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This paper considers whether creativity is the missing link which would allow the evolution of organisational behaviour and 
profitability if it was ‘released’.  It suggests that although many organisations try to engage their workforce and expect 
innovation they fail to provide the means for its achievement.  The paper suggests that creative thinking is the ‘glue’ which 
links organisational performance to profitability.    

A key role of a University today, is to produce skilled and capable graduates. Increasing competition and internationalisation 
has meant that the employability agenda has never been more prominent within the field of education.  As such it should be a 
key consideration when designing and developing a curriculum. It has been suggested that creativity is a valuable personal 
skill and perhaps should be the focus of an organisations business strategy in order for them to increase their competitive 
advantage in the twenty first century. Flexible and agile graduates are now required to become creative in their use of skills 
and resources in an increasingly complex and sophisticated global market. The paper, therefore, questions that if this is the 
case why then does creativity fail to appear as a key curriculum subject in many business schools.  It also considers why 
policy makers continue to neglect this critical issue when it could offer the ‘key’ to economic prosperity.  

Recent literature does go some way to addressing by suggesting that small clusters of UK Universities have started including 
some creativity in their PDP work.  However, this paper builds on this work and proposes that that creativity should become 
a central component of the curriculum. The paper suggests that creativity should appear in every area of the curriculum and 
that it should act as the link that connects productivity to profitability rather than being marginalised as an additional part of 
the curriculum. 

A range of data gathering methods have been used but each has been drawn from a qualitative base as it was felt that due to 
nature of the study individual’s thoughts and feelings needed to be examined and reflection was important.  The author also 
recognises the importance of her own reflection both on the experiences of the students and their later working experiences 
as well as on the creative elements within the programme that she delivered.   

This paper has been drawn from research undertaken by the author in relation to her PhD study which explores the potential 
benefits of including creativity in the curriculum within business schools and the added value this could make to their 
employability.  To conclude, creativity is, in the opinion of the author, the missing link to organisational profitability and as 
such should be prioritised especially by higher education providers.  
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