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FORMATION OF A SYSTEM OF CREATIVE MANAGEMENT
AT THE ENTERPRISE

Summary

Relevance. At the present stage of society's development, new socio-economic
processes are coming to the fore, which are inextricably linked to a new understanding of
the essence of a person, with the growing role of the individual. In a time of market
oversaturation, creativity is the key to a company's competitiveness. Ensuring the
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continuous development of the enterprise and its competitiveness in the context of capital
intellectualization is impossible without the formation of personnel with the necessary
knowledge and competencies.

The purpose of the study. The purpose of the article is to study the possibilities of
applying the creative management system in organizations and enterprises in the field of
culture and art in the context of complex socio-economic changes: digitalization, quarantine
restrictions, development of information resources that require new approaches to
management. Methodology. The study used methods based on general economic
statements, in particular, general scientific methods of analysis - detailing individual
factors; comparison - highlighting the common features of the impact of individual factors
and the method of logical comparison, as well as specific modeling methods - creating
models for analyzing the internal environment and expert assessments - summarizing the
results of the impact of internal environment factors.

Results. One of the main components of the potential for enterprise development is
the intellectual resources of management entities. Considering that management entities
have different levels of professional training, work experience, collective and individual
goals based on needs, preferences, ambitions, etc., the use of intellectual resources for the
development of an organization is quite problematic.

The concept of creative management is a combination of three concepts: "creativity",
"management" and "organization".

The term "creativity" (English: creativity, Latin. "creatio) means the creation of
something new. There are two main criteria for assessing creativity: the result (quantity
and quality); rejection of strategic stereotypes of thinking and action.

The study examined the possibilities of applying the creative management system at
enterprises in the context of complex socio-economic changes: digitalization, quarantine
restrictions, development of information resources that require new approaches to
management, identified theoretical aspects of the formation of a creative management
system at an enterprise; characterized creativity as a modern trend in enterprise
management and formed the principles of creative management implementation, as well as
proposed styles for use.

Practical significance. The results of this study can be used by enterprises to
intensify the generation of ideas, improve the moral and psychological climate in the team
and increase the realization of the human potential of employees. Prospects for further
research. Further study requires research and definition of the tools of creative
management and adaptation of methods and tools to the activities of enterprises in various
fields of activity in order to obtain new data on the effectiveness of the application of certain
criteria of enterprise activity. Problem statement. In the context of intellectualization of
capital, the so-called innovative employees are of particular value to the enterprise, whose
competencies include creativity, originality of ideas, «creativity, and non-standard
approaches to solving professional problems. In line with these trends, a specific branch of
management has emerged - creative management, which is aimed at the formation,
retention and development of creative employees.

Keywords: creative management, creativity, system, thinking.
Number of sources - 8, number of tables - 1, number of drawings - 1.
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YepHiBeLbKNI1 TOProBeslbHO-eKOHOMIYHUI iHCTUTYT ATEY,
M. YepHiBUi

®OPMYBAHHA CUCTEMUN KPEATUBHOIO MEHEDKMEHTY
HA NIANPNEMCTBI

AHoTayisa

Ha cyyacHoMy eTani po3BUTKY CyCMiNibCTBa Ha MEPEeAHin niaH BMXOASTb HOBi couiasibHO-
€KOHOMIYHi mnpouecn, AKi HepO3pMBHO MNOB’A3aHi 3 HOBWUM PO3YMIHHSAM CYTHOCTI NOAMHW, 3i
3pOCT@HHSAM PoJli 0OCOBUCTOCTI. Y 4aC NEepeHacUYEHHS! PUHKIB KpPeaTUBHICTb € 3amnopyKoro
KOHKYPEHTOCMPOMOXHOCTI MiANpUEMCTBa. 3abe3neyeHHs HEBNWHHOIO PO3BUTKY NiAMNpPUEMCTBA Ta
MOro KOHKYpPEHTOCMPOMOXHOCTI B yMOBaX iHTenekTyanisauii Kanitany HeMoxnueo 6e3
(hopMyBaHHSA NepcoHasny, sIKnii BONOAIE HEOOXiAHUMIM 3HAHHSAMMW | KOMMAETEHUISIMMA.

MeTol0 CTaTTi € BMBYEHHS MOX/MBOCTEN 3aCTOCYBaHHS CUCTEMU KpeaTUBHOMo
MeHe[XXMeHTY B OpraHisauisx Ta Ha nianpueMcTBax cepu KynbTypu Ta MUCTELTBa B YMOBaXx
CKNaAHUX CYCMiNIbHO-€KOHOMIYHUX 3MiH: AigXuTanisauii, KapaHTUHHUX 0O6MeXeHb, PO3BUTKY
iHbopMaUinHnX pecypciB, AKi BUMaratoTb HOBMX NiAXoA4iB B ynpaBAiHHI. 018 AOChigXeHHs
6yno BuKOpWUCTaHO MeToAM, WO 6a3ylTbCA Ha 3arajbHUX EKOHOMIYHUX MOSIOXKEHHAX,
30KpeMa 3arasibHOHayKOBi MeToAu: aHanily — aeTanisauii okpeMnx PakTopiB; MOPIBHAHHS —
BUAINEHHA 3arafbHUX PUC BMJUBY OKPeMUX (akTopiB; JSIOMYHOrO MOPIBHAHHSA, a TaKoX
cneumdivyHi MeToAM MoAeNtoBaHHSA — CTBOPEHHS MoJenel NpoBeAeHHS aHanily BHYTPIWHbOro
cepefoBMlLIA Ta EKCMepTHUX OUIHOK — y3araJbHeHHs pe3ynbTaTiB BMaMBy (akTopiB
BHYTPIiLIHbOro CepefoBumLLa.

OfHi€E0 3 OCHOBHUX CKMNaf0BUX MOTEHUiany po3BUTKY MiAMPUEMCTB € iHTeneKTyaslbHi
pecypcn cy6’ekTiB ynpaBsiHHA. 3 ornsay Ha Te, WO OCTaHHI MaloTb Pi3HUMA  piBeHb
npodecinHoi nigroToBKW, TPYAOBOro AOCBiAY, KOMNEKTMBHI Ta iHAMBIAyanbHi Uuini, $Ki
6a3ytoTbcsl Ha noTpebax, ynonobaHHAX, ambilisx TOWO, TO BUKOPUCTAHHS iHTeNeKTyasbHUX
pecypciB AN po3BUTKY OpraHisauii € 4OCUTb Npo6ieMaTUYHNUM.

MOHATTA <«KpEeaTUBHMN MEHEeOXXMEHT» CKMNada€eTbCsa i3 KOM6iHauii TpbOX MOHATH:
«KPeaTUBHICTb», «MEHe)KMEHT» Ta «opraHisauis».

TepMiH «kpeaTuBHICTb» (aHrn. «creativity» (TBOpuYicTb), naTuH. «creatio» (CTBOpPEHHS))
O3Ha4Ya€E CTBOPEHHS YOroCb HOBOro. € ABa OCHOBHUX KpUTepii OLiHKM KpeaTUBHOCTI:

e pe3ynbTtaT (KiNbKiCTb Ta SKICTb);

e BiAMOBa Big CTpaTeriyHUx CTepeoTUniB MUCNEHHSA Ta Ain.

Mig 4ac nposBeAeHOro AOCAIAXEHHSI BMBYEHO MOXJIMBOCTI 3aCTOCYBaHHS CUCTEMU
KpeaTMBHOIro MEHeMXMEHTY Ha MiANPUEMCTBAX B YMOBaX CKAaAHMX CYCRiIbHO-EKOHOMIYHUX
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3MiH: pigxuTanizauii, KapaHTMHHUX O6MeXeHb, PO3BUTKY IH@POPMaLINHMX pecypciB, SKi
BMMaralwTb HOBWUX NiAXoAiB B YNpaBAiHHi; BWU3Ha4YeHO TeOpeTUYHi acrnekTn (OpMyBaHHS
CUCTEMU  KPEaTUBHOro MeHeIXMEHTY Ha nMiANPUEMCTBI; HaBeAEHO XapaKTepUCTUKY
KpeaTMBHOCTI SIK Cy4YaCHWI HaMpsiM y MEeHeAXMEeHTi NiANPUEMCTB Ta CPOPMOBAHO MPUHLMNKU
peanisauii KpeaTMBHOIO MeHeAXMeHTY. 3anponoHOBaHO BUKOPUCTOBYBaTU CTWUAI MUCNEHHS
Ta nigxoan A0 peanizauii KpeaTMBHWUX iAen, AKi CNOHYKaTUMYCTb KepiBHUKIB Ta
cniBpobiTHUKIB HECTAaHAAPTHO NiAXOAUTU A0 BUPILLEHHS MOCTaB/IeHNX 3aBAaHb.

Pe3ynbTatn JOCNIAXEHHSA MOXYTb BUKOPUCTOBYBaTUChL NiAMNPUEMCTBaMU ANA aKTuBisauil
reHepyBaHHs igel, MOKpalweHHS MOpasbHO-NCUXOMOrNYHOro KiiMaTy B KOMeKTUBi Ta
niagBULLEHHA peanisauii NACbKOro noTeHuiany cniBpobiTHUKIB nignpuemctea. lMNopanblioro
BMBYEHHSA BUMAra€ AOCNIAXKEHHSA Ta BU3HAUYEHHS iHCTpPYMEHTapito KpeaTUBHOIO0 MEHEIAXMEHTY
M ajanTauis MeToAiB Ta iHCTPYMEHTIB B Ais/IbHICTb MIAMPUEMCTB pi3HUX cdep AiSNbHOCTI 3
MEeTOK OTPMMaHHSI HOBMX AaHWUX LWOAO0 e(deKTUBHOCTI 3aCTOCYyBaHHS BM3HAUYEHUX KpuUTepiiB
AiNBHOCTI NiANpUEMCTBA.

Kno4oBi c/ioBa: KpeaTUBHUIN MEHEIXKMEHT, KpeaTUBHICTb, CUCTEMA, MUC/IEHHS.
Kinbkicte axepen: 8; KinibKicTb Tabsmyb: 1; KiIbKiCTb pUCyHKIB: 1.

Problem statement. In the context of intellectualization of
capital, the so-called innovative employees are of particular value to
the enterprise, whose competencies include creativity, originality of
ideas, creativity, and non-standard approaches to solving professional
problems. In line with these trends, a specific branch of management
has emerged - creative management, which is aimed at the formation,
retention and development of creative employees.

Analysis of recent research and publications. Scientists have
paid sufficient attention to understanding, studying and formulating
the concepts of "creativity" in general and "creative management" as a
key to the success of an organization. For example, William I. Coyne,
Charles Davis, and Gareth Jones stand out from the rest because they
realize the strategic importance of creativity for business development.
Albert St. Gyodrgy's definition of creativity is based on the concept of
reassessment, i.e. looking at the situation from the other side. Eysenck
G., Weisberg R., Lerner 1.]. [4] associated creativity with mental talent
and the ability to think creatively. Vygotsky [1] considers creativity as
a product of human imagination and previously learned experience.
Scientists such as Guilford J., Taylor K., Gruber G., Ponomarev Y.A. [3]
considered the concepts of intelligence and creativity separately.
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Formulation of the article's objectives. The purpose of the
article is to determine the possibilities of applying the system of
creative management at enterprises in the context of complex socio-
economic changes that require new approaches to management. To
achieve this goal, it is necessary to fulfill the following tasks

- to reveal the theoretical aspects of the formation of a creative
management system at an enterprise;

- to explore the areas of application of tools for developing the
creativity skill of the enterprise manager

- to characterize creativity as a modern trend in the management
of cultural and artistic enterprises.

Summary of the main material. In the context of rapid
technological development, market globalization and competition,
there is a need to respond quickly to changes in the economic
environment, make non-standard decisions, and generate original
ideas. Due to the growing demands on managers, in particular on their
skills in developing and implementing non-standard, innovative ideas
and solutions, approaches to management in general are changing, so
there is a need for new methods in the field of human resource
management that would help improve the efficiency of organizations.

In order to ensure sustainable, stable and effective organizational
development, it is important to introduce innovations, namely, to
develop new products or services, expand markets and the base of
potential customers, reduce costs and, ultimately, increase profitability
- and this is impossible without a creative approach to management.

Scientists begin to study the concept of creative management by
combining the three concepts of "creativity”, "management" and
"organization" (draw. 1) [3-6; 7].

The term "creativity" (English "creativity", Latin. "creatio") means
the creation of something new. There are two main criteria for
assessing creativity:

- the result (quantity and quality);

- rejection of strategic stereotypes of thinking and action.
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Management of Creative

the organization organization
\Orga nization.

A

Management Creativity

Creative
management

Draw. 1. Interaction of the concepts of "creativity", "management”,
"organization"

These criteria also measure the efficiency of a manager's work.
Efficiency always correlates with the result and the costs of its
realization. The result of a manager's work is successful problem
solving, foresight and understanding of how to develop, where to go
and how to move after achieving a certain effect.

The main costs are time (the most important resource), material and
social and psychological efforts. Managers who want to save on one type
of cost always lose in terms of the effectiveness of the result achieved.
Sometimes a creative approach to a business requires more time, so
managers mostly go the opposite way to save time, and in the end, they
achieve results faster but not the best. Consequently, time is spent on
correcting mistakes and time costs are doubled, and the effectiveness of
the result is not obvious. This happens when a manager:

- draws conclusions based on insufficient facts, or having only one fact;
- draws hasty, incorrect analogies based on his/her limited experience
or transfers his/her experience to completely unrelated functions;
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- substitutes concepts, when the initial form of the problem has one
meaning, and after operating with it, it is endowed with another
meaning, resulting in paradoxical conclusions, contradictory results;

- focuses attention on details, losing sight of the essentials;

- believes that he or she knows how to solve the problem most
effectively (due to self-confidence or fear of appearing incompetent in
front of the team).

Therefore, it is so important to maintain the cause-and-effect
relationship between the purpose of forming a task, its development,
regulation, choice of the way to achieve it and possible participation of
personnel in this process.

In the scientific literature, there are different approaches to defining
the essence and content of creative management (Table 1) [4, p. 7-8].

Table 1
The concept of "creative management”
Approaches to
the interpretation Definition of the concept
of the concept
Systematic Creative management is a subsystem of innovation management, which

involves ensuring the ability of management entities to propose and
develop new ideas that take the form of scientific or technological
information.

Functional Creative management is a specific management function aimed at
ensuring the ability of management entities to propose and develop new
ideas that take the form of scientific or technological information, as
well as the direct accumulation of new ideas

Situational Creative management is a set of favorable conditions and
circumstances created by the company's managers for the creative
development of the workforce and individual employees in order to
accumulate creative ideas for solving production and economic
problems, overcoming their consequences, etc.

Behavioral Creative management is a set of purposeful actions and deeds of the
company's managers aimed at accumulating creative ideas for solving
production and economic problems, overcoming their consequences,
and promoting the permanent creative development of the workforce
and individual employees.

Administrative Creative management is a set of permissive, incentive and other
managerial relations between managers and subordinates to set goals
for finding creative ideas related to solving production and economic
problems, overcoming their consequences, and their implementation
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Some authors believe that creative management acquires the
greatest applied value when it is disclosed from the standpoint of a
systematic approach. That is, they emphasize that creative
management is one of the areas of innovation management and is
mainly associated with new types of products [3, p. 28-31].

The areas of creative management [4, p. 78-83] are formed and
based on the following theses:

1. The problem of creative management, from the organizational
point of view, is to create temporary creative teams to form a bank of
new ideas, and innovation management concerns the implementation
of the most appropriate proposals and their commercialization.

2. Creative management is based on creativity - a branch of
knowledge about productive collective solution of creative tasks, and
innovative management is based on innovation - a branch that studies
the formation of innovations and their dissemination, as well as ways
to develop innovative solutions.

3. Innovative management operates with an intellectual product as
a whole and indivisible, while creative management considers it,
element by element, as a complex entity.

4. Innovative management and creative management consider the
same object, but innovative management - from the external side, as
static, final, and creative management - from the internal side, as a
process of creation in dynamics [8].

Also, in the system of creative management, the subjects of the
managed management subsystem are only employees who propose
and analyze new ideas, and in the system of innovation management,
this group of subjects includes all employees involved in the
development and implementation of ideas [2, 4 p. 46].

Summarizing all of the above, we can formulate the following
definition of creative management as a separate type of management
activity aimed at activating the creative activity of employees in
generating, searching, developing, combining creative ideas,
evaluating and selecting them in order to implement the innovative
development of the enterprise and obtaining high economic, social,
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and environmental results. Organizational skills may be insufficient to
ensure the conditions and ability of staff to come up with and develop
new ideas, so the competency-based approach is the most effective in
creative management, as both professional competencies and individual
personality traits of the manager and subordinate are important for
introducing creativity in an organization. Since creative management
studies the patterns of creative management activities, it is the creative
process and its management that is the subject of this discipline.

The creative management system works most effectively when
creativity is positioned by the head of the company as an important
management principle. Creativity as a managerial quality is actualized
when the environment allows it. That is why, in the practice of
applying creative management, considerable attention is paid to the
socio-psychological climate, motivational processes and relevant
factors influencing employee motivation, as well as the organization of
creative working groups at the enterprise to perform tasks.

In the practical activities of an enterprise, the creative process can
be characterized as a sequence of occurrence and implementation of
the relevant phases of activity [4-6]:

- recession - accompanied by a decrease in interest in work, the
level of motivation, which leads to the productive generation of
spontaneous ideas, appropriate or inappropriate;

- depression - characterized by the lack of organizational support, fear
of criticism of the ideas expressed, dissatisfaction with working conditions,
which leads to an unwillingness to think creatively and offer extraordinary
solutions (if ideas are expressed, they are standard and template);

- revival - manifested through focused interest and readiness to
generate fundamentally new and non-standard ideas; peak -
characterized by the simplicity and speed of generating original, non-
standard ideas, stability and depth of interest in the relevant work.

In the modern business environment, when the quality of intellectual
work is of great importance, the tendency to creativity is associated with
the predominant style of thinking of the manager and employees.
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In the practical activities of an enterprise in the context of modern
crisis processes, intuitive thinking is of great importance. This style of
thinking is very important for managers, actors and politicians. The
intuitive style of creative thinking emphasizes achievements, hard
work, and the ability to quickly find the right answers, focuses on
results, and uses logic and previous experience.

Modern managers and business leaders often emphasize the need to
develop and "apply" innovative thinking in their practical activities. The
innovative style of thinking is characterized by precision, a tendency to
experiment, and a detailed analysis of the results of the work done, and it
is also thanks to innovative approaches that the difficulties that arose
during the pandemic and martial law are now being overcome, because
there is no experience in dealing with such challenges.

In its turn, based on the requirements for managers of various levels,
we would like to draw attention to imaginative thinking. This type of
thinking is characteristic of insightful personalities and is typical of artists,
musicians, writers and leaders; in the work of managers, it allows them
to identify and shape potential strategic perspectives, and it is thanks to
this approach that managers can be prepared for the risks that arise in
the activities of enterprises, despite traditions. It is the imaginative style
of thinking that creates an unbiased atmosphere during discussions and
decision-making and allows managers to use "humorous" images when
expressing ideas to improve the microclimate in the team and relieve
tension in the current working environment, which is associated with an
increase in the level of stress in society.

At the same time, we remind you that representatives of senior
management levels often do not perceive templates and stereotypes
well, so imagery in this case should take on forms appropriate to the
situation, as applying such an approach inappropriately may lead to a
negative perception of management decisions.

And, of course, strategic thinking as an important component of
management activities. It is strategic thinking that plays a crucial role
in the work of the management and leadership of enterprises, as it
makes it possible to formulate the initial idea, working hypotheses,
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goals, objectives and tasks, select appropriate management tools and
an approach to the implementation of management decisions, select
the necessary and most effective management tools and methods,
search, selection, analysis of information for the purpose of further
development of the enterprise.

At the same time, along with the approaches described above, we
would like to draw the attention of managers to the importance and
expediency of applying an inspirational style of thinking and an
appropriate approach to management in the current environment.
Previously, this style was considered to be most typical for teachers,
opinion leaders and writers. Today, all of these roles in an enterprise
are often assigned to a manager.

The inspirational style is positive, focused on overcoming social
negativity, and is characterized by a willingness to make self-sacrifices
to achieve goals. This style is associated with changes that help
others. In our opinion, under the current martial law and the further
reconstruction of our country, this style of thinking will become crucial
and decisive in the management of enterprises.

Interesting new opportunities for managers are created by lateral
thinking, which is the term used to describe non-standard creative
thinking that allows you to put forward specific new proposals,
unconventional views on things and events. Lateral thinking can be
developed if you determine the next steps with an optimistic approach
and are willing to change behavioral patterns and stereotypes of
thinking acquired throughout your life.

Lateral thinking is realized through the following techniques [1; 3; 7]:

- "by" (consideration of the object from the other side of the usual
judgments);

- "upside down" (considering the problem from the opposite direction);

- use of random clues (taking a random word as a starting point and
linking it to the problem).

Thus, the definition, development and further consideration of
general types of thinking and styles of creative thinking by enterprise
management, as well as the use of techniques for activating lateral

Issue III (91), 2023 157



MEHEXXMEHT, MAPKETUHI

thinking are preconditions for effective management of motivation for
the creative development of employees of enterprises.

In order to encourage the search for deeper statements, better
substantiation, elimination of errors, and search for new ideas, it is
important to apply the following thinking techniques that contribute to
the achievement of the goals [4]:

Misunderstanding - a technique based on a lack of understanding
of what is being argued. It is aimed at finding arguments, ideas,
statements; it encourages the group to give many arguments, proofs,
due to which the idea is deeply worked out.

Doubt - introducing uncertainty in the idea expressed; allows you to
stop the group's work at a certain stage for a deeper study of the problem.

Problematization - requires explanation of why the group considers
a certain statement to be correct; allows developing skills of searching
for and building evidence for their own statements, ideas, and actions.

Criticism - focuses the group's attention on the shortcomings of a
particular choice of the group, allows to develop skills of objective
attitude to disadvantages, ability to defend one's point of view.

Negation (NO-strategy) - denial of all statements and proposals of
group members - develops argumentation skills, expands the spatial
boundaries of work.

Reducing to absurdity - a statement is identified, it is assumed that
it is correct, conclusions are drawn, the final one is absurd, and a
logical law is fixed, according to which only a true conclusion can be
obtained from a true statement, and vice versa. This allows you to
build logical relationships, trace possible consequences, look for
weaknesses in your own statements and correct them.

No less important is the formation and development of collective
and integral creative intelligence, when a team has a system of organic
combination of individual abilities of participants, synergistic effect of
activities, the effect of complementarity and mutual reinforcement.
Collective intelligence is formed through the representation of different
types of creative personalities that form the group, whose names
indicate their functions: problem solver, encyclopedist, idea generator,
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enthusiast, skeptic, forecaster, informant, aesthete, psychologist,
independent, translator, developer, implementer. The group does not
necessarily have to include all of the above participants, the main thing
is that most of the above functions are performed. We also draw
attention to the fact that sometimes the tasks set may involve the
involvement of participants in a creative group who are able to
cooperate with different people, even those who are incompatible for
some reason, for the sake of a certain goal.

We would also like to draw the attention of managers to the fact
that today, in creative teams, the informal side can often become more
important than the formal, because this is how employees get to know
each other and develop relationships, which has a positive impact on
the creative process. Also, in this situation, the use of the principles of
systematic and rhythmic creative activity works well in practice, which
allows identifying new problems, attracting new people, and
stimulating the creative process. Accordingly, the work of such groups,
provided long-term cooperation in the process of solving problems,
allows employees to develop the ability to evaluate, reproduce and use
the approach of other team members, the ability to master the type of
thinking of their colleagues - to calculate the flow of their thoughts, to
anticipate possible questions, hypotheses, solutions and arguments.
This is a developing ability.

It is the use of the above-mentioned thinking styles and approaches
to the formation of creative working groups that will allow managers and
management to significantly increase the intellectual and creative
potential of employees, and the development of integrated creative
intelligence will lead the team to the most effective result.

Understanding the essence and meaning of the concept and tools
of creative management, we can determine that the determining
factors that characterize the creative management system are

- involvement of personnel in the creation and development of
creative ideas;

- the possibility of independent choice of forms of search for ideas;

- absence of any pressure on subordinates.
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Based on the analysis of scientific publications and practical
research on the implementation of creative management, the following
basic principles of the creative management system in the practice of
modern enterprises can be identified:

1. Stimulating and supporting the implementation of creative and
innovative ideas of employees is one of the competitive advantages of
the enterprise. Initiative and creativity - these are the components
that enterprise managers should focus on when creating motivational
programs and events.

2. In the process of supporting the generation of creative ideas, it is
important to pay attention to the smoothness of this process, even if the
expediency of these ideas and proposals is currently low or there is no
possibility of implementing it, because it may be appropriate in time.
Regular implementation of creative ideas of the staff (regardless of
whether they relate to the organization of staff leisure, workplace, or
strategic development), as this has a significant effect on preserving and
developing creative potential and turning it into an enterprise advantage.

Establishing an effective communication system at the enterprise,
which implies transparency of communication, the ability to generate
ideas and not lose interest in expressing an initiative, so it is important
to establish communication without criticism and ridicule, expressing
support and collegiality, which contributes to the creative process.

Taking into account the company's business lines, motivation for
creativity and development of a creative approach to the tasks,
involves the formation of a system of rewards for such work, moral
and/or material, an important emphasis in this process is not to ignore
those who make efforts, not to leave unnoticed the efforts of initiative
employees, because creative management allows you to maximize the
potential of the individual and the team as a whole.

Conclusions from this study and prospects for further
research in this area. In order to ensure sustainable, resilient and
effective organizational development, it is important to introduce
innovations, namely: developing new products or services, expanding
markets and the base of potential customers, reducing costs and,
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ultimately, increasing profitability - and this is impossible without a
creative approach to management.

The system of creative management at an enterprise is aimed at
solving a number of practical problems. There are two aspects of
understanding "creative management" - creative and initiative. The
creative one is manifested in the assessment of the creative potential
of the organization as a whole. The innovative aspect is manifested in
the identification of methods and techniques necessary for better
solution of creative tasks; formation of groups of experts to evaluate
proposals for innovation policy and crisis prevention.

Thus, a creative approach to management is the key to success in
the current conditions of market development and competition. In
turn, an important condition for the effective functioning of the team is
the proper organization of the system of relations between its
members and the relations between the manager and subordinates, an
effective system of motivation, and mutual support.
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