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Creative Working Life 2030

Creativity is a critically important skill in the workplace. According to the World Economic Forum, creativity
already ranks as the second most important core skill at work, and is increasing in importance faster than
other skills. Creativity is needed to accelerate the transformation of practices, leverage new technologies,
develop workplace innovations, generate commercial innovations, and make the Finnish workplace the best in
the world.

The true transformational driving force behind the project lies in the close collaboration between indivi-
duals, companies, and associations. The Creative Working Life 2030 project was led by The Association of
Finnish Marketers MARK and it is part of the WORK2030 programme. The project was carried out in collabo-
ration with Marketing Finland, Technology Industries of Finland, Finnish Information Processing Association
Tivia, Henry, Academic Engineers and Architects in Finland TEK and Aalto University. Expertise was provi-

ded by Yellow Method, a research and development company specialising in creativity.

WORK2030 programme

WORK2030 is a development programme to reform operating practices in coope-
ration with workplaces, industries and experts, and create working life innovations
to benefit employment, economy, competitiveness, and the international brand
of Finnish working life. Starting in 2020, WORK2030 programme is based on the
Programme of Prime Minister Sanna Marin’'s Cabinet, and set to continue.
WORK2030 aims to spur the renewal of operating practices and the effective
use of technology in Finnish workplaces, strengthen a working culture based on
cooperation and trust, and for Finland to become a leading developer of working

life innovations and to have the world's best workplace wellbeing by 2030.
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A report on the creative performance
in the Finnish workplace

This report contains the results of a survey of 3,005 respondents, conducted in the context of the
Creative Working Life 2030 project, and the conclusions drawn from it about the creative perfor-
mance in the Finnish workplace. The results show a large variation in creative performance between
industries, age groups, and education levels. The biggest challenge to creativity in the Finnish
workplace is alack of confidence, and the largest potential is in our curiosity and willingness to learn.

What did we set to find out?

The survey examined creative performance in the Finnish workplace. Respondents
assessed their creative potential and the factors that interfere with it, divided into
five elements, that, based on previous research, describe individual creativity -
identity, drive, curiosity, insightfulness, and confindence.

Creative identity is the cornerstone of our creative attitudes and behaviors.
If a person does not perceive themselves as creative, they are not likely to readily
engage in creative problem solving. Drive refers to a way of thinking that aims for
motivation and growth: it is the engine which propels us forward. Curiosity means
the willingness to seek out the new or unusual - a thirst for knowledge. Insight-
fulness corresponds to the creative thinking process in our mind, and the ways in
which we utilise it. Confidence reflects the belief in ourselves - the courage to act

and move forward.

Confidence Identity

Creative
performance

Insightfulness Curiosity

Drive

Figure 1. A diagram showing the elements of creative performance.
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How is creativity measured?

In this report, creative performance is measured and compared using the creative
performance index that combines individual's creative potential and interferen-
ces. CPlis based on researched model of creative performance. The indicators,
each ranging from -100 to +100, identify whether inhibiting factors stand in the
way of creativity, and where the largest creative potential lies within each of the

five elements.

Insightfulness as key to creative performance

INTERFERENCE POTENTIAL

Identity -42
Curiosity =37 81
Drive =37
Insightfulness =34
Confidence -48 72

Figure 2. The indices for the categories of creative performance: the black lozenge shows the total index, additionally the
indices for potential and interference are show.




CREATIVE WORKING LIFE 2030 | 6

Survey respondents

The survey was carried out between 14 March and 7 September 2022. Of the 3,005 respondents, about

one half are experts (professionals), or senior officers (middle managers). Two thirds work in the private

sector, and almost 50% have a master’s or bachelor’s degree from a research univesity.

What industry do you work in?

Accounts, marketing, communication [ 23.9%
Education [ 10.1%
Professional, scientific and technical [ 8.7%
Health and social services [l 6.7%
Industrial [ 6.5%
Other services [l 5.3%
Administrative and support services [l 5.3%

Other [N 33.5%

What is your function?

Marketing and communications | | 26.89

Education, researchand development [ ]22.2%
Administration* [ |13.8%

Information technology [ | 7.0%

Sales [ | 5.0%

Production [__] 4.8%

Other [ J204%

*(incl. human resources,
accounting and finance)

What is your role?

Expert 32.7%

Senior officer 20.0%

Other 2.8%

Teacher 3.0%
Student 3.5%
Junior officer 5.6%
Entrepreneur 10.3%

Manager 11.0%

Employee 11.0%

What sector do you work in?

Private 66.6%

Other 4.8%

Third sector 5.3%

Public 23.3%

My age is
18 to 23 years 2.1%
2410 30 years | ] 7.2%
31to 35years ] 8.3%
36 to 40 years | | 11.7%
51to 60 years 30.0%

Over 60 years I 8.0%

My education

University or MBA University of  Doctorate  Other
Applied Sciences

Years of experience in my current role

Lessthanlyear 126% 0O 0000000 O O
[ X X JeJoleJoJeleo)e

Tto3years 22.2% OOOOOOO0OO0O0
O0000C00000

0000000000

4to10years 28.8% OO O0OO0OO0OO0OO00OO
(e)o)oleJolelolele)e)

10to20years 21.8% OOOOOOOOO0O
(eJeJoleJoleX X X X

Morethan20years 14.6% O 00000000 O

What motivates you in becoming
more creative at work?

| face problems at work
that require creativity
I want to develop creative
ways of working

34%

| need more creativity to

L)
innovate with my team 18%




CREATIVE WORKING LIFE 2030 | 7

Creative performance by industry

Identity Curiosity Drive Insightfulness Confidence

Accounts, marketing, communication 38.1 44.1 43.4
Education

Professional, scientific and technical

Industrial
Health and social services
Other services

Administrative and support services

Other

Figure 4. The table above depicts individual creativity by industry, divided into the five elements of creative performance.
Confidence is low, insightfulness strong.

Creative performance index by function

INTERFERENCE POTENTIAL

Education, research

and development !

Q JAA 81
O« 81
¢ 40 80
¢ 40 79
¢ 38 78

Sales -40

Marketing and 40
communication

Other -40

Administration* -40

Information
technology 10 ° 57 /8
Production 43 Q 35 78

Figure 5. Creative performance index by function. Indices for creative potential and interference are also shown separately.
*)incl. human resources, accounting, finance
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Creative performance by role

INTERFERENCE POTENTIAL

Manager =34 o 49 83

) 44 81
O« 80
O« 81
¢ <0 79

Entrepreneur or

self-employed e

Senior officer -39

Teacher -40

Other -40

Expert ~40 Q 39 79

Junior officer -44 o 33 77
Employee -45 ° 31 76
Student 45 ¢ 29 74

Figure 6. Creative performance index by role. Indices for creative potential and interference are also shown separately. Mana-
gers and entrepreneurs have the largest values. Students’ creative performance is the lowest.

Creative performance by age group

Identity Curiosity Drive Insightfulness Confidence

Over 60

51to 60

41to 50

36 to 40

31to 35

24t0 30

18t0 23

Figure 7. The table above depicts individual creativity by age, divided into the five elements of creative performance. Creative
performance rises with age. Confidence is low in all age groups.
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What is creative identity?

We can both feel like or identify as a creative person, and we can also behave creatively
- deliberately using creativity as a useful tool to enable us to problem solve, create new
ideas or cope with change. For some people, being creative is a fundamental part of
who they are, how they perceive themselves and how they see their place in the world.
Behaving creatively can feel uncomfortable with uncertain outcomes, but it can also

feel good, in particular adding a deeper sense of meaning in life.

What does the survey say about creative identity?

According to the survey, the majority of Finns enjoy creating some-
thing new. We are also open to change. However, it is challenging
for us to enter the state of mind required for creativity, and we don't

always know when and how we can be at our most creative.

Interference and potential for creative identity by education

INTERFERENCE POTENTIAL

Doctorate -37
University or MBA =41
University of 43
Applied Sciences
Other -42

Figure 8. Creative identity increases with education.
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Creative identity, potential

Strongly disagree (1) Strongly agree (10)
| enjoy creating something new.
At work | know | can generally
solve complicated problems.
When things are difficult it's natural for
me to try numerous different solutions.
| believe that creative solutions come
from hard work and persistence.
| know how to be at my creative best.
0% 25% 50% 75% 100%
1 2 3 4 5 6 7 8 9 10
01 01 07 07 13 26 6.0 191 289 40.6 %
02 03 08 11 30 59 134 253 286 21.4%
03 06 22 35 6.2 94 175 273 204 127%
1.1 20 34 52 6.4 86 149 222 178 184 %
07 12 29 44 67 99 184 274 184 100%

Figure 9. The black lozenge marks the average of all answers and the colored bars depict the share of each individual answer.

Creative identity, interference

Strongly disagree (1)

| find it difficult to get in the frame
of mind to do creative work.

| prefer implementing solutions
rather than creating them.

Some people just aren't creative.

| do not consider myself to be a creative person.

| am generally not open
for the change in my work.

Strongly agree (10)

0% 25% 50% 75% 100%
1 2 3 4 5 6 7 8 9 10
6.0 106 15.4 128 106 9.7 140 132 54 22%
49 99 142 126 181 1.4 104 MO0 47 27%
120 106 14.8 106 140 92 85 91 b1 52%
29.4 231 19 95 52 48 45 41 19 16%
26.0 236 196 106 69 49 42 28 08 05%

Figure 10. The black lozenge marks the average of all answers and the colored bars depict the share of each individual answer.
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What is curiosity?

Curiosity is the recognition, pursuit, and intense desire to explore novel,
challenging, and uncertain events. It is the driving force behind human deve-
lopment. Curiosity is a combination of feeling and behavior in that our fas-
cination and inquisitiveness inspire us to explore and seek new paths. When
we display curiosity, we utilise our abilities holistically, embrace novel ideas,
situations, and behaviors, and elevate our own potential to uncover truly
unique, useful, and innovative solutions.

What does the survey say about curiosity?

The respondents to the survey display interest in many things, but experience
discomfort and stress when things are unpredictable. Curiosity is a significant
part of our creative potential: it helps us learn new things and seek answers to the

challenges that may come our way.

Interference and potential for creative identity by years of experience

INTERFERENCE POTENTIAL

Less than 1year -40 Q 38 78
1to 3years -38 ° 43 81
4to10vyears =37 ° 45 82
10to 20 years -36 Q 46 82
More than 20 years -35 ° 48 83
Other answer =37 ° 44 81

Figure 11. Creative curiosity increases with years of experience.
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Curiosity, potential

Strongly disagree (1) Strongly agree (10)

| am interested in a multitude
of topics and views.

| enjoy working with people from different
disciplines and with different skills.

When | see something interesting, | immediately
try to find how | could use it in my own activities.

| often look for experiences that challenge
how | think about myself and the world.

The pressure of doing something new
makes me feel excited and alive.

0% 25% 50% 75% 100%
1 2 3 4 5 6 7 8 9 10
04 01 03 04 11 21 65 168 283 44.0 %
03 02 10 17 43 55 13.9 261 244 226 %
02 02 07 28 41 74 150 242 253 201%
03 05 1.8 30 55 98 159 234 214 185%
07 12 26 42 56 77 139 263 237 151%

Figure 12. The black lozenge marks the average of all answers and the colored bars depict the share of each individual answer.

Curiosity, interference

Strongly disagree (1) Strongly agree (10)

| feel uncomfortable and stressed
if things are not predictable.

| am not comfortable in trying
new ways of doing things.

The smallest doubt can stop me
from seeking out new experiences.

| usually avoid situations where | could
experience something out of the ordinary.

| do not enjoy learning about
subjects that are unfamiliar to me.

0% 25% 50% 75% 100%
1 2 3 4 5 6 7 8 9 10
71 127 143 123 130 126 136 88 41 187%
121 171 209 155 126 82 66 46 15 10%
16.8 245 200 125 70 77 56 40 11 07%
189 23.3 215 138 86 57 44 27 07 05%
217 25.2 223 124 66 47 39 20 06 05%

Figure 13. The black lozenge marks the average of all answers and the colored bars depict the share of each individual answer.
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What is drive?

Drive is the force which propels us to activity, it directs focus, empowers us to
proceed, adds momentum and provides purpose. Drive includes intrinsic moti-
vation and a desire to move forward, to learn and to grow. It is a strong aspira-
tion that urges us to thrive, to achieve our goals, to move towards our areas of
interest. Drive supplies the energy to overcome constraints, helps us seek to
learn and enables the determination to strive towards what is not easily attai-
nable. People who are positively driven believe they are able to affect the way
things are rather than simply function in the way things have always been. Drive
is also connected with well-being and quality of life.

What does the survey say about drive?

The respondents to the survey are intrigued by the opportunity to enhance their
own expertise and acquire new skills. At the same time, they feel that they are
unable to fully utilise their potential in their current employment and are unable
to express new ideas and thoughts. At times, a lack of perseverance can also

become an obstacle to creativity.

Interference and potential for creative identity by age

INTERFERENCE POTENTIAL

Over 60 -35
51to 60 =37/
41to 50 =37
36to 40 -38
31to 35 -38
241030 -4

18 to 23 -42

Figure 14. Advancing age brings additional drive to learning, growth, and advancing creative problem solving.
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Drive, potential

Strongly disagree (1) Strongly agree (10)

| find it fascinating to learn
new information and skills.

| view challenging situations as an
opportunity to grow and learn.

| feel that my inner drive pushes me forward.

| work relentlessly on problems that
must be solved in a new way.

I mostly feel that | can use my whole
potential at work and develop my capabilities.

0% 25% 50% 75% 100%
1 2 3 &4 5 6 7 8 9 10

03 01 03 06 09 27 69 17.0 257 458 %
02 02 04 07 21 53 125 249 286 252 %
03 03 09 15 35 77 12.9 238 248 241%
02 03 11 26 54 100 168 272 220 143 %
1.9 31 56 82 80 123 19.8 222 143 47%

Figure 15. The black lozenge marks the average of all answers and the colored bars depict the share of each individual answer.

Drive, interference

Strongly disagree (1) Strongly agree (10)

I do not think people really change.

| find it fascinating to learn
new information and skills.

I'd rather do things | know
than practice something new.

My work does not excite me.

| have difficulty coping with change and adjust.

0% 25% 50% 75% 100%
1 2 3 4 5 6 7 8 9 10

123 167 19.9 146 129 73 84 49 18 11%

196 179 156 109 89 68 68 63 39 31%
9.7 16.4 223 180 131 95 62 33 10 05%

233 215 161 79 93 6.2 6.1 51 24 23%

16.0 24.8 235 130 83 58 39 29 089 08%

Figure 16. The black lozenge marks the average of all answers and the colored bars depict the share of each individual answer.
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What is insightfulness?

Insightfulness is an activity where a person deepens their own thinking as
well as widening it by experimenting, knowledge seeking and trying to build
a connection between things that have not been previously connected. In-
sight is the capacity to build a deeper, more comprehensive understanding
of both specifics and the world around us. It directs us to question our ways
of viewing, thinking and explaining the world thus encouraging us to explo-
re both complementary and opposing views, thinking patterns and mental
models. It provides a system through which we can incorporate both the big
picture and the details into a clearer cognitive image.

What does the survey say about insightfulness?

The respondents consider it important to devote some of their time to thinking.
They want to create a comprehensive overview and see things from different

perspectives. Nearly a quarter of them felt that their thoughts were not valued.

Interference and potential for insightfulness by age

INTERFERENCE POTENTIAL

Over 60 -32
51to 60 -33
41to50 =34
36 to 40 =34
31to 35 -35
24t030 -37

18 to 23 -38

Figure 17. Insightfulness increases with age, as interference subsides.
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Insightfulness, potential
Strongly disagree (1) Strongly agree (10)

| like to see the bigger picture.

Itisimportant for me to
invest time in thinking.

I am a person who can see
both sides of an argument.

| am good at combining and building
on others’ thoughts and ideas.

| like to explore new theories both inside
and outside of my field of expertise.

0% 25% 50% 75% 100%
1 2 3 4 5 6 7 8 9 10
02 03 06 06 20 21 52 16.2 286 44.3%
02 01 04 08 12 34 81 208 317 333%
01 01 02 04 15 42 103 247 30.9 276 7%
03 04 07 17 48 6.4 132 242 25.7 225%
0.4 07 16 31 44 71 132 233 24.4 220 %

Figure 18. The black lozenge marks the average of all answers and the colored bars depict the share of each individual answer.

Insightfulness, interference

Strongly disagree (1) Strongly agree (10)

| do not feel my ideas are respected.

| am often cynical about new things.

| don't usually use my time thinking about
how things could be done differently.

| lack the resources to handle
unforeseen situations.

| do not enjoy thinking out of the box.

0% 25% 50% 75% 100%
1 2 3 4 5 6 7 8 9 10

107 178 185 16 105 78 92 79 34 25%

200 236 194 121 97 64 45 29 10 05%

185 222 225 142 86 56 44 28 06 04%

14.4 287 251 144 76 46 36 23 08 06%

251 285 207 109 74 42 33 16 08 067%

Figure 19. The black lozenge marks the average of all answers and the colored bars depict the share of each individual answer.
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What is confidence?

Confidence denotes trust in oneself, the bravery to move forward and to
process ideas and views without certainty of the outcome. Confidence is also
the belief in one’s own ability to cope with both one’s own feelings and exter-
nal risks. It is the ability to keep going despite setbacks, feelings of uncer-
tainty or even anxiety, resistance from others, or social isolation. Depending
on the particular domain, our behavior might be different - either seeking,
approaching, accepting or avoiding risk.

What does the survey say about confidence?

Some respondents are very courageous and self-assured, while others struggle with
alack thereof. Confident respondents generally trust their abilities, as long as there
is no uncertainty or risk involved in the situation. As uncertainty increases, they do
not feel capable of performing well. A lack of confidence makes it difficult for them
to engage deeply and immerse themselves in matters. One-third of the respondents
consider adhering to social norms important, while one-fifth are willing to break such

norms.

Interference and potential for confidence by position

INTERFERENCE POTENTIAL

Manager | 40 36 77 |
erempoyed | 8 X 7|
Seniorofficer | -46 O 27 7 |
Other | -48 ¢ 24 72 |
Expert | -49 § 22 7 |
Teacher | 51 Qe 89 |
Junior officer | 54 [XE 69 |
Employee | -53 [XE 69 |
Student | -53 [3C 68 |

Figure 20. Confidence varies by respondent depending on their position. Several interference factors suppress confidence.
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Confidence, potential

Strongly disagree (1) Strongly agree (10)

| trust in my own abilities to succeed.

| have persistence to implement my
own plans and stick to my own vision.

Taking a risk and failing is
better than not taking a risk.

| can deal with setbacks constructively
and do not let them discourage me.

| function well even when 6
something seems risky. |

0% 25% 50% 75% 100%

1 2 3 4 5 6 7 8 9 10
05 04 09 10 24 57 138 28.8 283 18.2%
05 06 27 41 64 96 166 26.3 195 136 %
09 10 24 47 N5 088 152 247 173 126 %

1.1 23 51 76 124 105 170 23.2 147 6.2%

11 25 74 129 153 122 182 1890 83 32%

Figure 21. The black lozenge marks the average of all answers and the colored bars depict the share of each individual answer.

Confidence, interference

Strongly disagree (1) Strongly agree (10)

Itisimportant to me to follow 6.0
the social rules and norms.

| find it hard to explore new things or concepts 5.4
when | lack confidence in my abilities.

| cannot function well if the experience 45
contains an element of risk.

It is difficult to concentrate when there is
a possibility that | will be taken by surprise.

| cannot handle the stress that comes
from encountering uncertain situations.

0% 25% 50% 75% 100%

1 2 3 4 5 6 7 8 9 10
38 61 91 92 N5 M8 167 179 107 41%
42 89 132 13 123 130 1864 123 5L 287%
55 130 183 149 167 1.6 108 65 20 06%
7.4 16.3 20.7 145 126 101 96 55 20 13%

10.8 204 211 136 107 83 76 48 1.7 11%

Figure 22. The black lozenge marks the average of all answers and the colored bars depict the share of each individual answer.



CREATIVE WORKING LIFE 2030 | 19

Conclusions

The insights from the present survey reveal that insightfulness, the ability to find
alternative ways of thinking and acting, is a clearly an asset for Finns. However,
our creative performance, and working life in general, are hindered by lack of
confidence.

The survey assessed 3,005 respondents’ creative performance as well as the
potential and interferences associated with it. An important observation is that
creativity is not evenly distributed among the respondents, with notable variations
across industries, age groups, and educational levels.

What do the responses reveal?

According to the responses, the best conditions for creative activities are found
among those working in education, as well as arts and entertainment, and in
international roles, as they exhibit the highest creative potential and encounter
less interference. Age and educational level also correlate with creative identity
and confidence - the more educated and experienced we are, the more creativity

we possess and dare to utilise.

The survey unveiled many opportunities and some threats that Finnish workings
life will face. Our creative problem-solving skills are founded on insightfulness and
curiosity. It is crucial that we actively cultivate and harness our potential while eli-
minating factors that interfere with creativity. This demands developing individuals’
confidence and tolerance for risk-taking. At work, individuals should be encouraged
to use their skills, and continuously learn and develop. Leadership plays a vital role in
supporting and sponsoring the development of creativity as a core skill.

The conclusion of the survey is clear: there isimmense potential in creativity.
Only by fully harnessing the creative potential of the Finnish workforce can we colle-

ctively build a better working life, and a more sustainable society.
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Biggest potential (all elements)

Strongly disagree (1) Strongly agree (10)

| am interested in a multitude
of topics and views.

| find it fascinating to learn
new information and skills.

I like to see the bigger picture.

| enjoy creating something new.

Itisimportant for me to
invest time in thinking.

0% 25% 50% 75% 100%
1 2 3 4 5 6 7 8 9 10
0.4 01 03 04 11 21 65 168 28.3 44.0%
03 01 03 06 09 27 6.9 170 257 456 %
02 03 06 06 20 21 52 16.2 28.6 44.3 %
61 01 07 07 13 26 60 191 289 40.6%
02 01 04 09 12 34 81 208 317 33.3%

Figure 23. The black lozenge marks the average of all answers and the colored bars depict the share of each individual answer.

Biggest interference (all elements)

Strongly disagree (1) Strongly agree (10)
It is important to me to follow 6.0
the social rules and norms. ’
| find it hard to explore new things or concepts 5.4
when | lack confidence in my abilities. ’
| find it difficult to get in the frame 5.1
of mind to do creative work. ’
| prefer implementing solutions 5.1
rather than creating them. :
| feel uncomfortable and stressed 48
if things are not predictable. :
0% 25% 50% 75% 100%

1 2 3 4 5 6 7 8 9 10
38 61 91 92 N5 N8 157 179 107 41%
42 89 132 13 123 130 16.4 123 55 287%
6.0 10.6 15.4 12.8 106 9.7 140 132 b4 22%
49 99 142 126 181 14 104 MO 47 27%
71 127 143 123 130 126 136 88 41 18%

Figure 24. The black lozenge marks the average of all answers and the colored bars depict the share of each individual answer.
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Most variation (all elements)

Strongly disagree (1) Strongly agree (10)

It is important to me to follow
the social rules and norms.

| find it difficult to get in the frame
) - 5.4
of mind to do creative work.

| prefer implementing solutions
rather than creating them.

| feel uncomfortable and stressed °

if things are not predictable.

Some people just aren't creative.

b

0% 25% 50% 75% 100%
1 2 3 4 5 6 7 8 9 10
49 99 142 126 181 M4 104 MO 47 27%
42 89 132 13 123 130 16.4 123 55 287%
6.0 106 154 128 106 9.7 140 132 b4 22%
38 61 91 92 nN5 M8 157 179 10.7 41%
120 106 148 106 140 92 95 91 b1 52%

Figure 25. The black lozenge marks the average of all answers and the colored bars depict the share of each individual answer.
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