
The first perspective is the inner self (UL Quadrant of Wilber’s AQAL system): what I
think, I believe, I feel, I sense, I want. ‘What I Experience’ is the view from here. From this
perspective, creativity is viewed as one’s inner creativity starting from pure imagination. The UL
Quadrant creativity is usually seen as an act of (creative) genius, of native and innate talent, of
special DNA and divine origin. 

The second perspective (UR Quadrant) is the one showing my deeds, results, facts, acts,
physical belongings. The norm here is ‘What I Do’. In quantitative theories on creativity, UR
creativity is usually viewed as ’acts of creativity’. The creativity which academics and theorists
have rooted here is dedicated to explaining creativity through its individual creations (artistic,
technical, etc.). They state that creativity is the act of doing something new, inventing a new
product, materialising the imagination. Also in this quadrant, we place all the biological and
neurological explanations about creativity (how the creative brain functions).

T h e third perspective (LL Quadrant) is the ‘collectivity’ quadrant, the space of ‘my’
relations (family, circles of friends, buddies, nations, humanity as a larger community). It looks
like a territory larger than the self (‘me’), a complicated and interconnected geography. Creativity
from this quadrant is seen as an emergence of collective imagination, of a collective movement
towards new ideas. Theorists of creativity from this area say ‘let ideas have sex’ in the sense that
creativity emerges from collective expressed views, divergent, convergent, opposite or similar.

The fourth perspective (LR Quadrant) is marked by the ‘What WE Do?’ mantra, and the
creativity here is seen as a process and a system of aligning inventions and innovations, small or
big, into a larger than ‘me’ view. From here, creativity is complicated and complex, and
supposedly a hard-to-manage endeavour which tries to apply the tools of creativity to certain
resources to obtain certain measurable innovative outcomes.

Therefore, here are the partial definitions of creativity and innovation and the integral
one, comprising them all.

The Upper-Left Quadrant Definition 

Business creativity and innovation are sparked if employees believe they are creative, curious and
playful in finding solutions to an ardent problem which they consider is theirs. As a leader, you have



to get people to trust their natural creativity and give them a big 'Why?' or 'Why Not?' focus-
problem.

The Upper-Right Quadrant Definition

Business creativity and innovation are sparked when new neuronal connections are sparked, that is,
when your brain makes new neural connections. As a leader, you have to offer employees radically
novel circumstances and experiences and teach them proven creative techniques.

The Lower-Left Quadrant Definition

Business creativity and innovation are sparked when different people socialise and share their
insights in a free manner: employees, clients, suppliers, shareholders and stakeholders, different
roles, different ages, sexes, religions, lifestyles, colours, mindsets. When gathered, they produce a
‘social pollination’ of ideas, and from this ‘collaborative emergence’ new ideas are born. As a
leader, you have to let people mingle in any combination.

The Lower-Right Quadrant Definition

Business creativity and innovation are sparked when there is a business framework defined by a
strong overarching vision of a problem/focus-question which employees are interested in solving. A
leader has to transform himself and embrace his polar nature, masculine and feminine, and create a
compelling humanistic visionary framework for the people he leads. 

The Integral Definition Of Creativity And Innovation In Life 

I am creative if I believe it is so, if I have a higher vision than myself for my life, if I get to
experience novel things and meet people different from me.

The Integral Definition Of Creativity And Innovation In Business 

A business is innovative if it shows a dedication to a higher life purpose, rather than a simple one,
triggering each of its stakeholders to believe they are creative and to outwardly manifest and share
their different maps of life. To increase the chances for an authentic, powerful, long-lasting creative
culture in your company or for your business, you have to increase the chances and arrange the
environment for personal creativity and collective creativity by throwing in a higher than ‘me’ and
‘us’ drive. You have to supply tools and instruments for both individual and collective creative
expression, and you have to mix people in creative and productive collectives. And, above all, you
have to water especially the belief that everyone is creative. 


