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Introduction
It has been almost a decade now that the application of creativity and innovation in various organizations around the world can be witnessed and studied. The example of Apple and Samsung can be taken as they have initiated the process of creative and innovative products in the form of cell phones and updated software with unique applications. If we go in to services the social media platforms has become the practice ground of creative and innovation based ideas. The application of creativity and innovation has just refurbished the industry in terms of more options to choose from and gaining better utility as well. It will not be wrong to say that the creativity and innovation has become a tool that helps businesses around the world to gain the competitive edge they require to beat their competition. Entrepreneurs have achieved success in their projects in a short period of time with the application of creativity and innovation in their management styles (Caniëls & Rietzschel, 2013).
 What is creativity and innovation?
By making a simple study of the project of these entrepreneurs, it may come to mind that this idea could occur to anyone, including the less experienced persons as well. However, this is not the case, for the entrepreneurs to achieve such success in their projects there was much work behind their ideas, among which two important concepts stand out namely creativity and innovation. Creativity begins with inspiration and imagination. It is where a professional starts to think about a new project or perhaps while they are going through the various stages of the creative process. Basically creativity stands on the process of questioning, researching, incubating, initiation etc. Creativity is an activity that today has occupied relevance in organizations and a clear example are the advertising agencies or companies such as Google and Yahoo, to mention just a couple (Drazin, Glynn & Kazanjian, 1999). 
For the entrepreneur creativity must be a basic process to start a business plan as it will help differentiate them from the competition. It is the seed that can influence a product or service with a lot of added value that will reap great success and positioning in the market. These concepts must be differentiated as these two concepts that are always mentioned in topics associated with entrepreneurship are evidently linked. Creativity without innovation represents an idea in the head of many people who in the future will regret not having done it. Innovation without creativity is to undertake a project with a product or service that will not represent great rivalry against the competition. So the price will be the one that will mark the difference between them and not the added value that can be enhanced by generating creative ideas (Taggar, 2002).
There is an apparent need to develop creativity, regardless of the job or position one performs, from top managers to operational officers, to ensure the growth and expansion of the initiatives undertaken in a given organizational setting. Companies like Nokia have lost so much because of a lack of creativity and innovation based management approach. Since, Nokia had to pay the price by losing the market share to Samsung the new organizations are already focused on delivering creative and innovative products to avoid the mistakes of once cell phone manufacturing giant. Creativity is not restricted to individual employees and must be utilized strategically by the senior management or the decision makers of the business to make sure the service or the product being delivered is packed with maximum utility by adding value which cannot be done without innovating something traditional (Drazin, Glynn & Kazanjian, 1999). 
If creativity is the starting point, innovation is the point of arrival. These two cannot detach themselves from each other, but neither can they be confused with each other. According to researchers, business leaders in the world believe that the long-term success of an organizational strategy depends to a large extent on its ability to develop new ideas. These characters also argue that a company that does not innovate has an expiration date posted on the door. The professionals and businesses that succeed are those that integrate innovation to all the activities they carry out. Companies who understand that innovative capacity does not depend on the size of the company or the degree of development of the product actually are at a better ground to compete in the market. Internalizing this creates a strong conviction to develop a powerful capacity for innovation, regardless of resources or available times (Unsworth, 2001).
If a management is practicing innovation, the organization for which they work will sooner or later be innovative as well mainly because of the brainstorming that is happening in the company. And if a company has innovative officials or managers, this capacity will also infect the rest of the members. With this it can be intended to emphasize that the responsibility to create and innovate is not exclusive to the leaders, but of all the members of the team of collaborators. Everyone must promote and encourage innovation to make the business an unstoppable machine that will be focused on consumer utility and business efficiency. The ideal situation for the company is to implement creativity and innovation promoting business practices that will enhance the ingenuity and utility of the product or service of the company (Caniëls & Rietzschel, 2013).
What are the key implications for management practice?
Creativity is of different types and therefore the strategic planning of the business or company must be aligned or accompanied with productive creativity practice. The best method to advance in the development of a competence or capacity is constant exercise. Exercising will always be an approach to improve some skill, and creativity does not escape this mechanism of improvement. Then, testing creativity daily is the route that leads to the transformation of an individual into a highly creative being. Creativity is associated with the impulse of a permanent curiosity. Constantly asking questions about the environment is an excellent way to increase creativity, because it forces the staff to search and discuss possible answers. Wondering the why of things provokes creative thinking and prevents something that is not understood from affecting the foundations of global knowledge (Zhou & George, 2001).
The promotion of creative observation is another implication for management practice. Being attentive and analyzing everything that surrounds the workers, their decisions and those of others, the methods used and the results obtained is an inexhaustible source of creative information and opportunities for improvement. Observers increase creativity, because they see things that go unnoticed by others. The use of creativity actually favors the concept of change. The management being open and permanently promoting change requires the team to adapt to volatile scenarios, and this is activated by creativity. Feeling comfortable outside the routine and known, staff becomes flexible beings and constantly seeking options and alternatives. In addition, by opening up to changes managers or staff also takes significant steps to overcome fears, and that freedom makes creativity flow, raise collaboration and efficiency as well (Çokpekin & Knudsen, 2012).
Socialization is another implication promoted by creativity in the management setting. Listening to and interacting with the environment shows facets and possibilities distant from the traditional customs and ideas, which is beneficial to awaken creativity. Additionally, socialization forces us to work on retaining the interlocutor's attention and this demanding task challenges the staff to build unexpected and attractive relationships to work for the common goals. Finally, creativity is essential for the promotion and development of permanent documentation of the activities, answers and ideas that staff encounters on a day-to-day basis. Writing and storing that which is witnessed and experienced allows the management to cultivate interesting and challenging initiatives in the future. A robust bank of ideas and a detailed document with the memories of the executed and obtained processes shows them alternative routes and possibilities to face the daily challenges. The more information they have, the better (Caniëls & Rietzschel, 2013).
Currently, companies that succeed are those that produce innovations at all levels and that have a rapid adaptation to changes. These innovative companies cultivate a clear vision of their future and are able to anticipate the needs of the market. To assume one can say from a simple premise that thinking does not make an individual innovative, because innovation obliges them to do it. This is why to innovate, simply will, and some creativity is always required. Will because decision is needed to face the challenges that implementation brings, and creativity because ideas give us alternatives. Adjusting or refining a process, product or service is clearly an innovation exercise. For its part, generating ideas to nurture this process is an exercise in creativity. To think is to create and to innovate. So, creativity and innovation are two different concepts, but indivisible. Thinking will always be the first part and execution will be the consequence (Çokpekin & Knudsen, 2012).
What are the key theories and findings of creativity and innovation research?
The divine conception of creativity becomes blurred to give way to the idea of hereditary trait. Simultaneously, a humanistic conception emerges, from which man is no longer a being abandoned to his destiny or to divine designs, but co-author of their own future. During the Renaissance the taste for aesthetics and art was retaken, the author recovers the authorship of his works and some other cultural or creative values. It is a period in which the classic is reborn with new dimensions and strategic approach. The artistic production grows spectacularly and, consequently, also the consumer interest is raised as well (Drazin, Glynn & Kazanjian, 1999).
Once understood that knowledge is like the raw material with which great ideas are generated, it is possible to propose a practical methodology that improves the organizational or perhaps even individual capacity for innovation. What companies have to understand is that great and revolutionary ideas cannot arise unless the types of knowledge or appropriate visions are previously generated. It is like a farmer hoping to get a bountiful crop without planting the necessary seeds first. Companies have to understand that the results depend on the contributions. Investing time, money and effort in innovation without first creating a valuable portfolio of knowledge is first and foremost a useless exercise. People are required to make giant advances in creative thinking, but they are not endowed with the intellectual support required to achieve them. Companies expect to see new ideas emerge without previously developing innovative and inspiring perspectives that help employees see beyond the company itself (Çokpekin & Knudsen, 2012). 
What big organizations lack is a systematic methodology and an organized process to generate, capture, share and use solid knowledge, as the main bet in their innovation efforts. It is possible that time and money will be invested in the acquisition of some type of knowledge but it will make sure they are gaining the competitive edge. Creativity and innovation are the business fundamentals that should be actively gathered and as a main part of the innovation process. The only way to generate ideas revolutionary enough to energetically promote development, discover untapped markets, and disrupt the business models of today's industries, is previously generating a high-quality raw material which is the solid knowledge that serves to raise those ideas (Çokpekin & Knudsen, 2012).
Why should we study creativity and innovation?
Creativity and imagination are linked to the capacity of thought inherent in the human being from birth. In the same way, creativity for companies is a fundamental attitude to build solid paths of success and future. It is curious to see how a concept apparently so simple and so fashionable in a time conceals behind its original meaning a multitude of definitions and implicit complex relationships. The creative capacity is really linked to the inherent thought of the human being since one is born. It does not make any sense, nowadays, to promote the idea of being or not being creative in the life, since creativity is an inseparable capacity of the human condition. One could say that it comes as a series in the adventure of the life. It is true that a person does not understand the term of creativity in the same sense as other people might, but therefore it is undeniable that all have that ability to be and to demonstrate it in different ways (Zhou & George, 2001).
Therefore, the creative capacity, being a personal attribute of each one, cannot and should not be added to or subtracted from the definition as human beings. In the same way, the human being is defined by his or her intelligence among other abilities. Creativity is one of the engines of the world in terms of the interaction between people and economic, political and social challenges. One can think that without creativity people would not have yet overcome the Stone Age or there would not be technological innovations such as the popular invention of the wheel or the discovery of fire. Remember that if one has an idea they are being imaginative, but if they also solve a dilemma they are being creative. Creativity consists of an implicit dynamic of learning and the development of life at all levels for a specific purpose (Taggar, 2002). 
For this reason, creativity is often conditioned more by changing social needs than by the study of what is different. Although creativity is usually different or novel, perhaps the correct thing would be to say that creativity responds to different types or levels of perception of current knowledge. A creative process will be born from the prior knowledge acquired. There is no single way to be creative, but a single ideal combination of different variables that allow it to be achieved. If a person is unable to solve a problem, it is because they have not yet found the combination of factors necessary to solve the dilemma of the problem. To study creativity and innovation therefore is essential if we want to evolve from this point of life to a more improved one (Drazin, Glynn & Kazanjian, 1999). 
Conclusion
There cannot be innovation without creativity and without imagination. Thus, imagination and creativity will give us different solutions when innovating in business processes or situations. The world is full of challenges and opportunities for companies that must be exploited, eliminating any possible element of uncertainty in this process. Raising these dilemmas means better defining objectives, defining the economic, social or geographic framework. Evaluating innovation systems; assess the risk factors of a problem; combine different options and factors; and also evaluate the results achieved. All this process can promote creative solutions for a company and better policies than their competition (Unsworth, 2001).
Innovation in all areas of an organization should not be something specific, but rather a mandatory task within the business routine. Innovations do not always have to involve big drastic changes, but rather respond to subtle changes and in a phased manner for the company and its people. Recall that the basic process for any organization is the combination of the so-called inputs namely resources and materials after a process of transformation and production they could obtain other outputs like services and products. Within this process, innovation must be part of one of the basic pillars of the organization as input (Taggar, 2002).
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