnaire was designed based on topical literature for measurement of reasons and obstacles of 
outbreak of creativity among staff.  The sampling procedure of this study is simple random. The 26-pair initial 
sample was first selected and after calculation of average and standard deviation of responses, the number of 
subject of this study was set 89 people based on sample volume formula.  

 
For measurement of validity of questionnaire, moreover using theoretical basics, conceptual validity of 

questionnaire was approved through the application of amended viewpoints of answerers at the preparatory 
stage. Of course, answers were studied through the application of Cronbach's Alpha after pilot-test 
implementation of questionnaire. Cronbach's Alpha (SPSS Software) was observed through the obtained results, 
based on which, reliability of questionnaire stood more than 78% i.e. 0.784 percent.  

 
Data Analysis Method:  

T-Student Test was used for testing hypotheses of research in such a way that degree of effect of each 
hypothesis was calculated separately, each of which has been argued with 0.05 meaningful level (95% degree of 
confidence) for proving or rejecting hypotheses. The questionnaire of the study has been comprised of 40 
questions, based on which, each of research questions of hypotheses 1 to 3 contains 18 and 22 questions of 
questionnaire according to Table 1:  

 
Table 1: No. of Appropriated Questions to Each One of Questions of Questionnaire. 
 

No. of Research 
Questions 

Brief Titles of Research Questions No. of Appropriated Questions at 
Questionnaire 

1 Effect of personal factors in outbreak of creativity of 
staff 

1 – 22 

2 Effect of organizational factors in outbreak of creativity 
of staff 

23 – 40 

 
The relative distribution of respondents to the questions of questionnaire is according to Table 2. Results 

can be presented in descriptive form for each of two research questions.  
 

Table 2: Relative Redundancy Distribution of Answerers to Research Questions. 
Classes Redundancy Percentage of Research Questions 

Question 1 Question 2 
Very low 9.4% 7.5% 

Low 26.6% 26.9% 
Average 23.8% 26.1% 

High 24.2% 23.4% 
Very high 16% 16.1% 

Total 100 100 

 
Research Findings: 

The average indicator has been used for studying extant situation of each of indicators related to personal 
and organizational factors. Table (3) shows averages calculated for personal factors' indicators.  

As it is observed in Table 3, the highest average is related to the indicators of nervous pressure and not 
having self-confidence from among indicators of personal factors while the least indicator is related to inability 
of concentration of mind.  

As it is observed in Table 4, the highest average is related to the indicator of miscomprehension of problem 
by colleagues from among indicators of organizational factors and the least indicator is related to non-
acceptance of individual. 
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Table 3: Situation of Indicators Related to Personal Factors. 

No. Indicator Average Average Scores of Freedman 
1 Nervous pressure 181/3 08/11 
2 Not having necessary capacity to confront with 

problem 
09/3 12/10 

3 Inability in concentration of mind 99/2 74/9 
4 Not having innovation 15/3 69/10 
5 Not having motivation 17/3 99/10 
6 Feeling of insecurity 11/3 36/10 
7 Not having mental health 12/3 67/10 
8 Not having self-confidence 17/3 81 /10 
9 Having inclination to conformity 02/3 63/9 
10 Insecurity and lack of tranquility 10/3 40/10 
11 Fear of criticism and failure 08/3 16/10 

 
Table 4: Situation of Indicators Related to Organizational Factors. 

No. Indicator Average Average scores of Freedman 
1 Non-acceptance of individual  04/3 95/9 
2 Lack of existence of psychic freedom  12/3 49/10 
3 Miscomprehension of problem by colleagues   28/3 59/11 
4 Lack of existence of motivation  05/3 10/10 
5 Growth of organization  11/3 36/10 
6 Success of organization  16/3 92/10 
7 Performance of organization  17/3 74/10 
8 Spoiling idea  10/3 37/10 
9 Illogical behavior of managers  15/3 82/10 

 
Table 5: 1st Hypothesis Test: Results of Study of Personal Factors Data through T-Student Test 1st Hypothesis Analysis. 

One-Sample Statistics 

 

 N Mean Std. Deviation Std. Error Mean 

Personal Factors 91 3.11 .218 .023 

 
One-Sample Test 

 Test Value = 3                                        

 

t df Sig. (2-tailed)
Mean 
Difference 

95% Confidence Interval of the 
Difference 

 Lower Upper 

Personal 
Factors 

4.739 90 .000 .108 .06 .15 

 
H0: Effect of personal factors, as deterrent factors, does not exceed average rate in outbreak of creativity 

among staff of Islamic Azad Universities of E. Azerbaijan Province.  
H1: Effect of personal factors, as deterrent factors, exceeds average rate in outbreak of creativity among 

staff of Islamic Azad Universities of E. Azerbaijan Province.  
 

                    

 
 

 (0/05 ,90 ) =1.645  
 

 

Also, the average personal factors stands at 3.11 in view of answerers which exceeds the desired indicator 
(Test Value= 3). Since test meaningful level stands at α= .000, this rate is smaller than the least meaningful level 
(0.05).  

The difference between the two proportions is remarkable and meaningful. Then, this difference can not be 
attributed to "random" and can not be ignored as well. Consequently, hypothesis H0 with 0.05 meaningful level 
is rejected and hypothesis H1  with 0.95 confidence degree is accepted. This study with 0.95 confidence level 
shows that 9.4% of staff of the university considers effect of personal factors on institutionalization of their 
creativity "very low", 26.6% (low), 26.4% (average), and 23.4% (high) and 16% of staff of the university 
considers effect of personal factors "very high" on institutionalization of their creativity.  
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Table 6: 2nd Hypothesis Test: Results of Study of Organizational Factors Data through T-Student Test 2nd Hypothesis Analysis.  

 One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

Organizational 
Factors 

91 3.13 .259 .027 

 

One-Sample Test 

 Test Value = 3                                        

 

t df Sig. (2-tailed)
Mean 
Difference 

95% Confidence Interval of the 
Difference 

 Lower Upper 

Orga
nizational 

Factors 
4.841 90 .000 .131 .08 .19 

 
H0: Effect of organizational factors, as deterrent factors, does not exceed average rate in outbreak of 

creativity of staff of Islamic Azad Universities of E. Azerbaijan Province.  
H1: Effect of organizational factors, as deterrent factors, exceeds average rate in outbreak of creativity of 

staff of Islamic Azad University of E. Azerbaijan Province.  
    

 

                    

 
            

 (0/05 ,90 ) =1.645                
 

 

Also, personal factors average stands at 3.13 in view of answerers which exceeds the desired indicator (Test 
Value= 3).  

Since test meaningful level stands at α= .000, this rate is smaller than the least meaningful level (0.05). The 
difference between the two proportions is noticeable and meaningful. Then, this difference can not be attributed 
to "random" and can not be ignored as well. Thereupon, hypothesis H0 with 0.05 meaningful level is rejected 

and hypothesis H1 with 0.95 confidence degree is accepted.  

This study with 0.95 confidence degree shows that 7.5% of staff of the university considers effect of 
organizational factors on institutionalization of their creativity "very low", 26.9% "low", 26.1% "average" and 
23.4% "high" and 16.1% of staff of the university considers effect of organizational factors on 
institutionalization of the creativity "very high".  

 
Table 7: 1st Hypothesis Test: Results of Study of Organizational and Personal Factors Data through Average Comparison Test of Two 

Subjects 3rd Hypothesis Test. 

Group Statistics 

  N Mean Std. Deviation Std. Error Mean 

Organizational 
Personal 

1 6 4.33 .816 .333 

2 16 3.50 1.033 .258 

 

Independent Samples Test 

 Levene's Test 
for Equality of 

Variances t-test for Equality of Means 

 

F Sig. t df 
Sig. 
(2-tailed)

Mean 
Difference 

Std. 
Error 

Difference 

95% Confidence Interval 
of the Difference 

 Lower Upper 

Equal 
variances assumed

.858 .365 1.671 20 .092 .833 .471 -.148 1.815 

Equal 
variances not 

assumed 

  
1.986 11.429 .073 .833 .422 -.090 1.757 
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H0: Personal factors do not affect more than organizational factors in outbreak of creativity among staff of 
Islamic Azad Universities of E. Azerbaijan Province.   

H1: Personal factors affect more than organizational factors in outbreak of creativity among staff of Islamic 
Azad Universities of E. Azerbaijan Province.  

 
          

          

           

                (0/05 ,93 ) =1.66               
 
Since calculated t values (1.671) and (1.986) are larger than t values of table with α= 0.05, which is 1.645, 

and since calculated P value is larger than α= .05, then, hypothesis of claim with 95% confidence level is 
rejected. Hence, it cannot be claimed that personal factors affect more than organizational factors in outbreak of 
creativity among staff of Islamic Azad Universities of E. Azerbaijan Province.  

 
Table 8: Situation of Hypotheses. 

No.  Hypothesis  Test Type   Meaningful Level  Situation of Hypothesis  
1 Hypothesis (1) T Student  0.05 Accepted  
2 Hypothesis (2)  T Student  0.05 Accepted  
3 Hypothesis (3) Average comparison Test of Two 

Subjects  
0.05 Accepted  

 
Discussion and Conclusion: 

Undoubtedly, attaining optimal productivity is the main and most important objective of any organization. 
The successful organizations, which concentrate on importance and key role of manpower as one of the most 
significant pillars and components of improvement of productivity, make their utmost efforts to create a safe 
environment for staff with the aim of invigoration of performance. The management of these organizations tries 
to take advantage of talents and potentials of their competent manpower in tandem with materialization of most 
objectives. Boosting creativity at organizations can results in promoting presented services (qualitatively and 
quantitatively), reducing costs and hindering waste of resources coupled with increasing productivity and 
efficiency. 

The present study has tried to analyze concept of creativity and innovation and its components, which is 
characteristics of all human beings, in organizational perspective.  

Since hiring and employing creative and innovative manpower at organization, providing appropriate 
financial and research facilities for innovative attempts, empowering competent manpower in fulfilling activities 
and creative efforts, and applying results obtained from creative activities as well as granting appropriate 
rewards to creative manpower are of effective factors in creativity and innovation of organizations, it has been 
tried, thanks to the results obtained at this study, to present proposals in line with boosting creativity of staff to 
management of departments and branches of Islamic Azad University. By fulfilling the following proposed 
measures, objectives of promotion of productivity, evermore growth of organization will be materialized:  
1. Suitable ground should be provided for individuals to adopt phenomenon of change. (cooperating with 

manager when manager takes decision, not risking job security with implementation of change),  
2. Views and ideas should be invigorated. (listening views posed by staff eagerly, executing appropriate views 

and reporting to senior officials),  
3. Let individuals to establish mutual and logical interactions with each other. (exchanging fruitful information 

among staff and members of groups),  
4. Be patient against failures. (Experience unsuccessful ideas.) 
5. Determine objective clearly and empower members for providing them. 
6. Respect creative and industrious individuals deservedly. (payment of appropriate reward for creativity) 
7. Provide a calm environment which motivates creativity and ready yourself to hear constructive viewpoints 

and proposals carefully. 
8. Let's give time to creativity. 
9. Setting up a department specific to creativity,  
10. Training and guiding for apprenticeship and innovation,  
11. Placing new information and pertinent subjects available to staff,  
12. Improving spirit of accepting possibility of existence of new and better ways for fulfilling activities, 
13. Establishing a complaint and proposal system and also setting up a system for evaluation of creativity of 

staff at organization, 
14. Eradicating spirit of fear of failure or rejection of idea,  
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15. General belief of talent of creativity and innovation  
16. Spreading cultural exchange among organizations and individuals of an organization and juxtaposition of 

conservative and innovative individuals with each other,  
17. Improving trust and confidence of staff to each other 
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