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Over the past few years the debate of how to distinguish between an idea being 
creative, or not, has caused many scholars to come forth with their own ideas on 
how creativity can be rated. While many believe that creativity can be determined 
based upon how unique the presented idea is, others theorize that creativity is 
determined according to how a culture functions. While cultures can present ideas 
that are creative, according to their terms, the answer to a universal idea on how 
creativity works still remains vacant. 
 
Thus, the purpose of this article is to pursue an idea in how creativity can be 
theorized. Scholars Deverell, Andrea, Moore, and Sarah, and Jeffery Loewenstein 
and Jennifer Mueller, have presented ideas on how creativity can be determined. 
For the purpose of this article I will be using the basics of their ideas to create a 
different way to see what aspects create the essence of creativity. I will be using 
Deverell, Andrea, Moore, and Sarah’s idea of organizational legitimacy, 
catalytically creativity, and organizational emergence, as the three main segments 
for this article, while Loewenstein, Jeffery, and Mueller, Jennifer’s ideas will be 
used to explain each section more in depth. 
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Organizational legitimacy can be described as the set structure of a culture 
(Deverell, Andrea, Moore, and Sarah). It is the norms and regulations that act as 
guidelines when determining if an object, or an idea is acceptable within a society. 
 
The first three creative elements of organizational legitimacy are as follows 
Paradigm Shift, Repurposing, and Updating Tradition. Each of these three 
elements deals with a new sense or change in direction, whether or not from an 
original idea or change in focus, that is generally used to improve a current 
situation. Such ideas can often be tedious depending on the culture and the 
manner in which it is approached. 
 
Paradigm Shift: the element of creativity that determines how creative an idea is 
in terms of direction, shows that the individual is able to steer in different 
directions and think in a different manner (Jeffery Loewenstein and Jennifer 
Mueller). While many cultures applaud the diversion which creativity can 
motivate and promote a society's growth, such creativity depends upon how the 
idea remains in contact with the cultures key regulations and norms. Evidence of 
such occurrences can be exemplified within Eyamba G. Bokambia’s article 
“African Englishes and Creative Writing.” Here the author explains how African 
peoples seek to morph their language with that of the English language in hopes 
of becoming more unified. While such ideas are thought to be creative, Bokambia 
describes the manner in which such creativity goes against the structure of the 
English language, thus defying rules set by another nation. 
 
Repurposing: the element of creativity in which an idea is based off another 
original idea (Jeffery Loewenstein and Jennifer Mueller), is perhaps thought of as 
another word for uncreative. But, the purpose of this element is not to become a 
clone of another person and continue their way of thinking. Rather it is to mould 
another person’s idea into a different format or context. Evidence of this element 
is present within both L1 (Erick Piller) and L2 (Chris Drew) learners as they 
begin to adjust and develop different sets of skills in order to become more fluent 
within the language they are learning. 
 
Updating tradition:  this is the element of creativity by which a fresh idea or 
viewpoint is based upon an already established product or process (Jeffery 
Loewenstein and Jennifer Mueller). While similar in comparison to repurposing, 
updating tradition also uses the base of an already established thought or idea, but 
maintains a different process. While repurposing is a manner in which to adapt or 
mold an idea to another concept, updating tradition is the ability to keep the 
structure of the idea the same while alternating or “renovating,” (Jeffery 
Loewenstein and Jennifer Mueller), the interior or inner function of an already 
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existing idea. Such a procedure is more often than not seen within cultural rules 
and regulations as individuals change aspects to better suit their people. The idea 
still remains the same, only the conditions are modified to better accommodate 
and assist in the growth of a society’s progress. 
 
The second sets of organizational legitimacy creative elements are as follows: 
Rarity, and Potentiality. These two elements focus on the ability of an idea in 
being produced, and the likelihood of it then continuing and developing within a 
society. 
 
Rarity: In terms of an idea being successfully accepted amongst a culture depends 
on how rare the occurrence of such an idea is. While rarity can be described as the 
likelihood of the product being invented (Jeffery Loewenstein and Jennifer 
Mueller), it can also be taken into consideration as to how many individuals have 
thought of such an idea. The success of an idea being accepted fully within a 
culture can be determined according to how many individuals think of the same 
thing. This doesn’t take away from the rarity of an idea. Many people can share 
the same idea. The rarity comes into play in bringing forth such an idea, and 
acting upon one’s thought to bring it into reality. Since many fear to explore their 
ideas (Shanna Daly), the actuality of an individual acting upon their intuition can 
be seen as a form of rarity. 
 
Potentiality: the future possibilities of the product being used or advanced (Jeffery 
Loewenstein and Jennifer Mueller). This element of creativity is based upon how 
it coheres with a culture's rules and regulations. If the idea is on par with how a 
culture functions, and does not go against the grain of how a culture functions, 
then the more potentiality the product will have in being further developed and 
advanced within a culture. 
 
The last two organizational legitimacy elements of creativity are Wide and Social. 
These two elements focus on the aspect of whom the idea is designed for, and the 
structure of the design. 
 
Wide: There are many creative ideas that result in an end product designed for 
only a specific group of people (Jeffery Loewenstein and Jennifer Mueller). While 
such creativity is acceptable, it also has its drawbacks. In creating a product that is 
only designated for a certain group, the creator has in fact limited their product. 
This means that only those who would use such an item will buy it, and 
depending on how large of an area the idea is meant to encompass ultimately 
determines the success of the idea. 
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Social: does it support culture rules, regulations, norms, obligations, and laws? 
(Jeffery Loewenstein and Jennifer Mueller). There is nothing more disappointing 
than having an idea denied simply because it doesn’t cohere with one’s culture 
rules. In truth, developing an idea in which it collaborates entirely with the social 
aspect of creativity can be rather challenging as it requires the individual(s) to not 
only understand the rules, regulations, norms, obligations and cultural rules of the 
culture they wish to present their idea. It also requires the individual(s) to know 
exactly how their idea manages to benefit the culture and not disturb the culture in 
any abrupt manner. This means that the individual’s knowledge of the inner 
workings of a culture, be it 1tight or loose, has to be exemplified and portrayed 
within their product on the terms that the individual is completely aware of what 
the culture needs, and is willing to accept (o Amaral Filho, Jair, Farias, and 
Deborah B. L.; and Chua, Roy Y. J.,Roth, Yannig, Lemoine and, Jean-François). 

 
 

Catalytically Creative 
 
 

Catalytically creativity is how an idea or product affects the environment with its 
contributions (Deverell, Andrea, Moore, and Sarah), or in other words what kind 
of atmosphere does it emit and what senses: feel, touch, taste etc.… does it affect. 
 
The first two elements of catalytically creative are Observable and Artistic. In 
these two elements of creativity, the aspect of incorporating the senses expresses 
the importance behind such criteria. 
	
Observable: what senses does it involve (Jeffery Loewenstein and Jennifer 
Mueller). Most people rely upon visual aid in order to determine if a product is 
worth pursuing. The second element they rely upon is a confirmation of a second 
sense. There are numerous ways one can portray their ideas. Generally speaking, 
ideas that engage more than one of the five senses tend to allow individuals to 

	
 
1  A tight culture refers to cultures that follow their beliefs, rules and regulations strictly, 
while a loose culture is one that has more leeway. Due to a tight cultures restriction, 
individuals are less motivated to experiment and develop their sense of creativity, 
however if allowed they are more in tuned with what their culture needs. Whereas a loose 
culture is encouraged to develop their sense of creativity, but lack the sound structure in 
which to base what their ideas off of what their culture needs. 
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experience a higher sense of pleasure. People always want to touch what they find 
to be appealing to the eye. If the object, presented in front of them, looks as 
though it has a unique texture or pattern to it, the more drawn in the individual is 
to caress such an object. This allows the individuals to learn and confirm what 
images their brain processes to be true. 
 
Artistic: the appearance and process by which a product is created (Jeffery 
Loewenstein and Jennifer Mueller). While the observable creativity trait relies 
upon the sight of an individual to determine if an object is worth investigating, 
artistic appeal uses the sight sense as a method of conveying hidden messages. 
The object doesn’t rely upon sight to catch the attention of an individual, but 
rather it uses sight as a means to hold the attention of the individual. The outcome 
of such a product continually draws the person to constantly look, watch, and 
ponder on what they see, whereas the observable element is meant to inform the 
individual of its existence, which can then be confirmed when another sense is 
used. 
 
The next four elements, (Breakthrough, Feasibility, High tech, and Mass Market), 
of creativity are primarily designated to the process of the product in terms of 
incubation period, expenses, advancement in technology, and advertisement. 
 
Breakthrough: this is determined to how challenging a present idea is, and how 
effective the end results are (Jeffery Loewenstein and Jennifer Mueller). Typically 
such ideas have been in a long-term process, and are presented with a high 
difficulty of accomplishment due to previous failed attempts on multiple levels. 
However, the more unlikely the breakthrough is depends on how many failed 
attempts have occurred. When a breakthrough occurs it is more significantly 
noticed due to it’s past failures. Does this mean that one should continue to fail to 
bring their idea to reality by producing false attempts? No, it simply means that 
the idea has been incubated for an extended period of time, and due to a different 
approach, or method, was finally able to breakthrough the trail of failures, and 
succeed. 
 
Feasibility: how expensive or worthwhile is it to buy the product? (Jeffery 
Loewenstein and Jennifer Mueller). While price is one aspect of this element, 
feasibility can also be determined based upon the amount of products available. 
The more numerous the products are in quantity, the more likely the price will 
lower as it is then accessible to more people. The more accessible a product is, the 
more one is willing to buy it. Feasibility can also be represented by how much the 
cost was to bring it to pass. Ultimately, the higher the cost/risk, the more 
dedicated and determined an individual will be in order to bring it into reality. 
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High tech: how far into technology is the product. Does it exploit science, 
engineering and creativity? (Jeffery Loewenstein and Jennifer Mueller).  This 
element focuses on how modern an idea is in terms of advancing what has already 
been discovered. People are always eager to exploit new ideas, when seeing 
something that is inevitably “new” and “progressed” they are more thrilled to try 
it out. 
	
Mass market: how long is it advertised for, and how is it advertised? (Jeffery 
Loewenstein and Jennifer Mueller). In coherence with the High Tech element, 
Mass Market relies upon how well a product or an idea is advertised. If the 
advertisement is able to show people how it can help them in their home, school, 
or working environment, then the more likely the object will experience a success. 
The amount of time an object is advertised for can also affect individuals and their 
decision to purchase it or not. The longer and more frequent it is advertised for the 
more likely an individual will remember it. Also, depending on the popularity of 
an object, advertisements can be used as a method to gain more purchases through 
“limited time offers,” which can ultimately cause individuals to rush into a 
purchase. 
 
The last three creative elements of catalytically creative are Variety, Fashionable 
and Namebrand. These three elements focus more on the appearance of an object 
or idea within a current society or culture. 
 
Variety: the availability of the product in different versions or styles (Jeffery 
Loewenstein and Jennifer Mueller).  In creating more than one style, a person is 
able to extend their revenues to appease more than one group of people. Variety 
may be seen as more or less the same as the width essence of creativity. But, 
while the width of creativity focuses on whom the product is specifically designed 
for, variety focuses on how many different outcomes are presented within the 
same version of an idea. 
 
Fashionable: what style does it present? Does it fit current trends? (Jeffery 
Loewenstein and Jennifer Mueller). When creating an object, it is important for 
creators to understand what current trends and topics are occurring. In knowing 
which ideas tend to have a higher rate of success, an individual can then assess if 
their idea more or less matches the current styles or trends. The closer the idea 
tends to adopt or be incorporated within a current trend the more likely their idea 
will be accepted and their products purchased. 
 
Name brand: how the item is identified, and is it well known? (Jeffery 
Loewenstein and Jennifer Mueller). When providing a society with an idea, it is 
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important for an individual to provide a trademark by which it can be 
distinguished and separated from other similar ideas. In doing so, the individual 
sets their idea apart from other people within the same field area; while at the 
same time maintaining a sense of association within that same field. Thus they 
can be part of a group and still remain recognizable on their own. 

 
 

Organizational Emergence 
 
 

Organizational emergence is the emotional appeal of people and their interactions 
within and amongst cultures (Deverell, Andrea, Moore, and Sarah). 
 
The first four creative elements of organizational emergence (Functional, 
Credibility, Experimental, and Intuitive), focuses on how an idea helps with the 
interaction of individuals within their culture. 
 
Functional: how useful is the item (Loewenstein, Jeffery, and Mueller, 
Jennifer…). One important aspect of an idea being creative depends greatly upon 
its function. The way a product, or item functions within a society determines if 
the individuals of that society will actually use it. If the item fulfills the 
appropriate task it was designed for, then individuals are more likely to use it, and 
the more successful it will be. 
 
Credibility: how many people would use it, would it gain momentum? (Jeffery 
Loewenstein and Jennifer Mueller). For this element, individual needs to be aware 
of how many people would actually use their idea. While the function of an item 
is also important to understand, once the function has been distinguished an 
individual needs to know how many people would use it. Should only a few need 
such an item, the individual needs to take into consideration if the risk of 
producing such a product is worth it in the end. Should the cost exceed the profit, 
the idea is more than likely null, and needs to wait for better circumstances before 
being released. 
 
Experiential: how interactive is the item? (Jeffery Loewenstein and Jennifer 
Mueller). This element depends upon the experiments individuals have with an 
item. If the idea brings about negative experiences, individuals will be less willing 
to participate with it again. Thus, when developing an idea a creator needs to 
make sure that their idea will allow people to experience positive interactions with 
their product. 
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Intuitive: How long does it take to learn how to use it? (Jeffery Loewenstein and 
Jennifer Mueller). When producing a new idea, creators need to take into 
consideration that even though they are fluent with how their idea functions, many 
are not and will not know how to use it. Thus it is necessary for the creator to 
provide adequate information on how to use their idea, the easier it is for people 
to understand the idea’s functions, the less frustrated and time consuming the 
object will be. 
 
The last four creative elements of organizational emergence are Social Interaction, 
Harmony, Joy, and Surprise, which focus on the more emotional part of an 
individual(s) and culture(s) interactions. 
 
Social interaction: does it promote interaction with other individuals (Jeffery 
Loewenstein and Jennifer Mueller). Objects, ideas, products etc.… that allows for 
individuals to intermingle and connect with the same members of their culture, 
group or society, promotes the growth of such a unit. It also allows individuals to 
connect with other people and further their communication skills. In doing so an 
individual is then able to establish stronger ties, develop relationships with those 
of similar comprehending, as well as develop their internal language, and 
understand their inner self (Phil Davis). 
 
Joy: does the product appease, or provide a sense of satisfaction when engaged to 
the consumer (Jeffery Loewenstein and Jennifer Mueller). There is nothing more 
pleasurable than purchasing an item that brings forth joy. The more people enjoy 
using a product, the more likely they are to purchase it again. This is not limited 
to an individual’s physical touch. While such a sense does allow for an individual 
to engage more with the object, and thus allow them to experience pleasure. The 
element of joy in creativity is the creator’s ability to allow their audience, 
consumers, culture, etc.… to experience an emotional impact that is pleasing to 
them. 
 
Harmony: does it help society, and individuals to get along? Does it improve the 
situation of a culture? (Jeffery Loewenstein and Jennifer Mueller). In order to 
develop an idea or object with this essence one must show how well they are 
aware of their culture, or another culture’s beliefs, and differences. The purpose of 
this essence is to exploit peace between individuals both within and amongst 
cultures. Such a task is not easy to accomplish as many become frustrated, and 
resort to cultural dominance, which can either destroy another culture, or their 
cultural beliefs (Kelly A. Hrenko). 
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Surprise: the reaction of a consumer in accordance to the product being 
unexpected (Jeffery Loewenstein and Jennifer Mueller). There is nothing quite 
rejuvenating then presenting an idea to a culture in which the product comes as a 
surprise. Such an element of creativity requires that the idea be phenomenal, and 
unexpected. The more extravagant and seemingly impossible the idea is, the more 
awed and astounded the reactions of consumers are going to be. Such a reaction 
means that the idea is either completely original, or had only been accomplished 
after many failures from the past. 
 
In developing an idea that is both original and creative, an individual needs to take 
into consideration what elements they are using to promote their product. 
Depending on the combination, being able to join two contradictory ideas (Jeffery 
Loewenstein and Jennifer Mueller) or elements together can determine the 
success of their idea. However, while success can be determined based on how 
many elements of creativity are included, the individual needs to be aware of the 
culture in which they are presenting their idea, the culture (depending on its 
tightness) decides upon the acceptance of the product. 
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