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1. About this SURVEY

The CIM Survey adds to the comprehensive desk research (“Needs Analysis”) which described the
views and perceptions, the practices, competences, approaches and methodologies related to
Creativity and Innovation Management on the national levels.

The survey on hand approaches the theme on a scientific quantitative and on a qualitative level.

The quantitative level was covered by a large-scale online survey which was answered by 423
respondents.

The qualitative part of the survey was carries out via focus group interviews with ## experts from all
partner countries who discussed in a recorded online conference environment

The CIM survey, together with the desk research will substantially contribute to the discussion on how
to bring about CIM and related competences at the interface of academia and business.

2. Summaries

2.1. EN

101 Summary

The research conducted in |01 consisted of the desk research, the online questionnaire, and
interviews. In the first phase of the stocktaking a research framework was established by UDE.

The needs analysis, which was carried out by each partner country based on an intensive literature
review (desk research). It showed that Creativity and Innovation is perceived as a very important
aspect in all countries, but approaches for fostering related competences, as well as validating them
differ between countries, and even within countries. The same applies to digital learning; it is used in
some way in all countries, but to different extents. The use has been increasing, especially the use of
LMS, but most of the time those are not used up to their full potential. All countries make efforts, but
also see room for improvement in educational offers for creativity and innovation, specific
approaches of competence development in the field and their validation, as well as in the use of
digital learning. The countries range from quite undeveloped to very progressive in the different
aspects.

The online questionnaire was developed by the WP leader (UDE) in a constant loop of feedback with
all partners. All partners were responsible for the distribution of the online questionnaire. The online
guestionnaire was answered by 423 respondents. The findings of the survey show and confirm what
has been stated in the project proposal already; people do see the need for creativity and innovation
competence development, and the benefits it has for different areas of peoples’ lives, as well as the
importance of the validation of these competences. The practice, however, seems to not have
reached that level yet. Many respondents stated that certain tools and approaches are used, but it
seems like there is a variety of different ways and no uniform approach, which would be desirable to
be able to provide transparity and comparability of learning outcomes of informal and non-formal
learning. Also, not many people seem to know the EntreComp framework, which if this changed
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could contribute to also increasing validation practices of creativity and innovation related
competences.

Interviews and Focus group interviews were carried out with 37 and 27 experts from all partner
countries on creativity and innovation from higher education and businesses.

Current biggest learning needs identified were interdisciplinary study approaches, the introduction of
modern high-quality (blended) teaching and learning approaches, including lateral thinking skills, the
need of experiences and activities within lectures and practical learning spaces, in which students
can engage themselves.

The approach provided by the CIM project and the related Instructional interventions were perceived
as very important from all respondents, especially specific modules relating to Design Thinking, joint
real-life projects and entrepreneurship/innovation programs together with associated companies
and institutions.

All participants report that there has been hardly any validation approach in place to assess creativity
and innovation (competences), hence there is no transparency to identify competences and
experiences of a candidate relating to CIM-competences.

Conclusion

The stocktaking carried out in the first project phase clearly substantiated the main R&D challenge
and the hypotheses in regard to teaching, training, learning and validation in regard to Creativity and
Innovation Management. There is a high demand of new approaches which strengthen the holistic,
practice-oriented teaching and learning approaches in HE to promote CIM competences, that are
considered substantial for economic growth and also social cohesion.
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2.2. DE

101 Zusammenfassung

Die in 101 durchgefiihrte Forschung bestand aus der Schreibtischrecherche, dem Online-Fragebogen
und Interviews. In der ersten Phase der Bestandsaufnahme wurde von der UDE ein
Forschungsrahmen festgelegt.

Die Bedarfsanalyse, die von jedem Partnerland durchgefiihrt wurde basierte auf einer intensiven
Literaturrecherche (Schreibtischrecherche). Sie zeigte, dass Kreativitat und Innovation in allen
Landern als ein sehr wichtiger Aspekt wahrgenommen wird, aber die Ansatze zur Forderung der
entsprechenden Kompetenzen sowie deren Validierung unterscheiden sich zwischen den Landern
und sogar innerhalb der Lander. Das Gleiche gilt fir das digitale Lernen; es wird in allen Landern in
irgendeiner Form genutzt, aber in unterschiedlichem Ausmal3. Die Nutzung hat zugenommen,
insbesondere die Nutzung von LMS, aber meistens werden diese nicht in vollem Umfang genutzt. Alle
Lander machen Anstrengungen, sehen aber auch Verbesserungsbedarf bei Bildungsangeboten fir
Kreativitat und Innovation, bei spezifischen Ansatzen der Kompetenzentwicklung in diesem Bereich
und deren Validierung sowie bei der Nutzung des digitalen Lernens. Bei den Landern finden sich
solche, die noch eher unentwickelt sind ebenso wie solche, die bei den verschiedenen Aspekten
schon sehr fortschrittlich sind.

Der Online-Fragebogen wurde vom Workpackage-Leiter (UDE) in einer standigen Feedbackschleife
mit allen Partnern entwickelt. Alle Partner waren fiir die Verteilung des Online-Fragebogens
verantwortlich. Der Online-Fragebogen wurde von 423 Befragten beantwortet. Die Ergebnisse der
Umfrage zeigen und bestéatigen, was bereits im Projektantrag dargelegt wurde; die Menschen sehen
die Notwendigkeit der Entwicklung von Kreativitats- und Innovationskompetenzen und den Nutzen,
den sie fur verschiedene Lebensbereiche der Menschen haben, sowie die Bedeutung der Validierung
dieser Kompetenzen. Die Praxis scheint jedoch noch nicht so weit enwickelt zu sein. Viele Befragte
gaben an, dass bereits bestimmte Instrumente und Ansatze verwendet werden, aber es scheint, als
gdbe es eine Vielzahl unterschiedlicher Wege und keinen einheitlichen Ansatz, der aber
winschenswert ware, um Transparenz und Vergleichbarkeit von Lernergebnissen des informellen
und nicht-formalen Lernens zu ermdoglichen. AuRerdem scheinen nicht viele Menschen den
EntreComp-Rahmen zu kennen, der, wenn sich dies dndern wiirde, dazu beitragen kénnte, auch die
Validierung von kreativitats- und innovationsbezogenen Kompetenzen zu steigern.

Es wurden auBerdem Interviews und Fokusgruppeninterviews mit 37 bzw. 27 Experten aus allen
Partnerlandern zum Thema Kreativitat und Innovation aus dem Hochschulbereich und Unternehmen
durchgefihrt.

Als derzeit groRte Lernbedarfe wurden interdisziplinare Studienansatze, die Einflihrung moderner,
qualitativ hochwertiger (Blended) Lehr- und Lernansatze, einschlieRlich der Fahigkeit zum
Querdenken, der Bedarf an Erfahrungen und Aktivitditen im Rahmen von Vorlesungen und Raumen
fiir praktisches Lernen, in denen sich die Studierenden selbst engagieren konnen, identifiziert.

Der Ansatz des CIM-Projekts und die damit verbundenen didaktischen Interventionen wurden von
allen Befragten als sehr wichtig empfunden, insbesondere die spezifischen Module zum Design
Thinking, die gemeinsamen Projekte aus dem realen Leben und die Entrepreneurship-
/Innovationsprogramme zusammen mit den kooperierenden Unternehmen und Institutionen.
Co-funded by the
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Alle Teilnehmenden berichten, dass es kaum einen Validierungsansatz fiir die Bewertung von
Kreativitét und Innovation und der diesbeziiglichen Kompetenzen gibt, daher gibt es keine
Transparenz, um Kompetenzen und Erfahrungen eines Kandidaten in Bezug auf CIM-Kompetenzen zu
identifizieren.

Schlussfolgerung

Die in der ersten Projektphase durchgefiihrte Bestandsaufnahme hat die zentrale F&E-
Herausforderung und die Hypothesen in Bezug auf das Lehren, Trainieren, Lernen und Validieren in
Bezug auf das Kreativitats- und Innovationsmanagement deutlich untermauert. Es besteht ein hoher
Bedarf an neuen Ansatzen, die die ganzheitlichen, praxisorientierten Lehr- und Lernansatze im
Hochschulbereich starken, um CIM-Kompetenzen zu férdern, die als wesentlich fiir das
Wirtschaftswachstum und auch den sozialen Zusammenhalt angesehen werden
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2.3. EL

101 NepiAnyn

H €peuva mou mpaypatonow|Bnke oto 101 nepledappave épeuva ypadeiou, SLASIKTUAKO
EPWTNUATOAOYLO KL CUVEVTEUEELG. TNV MPWTN AN TOU AMOAOYLOUOU, £Va EPEUVNTIKO MAALOLO
KaBlepwOnke amo tnv UDE.

H avaAuon twv avaykwv, n omnoia mpaypatonolndnke and Kabe xwpa €Taipo BACEL ULAG EVTOTLIKAG
BLBAoypadikng emiokomnong (Epguva ypadeiou). Edele 0TL N Anploupylkotnta Kat n Kawvotopio
Bewpolvtal W¢ pia TTOAU ONUAVTLKA TITUXA O OAEG TIC XWPES, AAAA OL TTPOOEYYLOELS YL TNV evioyuon
TWV OXETIKWV LKOVOTATWVY, KABWCE Kal n emkUpwaon Toug Slad€pouv HETALY TWV XWPWYV, AKOUN Kal
EVTOC TWV Xwpwv. To i8Lo LoxVel Kal yia TV Pndlakn pabnon. XpnolUOomoLEiTaL e KATIOLO TPOTO OE
OAEC TIG XWPEG, aANG og SLadOpETIKEG EKTAOELG. H xprion €xel auénBel, eldikd n xprion Tou LMS, oaAAd
TIC MEPLOTOTEPEC POPEC AUTEG SEV XPNOLUOTIOLOUVTAL EXPL TO UEYLOTO TWV SUVATOTHTWY TouG. OAEC
oL xwpeg KataPfarlouv npoondbeleg, aAld emiong PAEMoUV neplBwpla PEATIWONG OTLC EKTTOLSEUTIKES
MPoodOPEC YLa SNULOUPYLKOTNTO KOL KOLVOTOLO, CUYKEKPLUEVEC TPOCEYYIOELG aVATTTUENG
LKOVOTATWV OTOV TOHEQ KOL TNV ETIKUPWOT TOUC, KaBw¢ kal otn xpnon tng Yndlakng uadnong. Ot
XWPEC KUUALVOVTAL A0 APKETA OVENMTUYUEVEG £WG TTOAU TIPOOSEUTLKECG OTLG SLAPOPEG MTUXEG.

To SLadIKTUaKO epwtnUatoloylo avantuxBnke amno tov nyetn WP (UDE) os évav cuvexn Bpoxo
avatpododoTnong e 6AouC Toug cuvVepYATeS. OAoL OL GUVEPYATEG NTAV UTtEUBUVOL yLa T Slavoun
Tou SLadikTuakoU epwtnuatoloyiou. To SLaSIKTUAKO epwTnUATtoAdylo anavinonke and 423
epwtnBEvTes. Ta eupnuaTa TG Epeuvag deixvouv Kal emiBepatwvouy Tt €xel &N avadepbel otnv
npoTacn Tou €pyou. OL dvBpwrot BAEMOUV TNV AVAYKN YLA AVATTTUEN LKOVOTHTWY SNULOUPYLIKOTNTAG
KoL Katvotopiag, kaBwg kat to odEAn mou £xel yia Stadopoug Topeig TG Lwng Twv avBpwnwy,
KOBWCE Kal TN onpacio TN emKUPWONG AUTWY TWV LKAVOTATWY. H TPaKTIK, wotoco, daivetal otL
Oev €xeL ptaoel akOun og auto to eninedo. MoAAol epwtnBévteg SNAwoav OTL XpnoLonolouvtol
oplopéva epyaleia Kal TPOCEYYLOELG, AN PaiveTAL OTL UTTAPXEL pLa TTOLKIALO SLOPOPETIKWY TPOTIWV
KoL 8ev UTtAPXEL OpoLOpopdN TIpooEyyLon, n omola Ba ATtav emBUUNTO va eival o B€on va TapEXEL
SladAavela Kol CUYKPLOLOTNTO TWV HoONCLAKWY AMOTEAECUATWY TNG ATUTING KOL LN TUTILKAG
padnong. Eniong, dev dalvetal va yvwpilouv moAlot avBpwrol to mhaiclo EntreComp, To omoio eav
oUTO aAAGEeL Ba umopouoe va CUPBAAEL eTioNG oTNV AUENON TWV MIPAKTIKWY ETUKUPWONG TNG
SNULOUPYLKOTNTAG KAL TWV LKAVOTATWY TIOU OXETI{OVTAL LLE TNV KovoTouia.

Ot ouvevteUEeLc Kal oL opadIKEG ouVeVTEVUEELS Focus Tipaypatonolionkayv pe 37 kot 27
EUTELPOYVWOVEC ATIO OAEG TIG XWPEG ETALPOUC OXETIKA LE TN SNULOUPYLKOTNTA KAL TNV KOLVOTOUL
amo TNV TpLtofaduLa ekmaldeuoN KaL TIG ETILXELPNOEL.

OL TpEXOUCECG HEYOAUTEPEG LOONOLAKEG OVAYKES TIOU EVIOTILOTNKOY NTAV SLETILOTNLOVIKEG
TPOOEYYLoelG HEAETNG, N ELCOYWYH CUYXPOVWV Ttpooeyyioewv StdackaAiag kat pabnong uPnAng
TOLOTNTAG (AVAUELKTEC), CUUTIEPIAAUBOVOUEVWY SEELOTATWV TTAEUPLKNG OKEWNG, N AVAYKN EUTELPLWV
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KoL 5paoTNPLOTATWY HECA O SLAAEEELG KOl TIPOKTLKOUE XWPOUG LABNoNG, 0TOUG OTOLoUG oL LabnTeg
UTtopoUV va EUTTAQKOUV .

H mpooéyylon mou mapéxetal ano to €pyo CIM kal ol oXeTIKEG SLOAKTIKEC mapeUBAcels BewprOnkav
TIOAU ONUAVTIKEC ATTO OAOUC TOUC EPWTNOEVTEC, ELOLKA OO CUYKEKPLUEVEG EVOTNTEG TIOU OXETi{ovTal
e TO OoXeSLAOUO OKEYNC, KOLVA TIPOYPAUUATA TIPAYHATIKNG (WG KoL TIpoypau T
ETUXElpNUaTIKOTNTOC / Kawotopiag, pall pe ouvdedepéveg etalpeieg Kat Ldpupata.

‘OMot oL cuppeteXovieg avadépouv OTL Sev uTtHpée oxedov kKaBOAou POoEyyLon EMKUPWONG yLOL TNV
afloAoynon tng SNULOUPYLIKOTNTAC KL TNG KOLVOTOULOG (LKAVOTNTEC), EMOUEVWE HEV UTIAPXEL
Sladavela yla Tov TpocSLOPLOUO LKAVOTATWY KoL EUTIELPLWV EVOC UTIOYNdIOU CXETIKA UE TLG
tkavotnteg CIM.

Tupnépacpa

H amoypadn mou npayuatonol|fnke otnv npwtn ¢GAcn Tou £pyou TeEKUNPLWVEL cadwg Th KUpLa
npokAnon E & A kat Tig umtoBEaelg oxeTika e tn StdaockaAla, TNV KATAPTLON. LABNoN Kal EMIKUPWON
ooov adopd tn Anploupylkotnta kat tn Aloxeiplon Kawotopiag. Yrapyxet peyain {ntnon yla Veéeg
TIPOOEYYLOELG TTIOU EVIOXUOUV TLG OALOTLKEC, TTPOCOVATOALCUEVEG OTNV TIPOKTLKA TIPOCEYYIOELG
SdaokaAiog kat pabnong otnv AEl yia tnv mpowBnon twv kavotntwy ClIM, ol onoieg Bewpouvtal
OUOGLOOTLKEG YLa TNV OLKOVOWLKH OVATITUEN KAl €MLONG TNV KOWVWVLKA CUVOXH.
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2.4. BG

|01 O60o6bueHmne:

N3cnepBaHeTo, nposeaeHo B 101, ce cbcToeLe OT KABMHETHO NPOyYBaHe, OHAANH BbNPOCHMU U
WHTepBIoTa. B nbpBaTa ¢pas3a Ha MHBEHTapM3aumsTa belle Cb3gadeHa M3CieL0BaTe/ICKa paMKa OT
YHusepcuteta Ayncbypr-EceH.

AHanM3bT Ha HyXAuTe 6e U3BbPLLUEH OT BCAKA CTPaHa-NapTHbOP Bb3 OCHOBA Ha MHTEH3UBEH Npernes,
Ha nMTepaTtypa (KabuHeTHO NpoyyBaHe). Tol NOKa3a, Ye KPeaTMBHOCTTa M MHOBaLMUTE ce
Bb3MPMEMAT KaTo MHOTO BayKeH aCcneKT BbB BCUYKM CTPaHU, HO NOAXOAMTE 33 HacbpyaBaHe Ha
CBbP3aHMTE C TAX KOMMNETEHLUMNN, KAKTO M BaIUANPAHETO UM, CE Pa3NMYaBaT MEXKAY OTAe/HUTE
CTpaHu, a JopU 1 B camuTe TAX. CbLLLOTO Ce OTHACA U 33 AUTUTANHOTO 0byYeHMe; TO ce M3MNOA3Ba Mo
HAKaKbB HauMH BbB BCUUYKM CTPAHM, HO B pa3iniHM cTeneHu. Ynotpebara ce yBesMyasa, 0cobeHo
nsnonssaHeTo Ha CYO (Cuctemu 3a YnpasneHue Ha ObyyeHMNeTo), HO Npes NoBeYeTo Bpeme Te He ce
W3M0/3BaT C Mb/IHUA CM MOTEHUMaN. BCUYKM CTPaHKM NOMAraT yCuans, HO CbLLO TaKa BUXKAAT MACTO 33
noaobpeHve B 06pas3oBaTeNHUTE NPEANONKEHNA 33 KPeaTUBHOCT U MHOBaLMM, cneumndryHM noaxoam
3a pa3BUTUE Ha KOMMETeHLMM B 061acCTTa U TAXHOTO Ba/IMAMPAHE, KaKTO U B M3M0A3BaHETO Ha
anrntanHo obydyeHune. CTpaHUTe BapMpaT OT A0CTa HEPA3BUTU A0 MHOFO MPOTPECUBHM B PasiMyHUTE
acneKkTu.

OHnaliH BbNPOCHUKBLT 6e paspaboTeH oT anaepa Ha WP (YHusepcuteTsT Alyncbypr-EceH) B
NMOCTOAAHEH LMK/ Ha 06paTHA Bpb3Ka C BCUYKM NapTHbOPW. BCUUYKM NapTHbopM 65xa OTFOBOPHM 3a
pa3npocTpaHeHNETO My, KaTo Ha OHNAMH BbMPOCHUKA OTrOBOPMXa 0610 423 pecnoHAeHTa.
KoHcTaTauuuTe OT Npoy4yBaHETO MOKa3BaT M NOTBbPKAABAT Beye KazaHOTO B NMPOEKTHOTO
npeanoXKeHWe; XopaTa HaUCTUHA BUXKAAT HEOHXOAMMOCTTA OT Pa3BUTME Ha KOMNETEHLMATA 33
KpeaTMBHOCT M MHOBALMK, MOA3UTE, KOUTO TA MMA 3@ Pa3NYHK 0BNACTM OT XKMBOTA Ha XOpaTa, KakTo
M 3HAYEHMETO Ha BaIMANPAHETO Ha Te3n KomneTeHuUn. MpakTMKaTta, obaye, M3rnexaa Bce OLe He e
[O0CTUTHANA TOBa HMBO. MIHOTO OT aHKETMPaHNUTE 3aABABAT, Ye Ce M3M0/I3BaT onpeaeseHu
WHCTPYMEHTU U NOAX0AM, HO U3MNIEXAa, Ye MMa MHOMKECTBO Pa3/IMYHM HAUMHWU U INNCBA eAUHEH
nogxoa, KOWTo 61 61N KenateneH, 3a Aa MOXKe Aa Ce OCUIYPU NPO3PAYHOCT U CbNOCTaBUMOCT Ha
pe3yntatuTe oT MHPOPMANHOTO U HepopManHOTO obydeHMe. CoLLO TaKa, U3FNEXK A, Ye HE MHOTO
X0pa no3HaBaT pamKaTa EntreComp, KOATO, aKo ToBa ce NpomeHu, b1 mornia Aa gonpuHece 3a
yBe/IMYaBaHe Ha NPaKTUKUTE 33 BaMAMpaHe Ha YMEHMATA, CBbP3aHU C KpeaTUBHOCTTA U
WHOBaUuuTe.

BAxa npoBeAeHN MHTEPBIOTA U GOKYC rpyna CbC CbOTBETHO 37 U 27 eKCNepTu OT BCUYKM CTPAHM
NapTHbOPW 3a KPeaTMBHOCTTA M MHOBaLMK OT BUCLETO obpa3oBaHMe M BuU3Heca.

NoeHTndurumMpaHuTe Hal-ronemm TEKYLLM NOTPeBbHOCTM OT yueHe 6axa MHTepauCLMNANHApHUTE
noAaxoam 3a obydyeHue, BbBeXKAaHETO Ha CbBPEMEHHM BUCOKOKaYeCTBEeHN (CcMeceHK) noaxoam 3a
obyuyeHue 1 yyeHe, BKNHUYUTENTHO YMEHMSA 3a NaTepasiHO MUC/IeHe, He0BX0AMMOCTTa OT ONMUT U
AEVHOCTU B PaMKUTE Ha IEKLMU U MPAKTUYECKN Y4ebHN NPOCTPAHCTBA, B KOUTO CTYAEHTUTE MoraT Aa
ce BK/oYaT.

MoaxoAbT, NpeaoctaseH oT npoekta CIM, 1 cboTBEHTUTE y4ebHU MHTEPBEHLNM Ce Bb3NpMemar 3a
MHOTO BayKHW OT BCUYKM pecrnoHAeHTU. ToBa BaXKM 0COBEHO 33 MoAyNTe, CBbP3aHU C AM3alH
mucneHe (Design Thinking), cbBMeCTHM NPOEKTU OT peasiHaTa NPaKTMKa U Nporpamu rno
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I'Ipeﬂ,l'lpMEMaLIECTBO/MHOBaLI,MM, oCbLeCTBEHN CbBMECTHO C MAPTHBOPCKUTE KOMMNAaHUN U
UHCTUTYUUN.

Bcnuku y4yacTtHUnuUmn C'b06LLI,aBaT, Ye Ha NPaKTUKa HE € BbBeAEeH NoAaxo 3a BaiManpaHe, 3a ga ce
OLeHN KpeaTUBHOCTTa U UHOBaUuunute (KaTO KOMI'IGTEHLI,VIVI), nopagn KoetTo HAMa NpPo3payvyHOCT B
MAEHTMd)VILI,MpaHeTO Ha KOMNETEHLU N N ONNUTA Ha KaHAMAATa, CBbP3aHU C CIM-komneTteHuuure.

3aKk/toyeHne

MperneasbT, M3BbPLIEH Npe3 MbpBaTa ¢pasa Ha NPOeKTa, ACHO 060CHOBA OCHOBHOTO
npeaussukaTencTso 3a HAP n xunoTesute no oTHoLIEeHWe Ha NpenogasaHeTo, obyyeHneTo u
Ba/IMAMPAHETO Ha YNpaB/ieHNETO Ha KpeaTMBHOCTTa U MHOBaUMKTe. Hanuue e ronsimo TbpceHe Ha
HOBW NOAX0AM, KOUTO YKPENBAT XO/IMCTUYHNUTE, OPUEHTUPAHM KbM MNPaKTUKATa NoAX0AM 3a
npenogasaHe v ydeHe BbB BO 3a HacbpyaBaHe Ha KomneTeHumuTe Ha CIM, KOMTO ce cymMTar 3a
CbLLECTBEHU 33 MKOHOMMYECKMSA PACTEXK, A CbLLO U 33 COLMANHOTO CHMKaBaHe.
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2.5. BE

101 Samenvatting

Het onderzoek in 101 bestond uit het desk research, de online vragenlijst en interviews. In de eerste
fase van de inventarisatie is door UDE een onderzoekskader vastgesteld. De behoefteanalyse, is door
elk partnerland uitgevoerd op basis van een intensief literatuuronderzoek (desk research). Het
toonde aan dat creativiteit en innovatie in alle landen als een zeer belangrijk aspect worden gezien,
maar benaderingen voor het bevorderen van gerelateerde competenties en het valideren ervan
verschillen tussen landen, en zelfs binnen landen. Hetzelfde geldt voor digitaal leren; het wordt op de
een of andere manier in alle landen gebruikt, maar in verschillende mate. Het gebruik is
toegenomen, vooral het gebruik van LMS, maar meestal worden die niet volledig benut. Alle landen
leveren inspanningen, maar zien ook ruimte voor verbetering in onderwijsaanbod voor creativiteit en
innovatie, specifieke benaderingen van competentieontwikkeling in het veld en de validatie ervan,
evenals in het gebruik van digitaal leren. De landen variéren van vrij onontwikkeld tot zeer
vooruitstrevend in de verschillende aspecten.

De online vragenlijst is ontwikkeld door de WP leader (UDE) in een constante lus van feedback met
alle partners. Alle partners waren verantwoordelijk voor de verspreiding van de online vragenlijst. De
online vragenlijst werd beantwoord door 423 respondenten. De bevindingen van de enquéte laten
zien en bevestigen wat er al in het projectvoorstel staat; mensen zien wel de noodzaak van
creativiteit en innovatie competentieontwikkeling, en de voordelen die het heeft voor verschillende
gebieden van het leven van mensen, evenals het belang van de validatie van deze competenties. De
praktijk lijkt dat niveau echter nog niet te hebben bereikt. Veel respondenten verklaarden dat
bepaalde instrumenten en benaderingen worden gebruikt, maar het lijkt erop dat er verschillende
manieren zijn en geen uniforme aanpak, wat echter wenselijk zou zijn om transparantie en
vergelijkbaarheid van leerresultaten van informeel en niet-formeel leren te kunnen bieden. Ook
lijken niet veel mensen het EntreComp-raamwerk te kennen, wat als dit zou veranderen, zou kunnen
bijdragen aan het vergroten van validatiepraktijken van creativiteit en innovatie gerelateerde
competenties.

Interviews en focusgroep interviews werden uitgevoerd met 37 en 27 experts uit alle partnerlanden
over creativiteit en innovatie uit het hoger onderwijs en het bedrijfsleven. De huidige grootste
leerbehoeften die werden geidentificeerd, waren interdisciplinaire studiebenaderingen, de
introductie van moderne hoogwaardige (blended) onderwijs- en leerbenaderingen, waaronder
laterale denkvaardigheden, de behoefte aan ervaringen en activiteiten binnen colleges en praktische
leerruimtes, waarin studenten zich kunnen engageren.

De aanpak van het CIM-project en de bijbehorende instructie-interventies werden door alle
respondenten als zeer belangrijk ervaren, met name specifieke modules met betrekking tot Design
Thinking, gezamenlijke real-life projecten en ondernemerschaps-/innovatieprogramma's samen met
geassocieerde bedrijven en instellingen.

Alle deelnemers melden dat er nauwelijks sprake is van een validatiebenadering om creativiteit en
innovatie (competenties) te beoordelen waardoor er geen transparantie is om competenties en
ervaringen van een kandidaat met betrekking tot CIM-competenties te identificeren.
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Conclusie

De inventarisatie in de eerste projectfase heeft de belangrijkste R&D-uitdaging en de hypothesen
met betrekking tot onderwijs, opleiding en validatie met betrekking tot creativiteits- en
innovatiemanagement geduid. Er is een grote vraag naar nieuwe benaderingen die de holistische,
praktijkgerichte onderwijs- en leerbenaderingen versterken om CIM-competenties te bevorderen.
CIM-competenties die als substantieel worden beschouwd voor economische groei en ook sociale
cohesie.
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2.6. PT

2.7. IT

WP1 Sommario

Le attivita di ricerca condotte nel WP1 consistevano in una desk research, un questionario online e in
interviste e focus group. Nella prima fase di stocktacking il partner UDE ha definito il framework di
ricerca da adottare.

L'analisi dei bisogni, che & stata condotta da ciascun paese partner sulla base di un'intensa revisione
della letteratura (desk research), ha dimostrato che la creativita e I'innovazione sono percepite come
un aspetto molto importante in tutti i paesi, ma gli approcci per promuovere le competenze
correlate, nonché per validarle, differiscono da un paese all'altro e persino all'interno dello stesso
paese. Considerazioni analoghe valgono per I'apprendimento digitale; e diffuso in tutti i paesi, ma in
maniera differente da paese a paese. Di fatto la sua diffusione & in aumento, con particolare riguardo
all’utilizzo dei Learning Management System (LMS), ma il piu delle volte questi strumenti non
vengono utilizzati al massimo delle loro potenzialita. Tutti i paesi si impegnano, ma si intravedono
anche margini di miglioramento nelle offerte educative legate alla creativita e all'innovazione, negli
approcci specifici di sviluppo e validazione delle competenze in questo settore, nonché nell'utilizzo
dell'apprendimento digitale. | paesi variano da poco sviluppati a molto progressisti in diversi aspetti.

Il questionario online & stato sviluppato dal leader del WP (UDE) in maniera ciclica tenendo in
costante considerazione il feedback di tutti i partner. Tutti i partner erano responsabili della
distribuzione del questionario online. Al questionario online hanno risposto 423 intervistati. | risultati
dell'indagine mostrano e confermano quanto gia affermato nella proposta progettuale; le persone
vedono la necessita di sviluppare competenze relative alla creativita e all'innovazione e i benefici che
tali competenze hanno per diversi aspetti della vita delle persone, nonché I'importanza della
validazione di queste competenze. La pratica, tuttavia, sembra non aver ancora raggiunto un livello
adeguato. Molti intervistati hanno affermato che vengono utilizzati determinati strumenti e approcci,
ma sembra che ci sia una grande varieta di modalita e la mancanza di un approccio uniforme, che
invece sarebbe auspicabile, in modo da fornire trasparenza e possibilita di comparazione dei risultati
dell'apprendimento nei contesti informali e non formali. Inoltre, non molte persone sembrano
conoscere il framework EntreComp, un cambiamento in questa direzione potrebbe contribuire anche
ad aumentare le pratiche di validazione delle competenze legate alla creativita e all'innovazione.

Sono state effettuate interviste e focus group coinvolgendo rispettivamente 37 e 27 esperti di tutti i
paesi partner sulla creativita e I'innovazione nei settori dell'istruzione superiore e delle imprese.

Le maggiori esigenze di apprendimento identificate hanno riguardato: gli approcci di studio
interdisciplinari, I'introduzione di approcci moderni di insegnamento e apprendimento (blended) di
alta qualita, comprese le capacita di pensiero laterale, la necessita di esperienze e attivita pratiche
all'interno delle lezioni, in cui gli studenti possono impegnarsi.

L'approccio fornito dal progetto CIM e dai relativi interventi formativi & stato percepito come molto
importante da tutti gli intervistati, con particolare riguardo ai moduli specifici relativi al Design
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Thinking, ai progetti congiunti e ai programmi di imprenditorialita/innovazione che coinvolgono
aziende e istituzioni associate.

Tutti i partecipanti riferiscono che non é stato quasi mai messo in atto un approccio di validazione
delle competenze relative alla creativita e all'innovazione, quindi non c'e trasparenza nell’identificare
le competenze e le esperienze di un candidato relative alle competenze CIM.

Conclusione

Lo stocktacking effettuato nella prima fase del progetto ha motivato in modo chiaro la principale
sfida di R&S e confermato le ipotesi relative all'insegnamento, alla formazione, all'apprendimento e
alla validazione in materia di Creativity e Innovation Management. C'e una forte domanda di nuovi
approcci che rafforzino gli approcci olistici e orientati alla pratica dell'insegnamento e
dell'apprendimento nell'istruzione superiore per promuovere le competenze CIM, che sono
considerate sostanziali per la crescita economica e anche per la coesione sociale.

2.8. LT
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3. Online questionnaire results

3.1. Introduction and statistical background data

The questionnaire was conducted from July to October 2019. The total number of respondents is 437,
of which not all completed the whole questionnaire, however. The age groups show fewer respondents
within the age groups <30 (9,38%) and > 60 (9,38%). Most respondents can be found in the age groups
30-40 (22,2%), and 41-50 (21,74%). 17,39% of respondents can be found in the age group 51-60. The
bars 5 and 6 (together 19.91%) in the bar chart (figure 1) refer to respondents that have not responded
to this question.

Age group Number Percent
< 30 (A1) 41 9.38%
30-40 (AZ2) a7 22.20%
41-50 (A3) 95 21.74%
51-60 (A4) 76 17.39%
= 60 (A5) 41 9.38%

= 0(Al)
= 1(A2)
= 2 (A3)
3 (A4)
= 4 (As)
5 (Keine Antwort)
& (Micht beendet oder nicht gezeigt)

Figure 1: Age groups

Regarding the distribution of gender, it can be seen that the majority of respondents were female,
which made up a total of N=196 of the sample that were female (A1) (44.85%), and N=153 that were
male (A2) (35.01%). One person stated to prefer not to reveal their gender (0,23%), and 19,91% of
respondents did not respond to this question.
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= 0 (Al)
= 1(A2)
= 2 (n4)
3 (a3)
4 (Keine Antwort)
5 (Nicht beendet oder nicht gezeigt)

Gender distribution

As there are nine partner countries in the CIM project, these countries are the main countries of
interest for this stocktaking phase, in the table below they are marked grey, and numbers/ percentage
of respondents per country can be seen. 19,91% of respondents did not answer this question.

Country Number Percent
Austria (31) 21 4.81%
Belgium (2) 49 11.21%
Bulgaria (3) 15 3.43%
Cyprus (5) 2 0.46%
Germany (11) 66 15.10%
Greece (12) 28 6.41%
Ireland (14) 21 4.81%
Italy (15) 39 8.92%
Lithuania (17) 58 13.27%
Malta(19) 1 0.23%
Netherlands (20) 3 0.69%
Portugal (22) 42 9.61%
Slovenia (25) 1 0.23%
UK (28) 1 0.23%
Others (Canada, USA & Norway) 3 0.69%
Total 350 80,1%

Respondents per Country

The types of organisations that were provided as options in the questionnaire were Higher Education
institution (0), Training provider (1), Company (2), Public entity (3), Non-Governmental Organisation/
Civil Society Organisation (4) and Other (5), of which most respondents stated that they work in higher
education (25,17%) and companies (23,11%). 6,41% stated to work in other organisations. The chart
below shows the prevalence of organisations. Numbers 6 and 7, again refer to the responses that are
missing for this question.
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11079 = 0(1)

100 - = 1(2)
= 2(3)
90 + 3(4)
= 4 (5)
5 (Sonstiges)
70 - 6 (Keine Antwort)
= 7 (Micht beendet oder nicht gezeigt)

10 -

Respondents per Department

The departments/faculties that respondents stated to work in are quite diverse, which provides a
broad range of different fields for the database. They range from business oriented domains, to health
care, education, design, to environmental studies. This information is useful in order to identify the
needs of different sectors, as the project aims at developing domain independent learning modules.
N=234 answered this question, which is 53,55% out of all respondents.

Regarding the role/ position within the organisations, the responses can broadly be clustered into four
categories: Top executives, Management (division), Project management, and Others. N= 289
respondents anwered this question, which is 66,13% out of all respondents.
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3.2. Understanding creativity and innovation

This section of the questionnaire regarded respondents perception of the terms creativity and
innovation, and which aspects are important for both. Also, to see what creativity and innovation
related aspects are important for respondents’ work, a question was asked regarding this.

Respondents were asked to rate aspects according to the importance for their own work. The options
that the respondents were given are as follows:

Constantly develop new ideas (0)

Develop better solutions to existing and new challenges (1)
Experiment with innovative approaches that are new to me (2)
Think visionary to turn ideas into action (3)

Identify needs and challenges that need to be met (4)

Assess the consequences and costs of my ideas (5)

Manage all resources to turn ideas into action (6)

Make the most of limited resources (7)

L NV A WN R

Inspire and enthuse relevant stakeholders (8)

[ER
o

. Work together and co-operate with others to develop ideas and turn them into
action (9)
11. Adapt to unforeseen changes (19)

All of the options received the highest number of selections in the category “Very important”, followed
by “Rather important”, which suggests, that all of the above-mentioned aspects seem to be quite
important for many people. When combing the “Very important” and “Rather important” answer
categories, the options that received the highest number of responses in these two were “develop
better solutions to existing and new challenges” (N=265), followed by “identify needs and challenges
that need to be met” (N=262), and “work together and co-operate with others to develop ideas and
turn them into action” (N= 257). The option with the lowest score was “experiment with innovative
approaches that are new to me” (N=209).

= 10 (sqo18)
= 11 (Nicht beendet oder nicht gezeigt)

= E

Important aspects for innovation (%)
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The bar chart shows the results of the respondents rating the three most important of above-
mentioned aspects for being innovative. 151 respondents selected “develop better solutions to
existing and new challenges”, which makes 34,55% of all respondents, followed by 118 that selected
“think visionary to turn ideas into action”, which are 27% of all respondents, and lastly 115 that
selected “work together and co-operate with others to develop ideas and turn them into action”,
which are 26,32% of all respondents, as can be seen in the bar chart below (Number 11 in the bar chart
shows the respondents who did not answer this question).

The same aspects were rated by respondents in regard to creativity. “Constantly develop new ideas”
(31,58%), “experiment with innovative approaches that are new to me” (30,21%), and “think visionary
to turn ideas into action” (26,54%) were the three most important ones for creativity.

Important aspects for innovation

Aspects Number Percent
Constantly develop new ideas (SQ002) 102 23.34%
Develop better solutions to existing and new challenges (SQ019) 151 34.55%
Experiment with innovative approaches that are new to me (SQ004) 81 18.54%
Think visionary to turn ideas into action (SQ008) 118 27.00%
Identify needs and challenges that need to be met (SQ009) 106 24.26%
Assess the consequences and costs of my ideas (SQ012) 31 7.09%
Manage all resources to turn ideas into action (SQ013) 36 8.24%
Make the most of limited resources (SQ014) 83 12.13%
Inspire and enthuse relevant stakeholders (SQ016) 65 14.87%
Work together and co-operate with others to develop ideas and turn them 115 26.32%
into action (SQ017)

Adapt to unforeseen changes (SQ018) 39 8.92%
Nicht beendet oder nicht gezeigt 133 30.43%

Important aspects for creativity

Aspects Number Percent
Constantly develop new ideas (SQ002) 138 31.58%
Develop better solutions to existing and new challenges (SQ019) 93 21.28%
Experiment with innovative approaches that are new to me (SQ004) 132 30.21%
Think visionary to turn ideas into action (SQ008) 116 26.54%
Identify needs and challenges that need to be met (SQ009) 53 12.13%
Assess the consequences and costs of my ideas (SQ012) 22 5.03%
Manage all resources to turn ideas into action (SQ013) 37 8.47%
Make the most of limited resources (SQ014) 70 16.02%
Inspire and enthuse relevant stakeholders (SQ016) 67 15.33%
Work together and co-operate with others to develop ideas and turn them a9 22 .65%
into action (SQ017)

Adapt to unforeseen changes (SQ018) 67 15.33%
Nicht beendet oder nicht gezeigt 133 30.43%
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= 0(sSQo02)
= 1(sQ019)
= 2 (5Q004)
3 (sgoos)
= 4 (5Q009)
= 5(sQ012)
6(sQ013)
= 7(5Q014)
- 8(sQ018)
| 3 (3qQ017)
| 10 (SQ018)
I = 11 (Nicht beendet oder nicht gezeigt)

Important aspects for creativity

As opposed to the terms creativity and innovation being used synonymously, as it is found in some
sources, the results show that respondents do distinguish between creativity and innovation, with
some overlaps, as some aspects can be applied to both creativity and innovation. As can be seen in
figure 4 and 5, results show different emphases on aspects depending on whether it is allocated to
creativity or innovation.
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3.3. Creativity and innovation related competences

In order to understand respondents’ perception of competences that are required to be creative or
innovative, respondents were asked to rate the following competences on a five-point scale from
1="Not important at all”, to 5="Very important” for creativity and for innovation separately:

e Taking initiative

e Entrepreneurial mindset

e Ethical and sustainable thinking
e Networking

e Flexibility/adaptability

e Communication

e Problem-solving

e Financial and economic literacy
e Leadership

e Decision Making

The results show that for innovation, only one of the competences (financial and economic literacy)
received the highest number of selections in the category “rather important”. All other competences
received the highest number of selections in the category “very important”. For creativity it can be
said, that respondents selected problem- solving most frequently, which indicates that respondents
see problem-solving as very crucial for creativty, and most important compared to the other
competences. This shows the way creativity and innovation are viewed by respondents; which seems
to put innovation as the overall context, which creativity is included in. All competences are important,
however for creativity, not all competences are required.

Other aspects were named by respondents beside the options that were provided to choose from are
for instance resilience and persistence, confidence and authenticity, an open mind for creativity, and
unconventional thinking for innovation. It should be noted that these are not necessarily competences,
but still they are important aspects to consider when talking about being creative and innovative.

In regard to what parts of life creativity and innovation related competences are most important,
respondents rated the following (0=Not important at all, 1=Moderately important, 2=Very important,
3=No answer, 4=Not finished this question):
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Personal development

s 0 [A1)

= 1[AE]

= 2 [A5]

= 3 [Keine Antwart)

= 4 [Micht beendat oder nicht gazaigt)

Importance of creativity and innovation for personal development

Success in formal education

D [A1]

1 [AB]

2 [A5)

3 [Keine Anbwart)

4 [Micht beendet ader micht gezeigt)

Importance of creativity and innovation for success in formal education

Success in non-formal or informal education

= D [Al]

» 1[AB]

w 2 [A5]

= 3 [Keine Anbwart)

= 4 [Micht Beendet ader nicht gezeigt)

Importance of creativity and innovation for success in non-formal and informal education

CIM - PROJECT Co-funded by the D1.4 The CIM Survey
2018-2433/001 e Eoropeaine Page 23



Cim

(@)

Creativity and Innovation Management in Higher Education

Employability

. = 0 [Al]
130 = 1[AB]
= 2 [A5]
180 3 [Keine Artwork)
= 4 [Micht beendet adar picht gezeigt)
| I
120 A
10
a0 4

Importance of creativity and innovation for employability

Further Career development

= D[A1)

= 1[&E]
w 2 [A5]
3 [Keine Antwart)
= 4 [Micht beendet ader micht gezeigt)

Importance on Career Development

The results show that there are different emphases that respondents put on the different areas. It can
be seen that “Personal development” and “Further Career development” show a high number of
respondents that indicated it is very important compared “Moderately important” and “Not important
at all. It seems like creativity and innovation is views as less important for formal education. This shows
that the degrees of formality of formal education and rather informal nature of creativity and
innovation seem to be seen as contradicting each other. This confirms what has been stated in the
application, which is that creativity and innovation have not received much acknowledgement in
contexts of formal education, including of course higher education. These competences seem to be
more seen as work-related, or personal, which always is to a varying degree non-formal, or informal.
This underlines the importance of implementation of creativity and innovation related competences
in higher education, and formal education in general.

Another finding that confirmed what has been stated in the project proposal is that most respondents
stated that there is no creativity and innovation management in their organisation. It has to be noted
here that over 35% of respondents did not give an answer for this question, and another 12,81% were
uncertain. But the number of respondents stating there is no CIM is still double the size of the number
that stated that there is an existing CIM.
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CIM Implementation in organisation Number Percent
Yes (Al) 66 15.10%
No (A2) 158 36.16%
Uncertain (A3) 56 12.81%
Keine Antwort 5 1.14%
Nicht beendet oder nicht gezeigt 1562 34.78%

Out of the respondents that stated to have a creativity and innovation management, N=22 stated
to have a dedicated position responsible for CIM, N=29 stated that it is part of someone’s
responsibility, and N=15 stated it is regulated in a different way in their organisation, for instance
it is management by external entity, or that it is implemented throughout the organisation. As can
be seen in the chart below, these numbers are relatively low (blue, orange, green bars), as most
respondents stated before to not have CIM, that they were unsure, or they did not answer this
question.

= 0 [A1]
= 1[AZ]
= 2 [Sanstiges)
3 [keine antwart)
= 4 [Micht beendet oder nicht gezeigt)

How is CIM organised?
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3.4. Acquisition of creativity and innovation related competences

When asked about the degree that the organisation promotes creativity and innovation related
competence acquisition and development, most respondents stated that it is promoted to a “rather
strong” degree (N=94; 36,72% of all respondents), which can be seen in the bar chart below. This shows
that even in organisations where creativity and innovation is not necessarily managed, people still see
efforts in their organisations that are made to promote competence development.

.
*
:

= 0[1]
= 1[2]
= 203]
3[a]
4 [s]
5 [Keine Antwart)
B [Nicht beendet ader nicht gezaigt)

Degree of promotion of competences

The approaches that are used to achieve this, differ. Respondents were given options to choose from:

Internal  career development (such as training modules for
students/trainees/employees)

Training from external providers

Bachelor's degrees related to creativity and innovation (or other undergraduate
courses)

Master's degrees related to creativity and innovation (or other graduate courses)
Placements/Traineeships within businesses

Job shadowing in other companies
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Internal career development received a high number of agreements, that this is a way to promote
competence development in organisations, as well as training from external training providers (figures
8& 9; 0=Yes, 1=No, 2=Uncertain, 3+4=No answer).

Internal career development: Yes= N=161; No= N=57; Uncertain=N=55; No answer= N=164

= 0[¥]
w 1[M)

1£ =2 [
; 3 [Keine Anbwaort)
140 » & [Micht beendet oder nicht gezeigt)
J LR
100
A6
60

Internal career development

Traning from external providers: Yes=N=165; No=N=64; Uncertain= N=43; No answer=N=165)

w0 [¥]

180 w 1[N
LR (V)]
3 [Keine Armtwaert)
14 = 4 [Micht beendet ader micht gezeigt)
120 4
100
a0

Training from external providers

CIM - PROJECT
2018-2433/001

Co-funded by the D1.4 The CIM Survey
Erasmus+ Programme )
of the European Union Page 27




Cim (‘\,
(7 )
Creativity and Innovation Management in Higher Education b

The way of using degree courses for competence development was not given as much agreement,
which again shows, that it seems to be challenge to bring together formal education and intended non-

formal and informal learning. Similar distributions of responses can be seen between undergraduate
and graduate courses.

Undergraduate degrees: Yes= N=55, No=N=151; Uncertain=N=64; No answer=N=167)

= 0[¥]

= 1[N
140 4 .2
3 [Keine Antwart)
120 = 4 [Micht beendet ader micht gezeigt)
100
a0 4

Undergraduate degrees

Graduate degrees: Yes=N=58; No=N=159; Uncertain= N=54; No answer= N=166

o .0 ¥]
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Placements or Traineeships seem to be quite common, even though the number of agreement and
disagreement seem close to equal, as can be seen in the bar chart below. Job shadowing is way of
competence acquisition and development that is carried out by some organisations, however the
number of organisations that do not use this exeeds the number of organisations that do use it.

Traineeships/placemens: Yes= N=121; No=N=101, Uncertain= N=47; No answer= N=168

= 0[¥]
= 1[M)
» 2[U)
3 [Keine Anbw art)

126 I = 4 [Micht beendet ader nicht gezeigt)
1G5
A0 4 .

Traineeships/Placements

Job-shadowing in other companies: Yes=N=68; No= N=130; Uncertain= N=72; No answer= N=167

= 0[¥]
= 1[N}
= 2L

3 [Keine Anbwark)
I = 4 [Micht Beendet ader nicht gezeigt)

Job-shadowing in other companies

Other ways that were named by respondents as ways to promote acquisition and development of
creativity and innovation related competences were for instance workshops, brain storming, 5-whys,
fishbone, data analytics, video analysis, rapid prototyping, design thinking, kepner-tregoe, just to name
a few.
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3.5. Assessment and recognition of creativity and innovation related

competences

Regarding the validation of the above-mentioned competences, when respondents were asked to rate
how important they personally find the validation of these competences, results show that many do
allocate a high degree of importance to validation. A 5-point-scale was used from 1="Not important at
all” to 5="Very important”. As can be seen, the highest number of respondents can be found with
number 4="Rather important”, followed by number 5. This shows, that people do put an emphasis on
the validation of creativity and innovation related competences.

Importance of validation Number Percent
1(1) 8 2.31%
2(2) 15 5.77%
3(3) 46 17.69%
4(4) 119 45.77%
5(5) 74 28.46%
Keine Antwort 10 2.29%
Nicht beendet oder nicht gezeigt 167 38.22%

The question about the actual implementation of validation of those competences within
organisations show different results, however: 33,18% of respondents never validate these
competences (green in bar chart). 28,14% do validate sometimes (orange) or always (blue). It should
be noted however that nearly 40% of respondents did not answer this question.

180 - . 0 (A1)
= 1(A2)
160 = 2 (A3)

3 (Keine Antwort)

e = 4 (Micht beendet oder nicht gezeigt)
120 4

100

Validation in organisations
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This shows that besides a high importance that people give to validation, the actual practice of
validation does not necessarily reflect that. This supports the findings of the desk research, where
almost all countries deemed validation important, and made efforts to promote the practice of it, but
have not yet found the ideal way to implement it.

The methods and approaches for validation and the tools that have been developed are diverse, as
has been discovered in the desk research as well. Tools that respondents mentioned that are used in
their organisations are for instance portfolios, self-/peer-assessment, or assessment by experts. The
results of the questionnaire show that most respondents (N=151) stated not to use any framework for
validating, compared to N=28 that do use a framework. Those who do use one, mentioned for instance
the EntreComp framework, as well as the National Qualifications Framework (NQF). Looking closer at
what European competence frameworks respondents know it can be seen, that the EntreComp
framework does not seem to be very common. Only N=44 people stated to know it, compared to
N=216 who do not. Looking at how many people have actually used it, the result shows that only N=14
respondents stated to have ever used it. The Key Competence Framework for Lifelong Learning is
known by N= 151 respondents, compared to N=112 who do not know it. However, focusing on the use
of this framework, N=185 stated to not have used it, compared to N=48 respondents that have. The
results of the knowledge and usage of the European frameworks show that the use is quite low, even
though some are known by many people.

When asking respondents about the ways they use to assess their employees’/trainees’/students’
competences regarding creativity and innovation, five options were provided for respondents to rate
how often they use them. This was rated on a five-point scale from 1="Never” to 5="Always”.

Self-assessment by the students/employees themselves

(A1)

a2l

(a3)

A

4 [A5)

5 (Keine Anbwort)

& (Nicht beendet oder nicht gezeigt)

= 5.
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Self-assessment
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Peer-to-peer-assessments
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Online tools
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Online tools

The findings show that in all options the highest number of responses was received in the “Never”
category. Comments that were made by respondents showed that all of the mentioned assessment
methods are used in some organisations, but not regarding creativity and innovation, and that these
competences are seen as personal traits, than competences.
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3.6. Digital learning

Digital learning, however, seems to be quite common in organisations. The number of people that
stated to use digital learning (N=169) was nearly double compared to the number of people who do
not (N=98). However, when comparing this to the results of the actual use of digital learning, it can be
seen that, again, almost all options received the highest number of respondents with “Never”. This
does not apply for “LMS”, which show a relatively high number of respondents that stated “Often” or
“Always” (combined N=90), which can be seen in the bar chart below.

= 0[a1]
s 1[a2]
s 2 [Aa3]
3 [ndl
4 [45]
5 [Kaine Antwark)
6 [Misht beendet oder nicht gazaigh)

L.

Use of LMS (e.g. Moodle)

The following tables show the results of the other tools that respondents rated.

Use of E-Portfolios Number Percent
Mever (A1) 65 14.87%
Seldom (A2) 13 297%
Occasionally (A3) 40 9.15%
Often (A4) 25 5.72%
Always (A5) 12 2.75%

Use of Blogs Number Percent
Mever (A1) 54 12.36%
Seldom (A2) 18 4.12%
Occasionally (A3) 42 9.61%
Often (Ad) 32 7.32%
Always (A5) 11 2.52%
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Use of Wikis Number Percent
Never (A1) 65 14.87%
Seldom (A2) 24 5.49%
Cccasionally (A3) A 7.09%
Often (A4) 28 6.41%
Always (A5) 8 1.83%

Use of MOOCs Number Percent
Mever (A1) 71 16.25%
Seldom (A2) 19 4.35%;
Occasionally (A3) 39 8.92%
Often (A4) 18 4.12%
Always (AS) 7 1.60%

Additional tools that respondents mentioned were webinars/web-based trainings, podcasts, TED talks,
or the intranet of the organisation. Looking at digital learning that connects to validation tools,
however, shows that N=123 do not use any, compared to N=46 who do. The tools that were mentioned
most by the ones who do uses them were Moodle and E-portfolios.

The findings of the survey show and confirm what has been stated in the project proposal already;
people do see the need for creativity and innovation competence development, and the benefits it has
for different areas of peoples’ lives, as well as the importance of the validation of these competences.
The practice, however, seems to not have reached that level yet. Many respondents stated that certain
tools and approaches are used, but it seems like there is a variety of different ways and no uniform
approach, which would be desirable to be able to provide transparity and comparability of learning
outcomes of informal and non-formal learning. Also, not many people seem to know the EntreComp
framework, which if this changed could contribute to also increasing validation practices of creativity
and innovation related competences.
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4. Interviews/Focus Groups
4.1. Description, objectives, procedure & key questions

4.1.1. Description and objectives

Focus groups are collective and interactive interviews, usually with people from a common
background. Advantages in conducting focus groups lie in the possibility to reconstruct subjective
everyday experiences and to generate hypotheses on previously little researched or complex issues.
The focus groups of interest for the project CIM were experts from Higher Education and experts from
Business sector from various European countries. The interviews refer to the following investigation
questions:

e Why is creativity and innovation management so important?

e Which learning approaches promote competences in creativity and innovation
management and how are they validated and certified?

e How do these approaches differ between the focus groups Academia, Business

and between member states of the EU?

Further objectives of the focus groups were to deepen the findings of the online questionnaire and
given that, to continue the project work on a robust base, which is defined by quantitative and
qualitative analysis.

4.1.2. Procedure and selection of focus group participants

Project partners have been informed about the meaning and purposes of focus groups during our
meeting in Thessaloniki (presentation is to be found in annex 1) and discussed the next concrete steps
together. Each project partner of CIM had the task to invite 2 English-speaking experts, one from the
field Higher Education and one from Business. A standardized invitation template (annex 2) was
provided by the leading partner of work package one. The experts should meet the following selection
criteria:

Experts from Higher Education Institutions (HEI) should
e have least 2 year professional experience in the Higher Education sector
e have an affinity towards Creativity and Innovation

e Examples: Lecturers, professors, scientific staff, curriculum designer, etc.

Experts from Business practice should
e have at least 2 year of main activity in the business sector
e work in companies with at least 5 employees.
e have an affinity towards Creativity and Innovation
e Examples: CEOs, department heads, HR-professionals, innovation or project
manager, participant of talent programs, learners, etc.
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The final selection of experts even exceeded the abovementioned criteria. Focus group participants
could choose their preferred appointment option out of two offered options for each focus group (via
Doodle). The interviews took place virtually, via the online meeting portal Zoom and were recorded,
in order to transcript and evaluate the interview as part of a qualitative content analysis. The
participants were ensured that the data will be treated absolutely anonymously. The final interviews
lasted about 60 to 80 minutes.

The interest in participation from the side of the experts was high since they saw it as an opportunity
to exchange ideas and best practices about creativity and innovation management in different
European countries.

4.1.3. Key interview categories

e Current biggest learning needs within Higher Education / the organization

e Perceived importance of creativity and innovation competences and
management within the organisation/at European/national level

e Concept of creativity and innovation

e Instructional interventions to address creativity and innovation competences &
environment

e Validation & assessment of creativity and innovation competences

e Competence recognition / certification

4.1.4. Interview guide template (extract):

The interviews were carried out along a standardized pattern (interview guide).
The complete interview guide can be found in deliverable 1.2.

64 interviews were carried out in four focus group interviews, clustered in interviews of HE and
Business experts.

Would you say that an To focus more on your country, are Why? Why not’
. . entrepreneurial mindsep is crucial to | people being motivated to start an
Focus Group Interview Guide meet the current challenges of innovative business?

Europe?

jon1— neral information Are they interested themselves in

Section 1 - General information starting an own business?
xxxPartner
Tocation of the focus group | Which resources are provided by the | When you think of your country, which

EU to promote Creativity and of these resources are being used

‘ Date of the 'om{s group | 2019-10- ( Innovation (incl. time, funding, mostly? Are they known by the people?
Number of participants information & materials)?

In the following, we are going to exchange our ideas regarding Creativity and Innovation as constructs. Here we focus on

Section 2 - Interview guide / questions each construct separately. Please remind to always refer your answers to one of the two competences.
a) FOCUS GROUP EUROPEAN LEVEL Do you think, Creativity can be What about innovation? Do you think If no, why not?
taught? innovation can be taught? Asking other
Start & brief round of introduction experts in focus
group.
Welcome and thank you for participating in this focus group interview. Before we continue, | will ask you to please inform
me during this interview, if any question or any term is not clear. Please let me inform you again that this interview is going Concept of )
to be recorded. The interview will be evaluated as part of a qualitative content analysis and treated absolutely Creativity and What (pre-)mowdedpe, skits ond What about innovation? What (pre:)
anonymously. Conclusions about you as a person are not possible. If anybody is not okay with that, please inform me now. Innovation attitudes are advantageous for the knowledge, skills and attitudes are
development of creativity advantageous for the development of
In the following interview we talk about two competences that are seen as crucial for employability, human capital and competences? innovation competences?
by the European C i creativity and ii 1 have prepared a few questions that relate to |
your understanding and concept of these competences, their promotion and assessment. The interview willlast about one Which subcompetences related to | Which subcompetences related to
hour, plus or minus 10 minutes. creativity should be should be

Before we start, there are some ground rules to consider. First, please not that there are no right or wrong answers,
everyone’s opnion counts and shall be freely expressed. It would be great if participants do not interrupt each other, one Now I am curious to see which learning approaches and methods you regard as promoting the acquisition of creativity
person at a time. Okay, now that everyone in this round introduce themselves briefly with their name, main responsibilities as well as innovation competences in a targeted way. Please remind to always refer your answers to one of the two

as well as expert fields. Who wants to begin? competences.

First in general: Which "state of the
art" instructional/learning methods
Research Path: -
Question Sub question(s) are used in your country for
category « If answer is... o (at both
address creativity | university and business level)
Let’s start with a more generol and innovation
Qquestion: competences Are creativity competences If yes, how exactly? Do you use more
General needs here d " o . p promoted in your specific formal, non-formal or informal learning
analysis W ere do you see the current W.ou you say, there are differences in organisation? opproaches?
biggest learning needs on European | this point between member states of
level? Europe?

Interview template
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4.2, Results - Focus group Higher Education Institutions

4.2.1. Participants

A total of 11 participants took part in the focus group interviews for the higher education sector. The
countries represented were Portugal, Germany, Belgium, Italy, Greece, Lithuania and Ireland. All
participants deal with creativity, innovation, entrepreneurship and related issues in their professional
lives at Higher Education sector. In the following the results are presented along the different interview
categories.

4.2.2. Current biggest learning needs

Participants agreed on the following needs within Higher Education: Courses are too subject-specific
and not interdisciplinary, in consequence students lack of lateral thinking skills; need of experiences
and activities within lectures, in which students can engage themselves; at the moment students most
often receive and repeat information; need of multiple interdisciplinarity and multidisciplinary skills;
need for flexibility to switch from logical thinking to creative thinking; creative thinking as most
important factor is missing and should be added into lectures; students have to be prepared to the
requirements of the labour market room; therefore a stronger link between activities between studies
and real problems in the labour market is needed; humour and play, to gain abstraction compentency
and pattern recognition; perspective changing; perseverance skills and error tolerance; mindfulness
by focusing on the right here and right now; social skills like teamwork and working in collaboration;
critical thinking and critical problem solving, logics; sustainable thinking.

One participant mentioned the list of world economic forum as a great list on skills that are needed for
the future. These are for example complex problem solving, critical thinking, creativity, people
management, emotional intelligence and so on (Future of Jobs Report, World Economic Forum, 2019).

4.2.3. Perceived importance of CIM

An indicator for the perceived importance of creativity and innovation within the institutions are the
invested resources available to promote CIM (time, funding, information, materials). Resources also
belong to the environmental factors named by “KEYS” (Amabile, Conti, Coon, Lazenby & Herron, 1996),
that have a direct influence on creativity in organisations.

The efforts and resources used varied greatly in some cases. For instance, open lectures that deal with
the question how to promote IT involvement in the learning session are offered within a university,
which shows that they attach importance to digitally supported learning. Other participants mentioned
that innovative learning outcomes like podcasts, videos creating should be fostered. Also, the
participation in the CIM program was considered as effort to invest in that topic. The investments of
towns (here: Antwerp), that promote student entrepreneurship and various entrepreneurship
programs were mentioned, too. Some participants on the other side commented that there are only
few efforts/investments in that direction, mostly master’s and bachelor’s degrees (“Artificial
intelligence” in Belgium, Master & Bachelor on “Management of innovation” in Italy, Master
“Innopreneurship” in Germany).
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One participant told of a specific unit responsible for spotting new online courses and materials for
more creative lectures and the promotion of further e-learning and b-learning methodologies. Further
resources mentioned, are the planned implementation of a design factory, specific courses on
entrepreneurship and innovation, joint real-life projects and entrepreneurship/innovation programs
together with associated companies and institutions, entrepreneurship competitions.

4.2.4. Concept of creativity and innovation

All participants agreed that creativity can be taught, most of them agree on the fact that every human
being is creative and that facilitators can enable people to be creative. They observe that students
come up with innovative ideas after being taught for creativity. But it depends on the trainer whether
he or she uses innovative teaching strategies or not. Another participant (psychologist) sees creativity
as a trait which is highly connected with openness for experiences, so it increases with life-long learning
activities. Participants also agree that the degree to what, the subject in what, the time it takes and
also the outcome of innovation, differs between students. One participant is of the opinion, that
despite teaching efforts, not every student will be creative or innovative at the end. It has to be
considered that there are also students or people that avoid themselves to be creative or think they
do not need to, preferring to commit functional functions. Another participant agrees on the fact that
students differ, when creativity is only viewed as ideating and coming up with exploring possibilities.
But creativity has three more faces: clarifying the question, selecting and building a solution on the
basis of the ideating phase and then promoting and implementing those ideas. During all this stages,
different types of creativity are required. So — according to this expert - people can contribute to the
creative process by using their individual strengths in different creativity settings/phases.

Referring to innovation as a skill that can be taught or not, participants again agreed that it can be
taught. Innovation would be more about teaching entrepreneurship skills, which face the challenge
that people need to be helped to take risks, which is of major importance. While creativity is seen as a
broad concept, innovation turns to a more specific, field-related direction. One participant used the
metaphor of many loops between creativity and innovation, which can be understood as two

4.2.5. Instructional interventions to address CIM

The following approaches suitable for creativity and innovation competences were mentioned most
often by the interview participants: Project-based learning, design sprints and design thinking
approach, action-oriented learning, experiential learning cycle (Kolb, 1984), effectuation approach,
hackathons, in which students solve real life projects and challenges companies face; internships,
learning by doing, recruitment of multidisciplinary teams; providing small amount of money to small
groups of students to innovate for instance “alternative tourism packages”; informal learning approach
by visiting towns, villages in order to generate a lot of novel ideas; setting up goals that excite students.

The internships as learning context was emphasized by the participants. All of them agreed on
experiences abroad to be a very good learning by doing-approach, most effective when connecting
students abroad with projects like ERASMUS+ European projects and give them tasks, e.g. making a
portfolio after their internships. Even when not engaged in project-based learning, the international
experience leads to important social skills and higher openness of mind.

Furthermore, participants plead for less classic examination modalities like essays and more innovative
forms of learner-centered tasks, e.g. creating a Wikipedia page, a podcast, video or interview - tasks,
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that they have never done before and where no patterns exist, so they have to use their creative and
innovative potential to fulfill them. Students should be given the feeling of self-efficacy and they should
get spaces offered for experiences where they can come autonomously or in collaboration to
innovative and creative results.

One participant sees a limitation in the promotion of creativity in project-based approaches: Since real
life projects of companies are very much connected towards a specific, mostly technical, defined
problem, they more foster innovation but not always creativity. A solution to that would be to create
a flexible, more broaden environment that is not compromising students creativity. A very crucial
aspect, the participants of both focus groups called attention for, was the fact, that it is up to the
lecturers to incorporate creativity and innovation methodologies or projects within their courses. In
some cases there are often no specialized instructors related to CIM at Higher Education level, while —
according to one participant - in enterprises there are. This participant added that it is highly desired
to document appropriate methodologies, in order to help and consult other teachers to be innovative
and creative in their classes.

The environment in which creativity and innovation teaching takes place, was mentioned the most
often. So, for the interview participants, the environment is of high importance when it comes to
facilitating creativity and innovation competences. The participants also attach great importance to
culture as an organisation-specific component. One participant referred to research, partially to Géran
Ekvall, who identified 10 climate dimensions that affect creativity in organizations: Challenge &
involvement (make sure, that students are involved and challenged), freedom (to come up with
whatever students want), idea support, openness and trust (to feel free to put forward ideas and
opinions), dynamism and liveliness (full of positive energy), playfulness and humour, debate, conflicts
(negatively correlated with creativity, but normal in human interactions), risk taking, and making sure,
that there is time to work on ideas. There was high agreement on these climate factors, especially on
the concept of taking risks and getting out of the comfort zone, in order to develop creativity and
innovation competences. Participants also emphasize that regarding the reality of teachers at higher
education, the environment should offer more flexibility in terms of the structure of courses and how
to divide credits and time to activities. To promote creativity is very time consuming and this time is
lacking because of strict and narrow requirements of the universities at the moment. This is seen as a
detrimental factor of CIM. One participant goes further saying that also the assessing methods in order
to determine degrees, are constraining to creativity and innovation.

4.2.6. Validation

To the question, whether any validation system is used within the HEI of the participants, almost all
participants report that they do not have a validation approach.

Some institutions apply awards in order to evaluate and value innovative ideas. For instance, one
institution takes different numbers as indicators of engagement with creativity and innovation
(number of entrepreneurship competitions, number of projects, etc.). Validation gets interest when
there is a need for evaluation criteria in order to identify the best ideas or project out of many. One
participant told, that innovation and creativity is evaluated on a higher level of university staff. Here,
the EntreComp is applied. In Germany the EntreComp framework has been used in and taught as a
validation approach, within the Master’s programme in AE — however, this is rather exceptional.
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4.2.7. Recognition/certification

Creative and innovative behaviour and outcomes are rewarded mostly by awards in the end of the
year, where the best projects or ideas take a determined amount of money. There were also
entrepreneurship competitions mentioned, that are connected with the opportunity for the winning
students to do an internship in a company.

4.3. Results — Focus Group Business Practice

4.3.1. Participants

In the focus groups “Business practice” participated in total 16 experts from Austria, Portugal, Belgium,
Germany, ltaly, Greece, Lithuania, Bulgaria and Ireland. Most of them were CEOs, Human Resource
Experts, Marketing Specialists, Project Managers and Innovation/ Design Thinking trainers and worked
in different industries like IT, manufacturing, tourism and education sector.

4.3.2. Current biggest learning needs

Participants often mentioned to see a big learning need in keeping up with rapid digital transformation
(“providing answers to this digital challenge”). Product developer have to always stay up to date with
the latest technical product developments and adapt our own products accordingly. The next challenge
resulting from that is to convince— particularly the more experienced - employees to learn how to deal
with new technology instruments and to impart digital competences. The requirements of companies
often differ from what applicants, especially the recent graduated ones, offer. These young people
often lack social competences and more practical skills like doing presentations, solving problems,
project management, sale skills, preparing reports, interpreting data and counselling clients.
Experienced experts on the other side could improve their abilities in attracting investors and
expanding to other countries. Another need seen by tourism sector are people skills, especially
teamwork, collaboration in order to consequently get to new, innovative ideas and to the development
of further services. One expert saw a need to increase knowledge positivity. An innovative mindset
and an environment that facilitates innovation and that people feel free to come up with new ideas,
were also described as needs.

4.3.3. Perceived importance of CIM

When the moderator asked whether creativity and innovation competences were relevant needs, all
participants agreed that these competences play one of the most important roles in the workplace.
These competences seemed to be regarded as important when it comes to product innovation and
improvement (compared to the higher education professionals that focused more on competence
development of the students). Business participants use very different, but in comparison to Higher
Education, quite few resources to promote CIM within their organisations. The following resources
were mentioned: Creating innovative ideas from the use of social media (Facebook, Instagram);
involvement in events; a European Project Department/Lab, in that for instance ERASMUS+ projects
are carried out and own business products/offers are improved; giving employees freedom of time
(one company 4 hours, two other companies have no time limitation) to work on their own innovation,
also with colleagues; providing spaces for creativity and innovation.
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4.3.4. Concept of creativity and innovation

On the question whether creativity can be taught or not, the participants were divided in their
opinions. Some of them think, that creativity can be taught as much as other competences like trouble
shooting, but more in a way of practical learning by doing (“creativity is like a muscle that can be
trained”) Others say that you should focus on peoples’ individual strengths and use them as they are,
that not everybody has to be creative. It is a matter of recruitment. Putting diverse people together to
solve a problem, where not everybody needs to think creatively. It was denied that theoretical
trainings could bring the fruits. While it is possible to kill the creativity of people, teaching creativity
was considered more difficult or even impossible. The experts agreed more on the fact that every
human being has a certain degree of creativity and innovation, which has to be promoted by allowing
them the appropriate environment.

Regarding innovation, participants see the differences in the specificity of the two words: While
creativity is rather broad and focuses in many ways on solving a problem, innovation was described as
“next level” and involves much more tighter thinking to come up with particular solutions. Innovation
is also more associated with action implementation and risk taking than creativity is.

4.3.5. Instructional interventions to address CIM

The environment seems for the business experts to be the most important factor with the highest
influence on creativity and innovation, whilst teaching them is hardly possible from their point of
views. But referring to the instructional interventions brought up by the participants, these are:
Mentoring is seen as an effective instructional approach, since it promotes dots, that can be linked and
generate creative ideas. Another participant told of leaning weekends in the mountains, where
colleagues of different departments discuss face to face on business topics, and no matter what topic
is put up there, employees can speak up, make suggestions on topics of other departments, ask
questions freely and build up a trustful environment supported by the management. There was a
contrary opinion to the fact that the type of problems does not matter. According to the saying
“necessity is the mother of invention” another participant is convinced that when something is at
stake, people really start to be creative and a chemical change happens in their brains. It has to be a
problem, that really matters. Problem based learning in an appropriate environment by the help of
some thinking tools is seen as an effective instructional approach for creativity and innovation. One
company used End-to-End stories, where employees, suppliers, customers come together into the
company and shared their different knowledges, so that creativity was promoted and expertise was
increased. Including ideas and knowledge from the outside is very fostering CIM. Learning about the
culture of a company has also promoted innovative ideas from the suppliers, since they knew about
the concrete conditions of the organization.

Another instructional intervention is using thinking methods like the six thinking hats of Edwards de
Bono, in order to give people some structures, patterns or ways of thinking of the world to be creative.
Techniques (e.g. TRIZ) are also acknowledged as useful by the other participants, but they do not
regard them as “instructional methods”. The importance lies more in the environment or framework
in which creativity and innovation take place.

To the question whether creativity and innovation are developed by the same instructional
approaches, participants were not sure. The see creativity as leading to innovation and the vice versa
was also considered as possible. Innovative thinking and acting can also lead to more creativity.
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Others think innovation is applied creativity and there are extra knowledge and competences needed
to be able to solve particular problems that are relevant in innovation settings. Innovation requires
different people, because it requires a lot more (technical) knowledge about a specific problem, while
to be creative people can look at a problem with a much wider lens. All in all, similar learning
approaches are seen as useful for both competences, creativity and innovation.

Also, mobility was seen as an effective and important approach to become more creative and
innovative. Enhancing the number of dots in brain by experiences, mobility leads to a greater potential
thinking “out of the box” and being creative.

More in regard to the environment the participants mentioned it is important to have a culture of
“failure is ok”. Other participants say that mistakes or losses of money or clients should also be
rewarded. Otherwise the important risk-taking factor will be compromised. Participants are convinced
that a rigid environment, where no testing, experimenting and trialling is allowed will result in less
probable creative outcomes. Ideas that are not listened, no time dedicated to contributions of persons,
no rewards — a negative culture is seen as a detrimental factor. Also, an environment, where there is
no focus on results, does not lead to creativity. Pushing together the boundaries of business versus
family was considered as supportive, while a strict boundary between work and private life has a
detrimental impact on creativity and innovation.

In order to make creativity and innovation happen, the environment needs to be comfortable and
open minded. Also, the continuous attention from the leaders, profitable projects, connectivity and
people with an entrepreneurship mindset were discussed as conditions.

4.3.6. Validation

All participants report that there is any validation approach in place to assess creativity and innovation
(competences). What is used are KPIs about how many products are delivered and how many of them
are successful. Creativity is more seen as a means to an end, and once those means are delivered, they
move to the end which is the numbers. Even people know that creativity and innovation is essential, it
is not regarded as important to evaluate why they arrived at the end, the results themselves are
focused on.

4.3.7. Recognition/certification

Internal reputation was named as a form of reward when employees bring a lot of good ideas.
Competitions were often mentioned: One company runs a “continuous improvement competition”
every year and the best solution is rewarded as “team of the year”. Furthermore, there is a
“competition of Europe” or a “Global competition”, where people can share their products or solutions
with the top leaders. Another company had an internal competition on the topic “how to make our
company equal-friendly and more sustainable”, which was rewarded my materials like iPhones, for
example. The general idea of promoting ideas, creativity and innovation within competitions was seen
as very motivating by the employees.
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