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ABSTRACT 

 

In contemporary business, creativity is increasingly viewed as a strategic competence that enables innovation, 

adaptation to change and the resolution of complex organisational problems. Starting from this premise, the 

paper examines the importance of creativity in higher education for the development of competences relevant to 

business practice. The theoretical part points to the relationship between creativity, interdisciplinary learning, 

innovation and the responsible application of artificial intelligence. The empirical part is based on a survey 

conducted among 55 students of the Engineering Management study programme at the Technical Faculty 

“Mihajlo Pupin” in Zrenjanin. The results show that students largely recognise their own creative potential, 

particularly in terms of connecting knowledge from different fields, seeking alternative approaches and 

improving ideas on the basis of feedback. At the same time, the findings indicate that assignments requiring 

original solutions are not sufficiently systematically represented. The paper concludes that higher education can 

contribute more strongly to the development of modern business if it more frequently includes interdisciplinary, 

problem-based and open-ended assignments. 

 

Key words: creativity, higher education, modern business. 

 

 

INTRODUCTION 

 

In the context of an increasingly globalised economy, creativity is no longer merely an aesthetic or 

individual attribute, but an important driver of sustainable business performance and innovation 

(Mačerauskienė, 2020). Consequently, contemporary educational institutions are expected to move 

beyond traditional pedagogical models and develop the ability to solve complex problems, think 

originally and use artificial intelligence responsibly in rapidly changing market conditions (Gong et 

al., 2022; Knibbe et al., 2024). Nevertheless, institutional frameworks often find it difficult to move 

away from standardised assessment towards learning environments that genuinely foster dynamic and 

creative thinking (Kayyali, 2024). By introducing design thinking, interdisciplinary exercises and 

transdisciplinary learning, higher education institutions can strengthen the synergy between human 

originality, critical judgement and strategic innovation, which is particularly important for modern 

business (Eloranta et al., 2024; Selvalakshmi et al., 2021; Shaznay, 2024). In this process, artificial 

intelligence should be regarded as support for learning rather than a substitute for human intellect, 

since its real contribution depends on students' ability to evaluate, contextualise and ethically use 

generated content (Ma et al., 2025; Rana et al., 2025). Teachers therefore have an important role in 

guiding students from the passive use of digital tools towards active, critical and responsible 
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participation in a professional environment shaped by artificial intelligence (Ahmed, 2025; Bozkurt, 

2023; Wang et al., 2025). 

 

CREATIVITY IN HIGHER EDUCATION 

 

Creativity is most commonly understood as the ability to create new, original and contextually 

appropriate solutions to complex problems, expressed across artistic, scientific, educational and 

business domains (Mahama, 2024). In contemporary conditions, it is increasingly viewed as a 

developable competence and a prerequisite for competitiveness, because it enables individuals and 

organisations to adapt to change and to find different ways of solving problems (Alshammari & 

Thomran, 2023). 

 

In higher education, creativity has become one of the important prerequisites for academic and 

professional success, as the contemporary economy requires the ability to solve complex problems, 

connect knowledge and create new approaches (Kayyali, 2024). However, higher education 

institutions still often rely on disciplinary frameworks, the reproduction of knowledge and rigid 

assessment criteria, which can push originality and student innovation into the background 

(Papaleontiou–Louca et al., 2014). Therefore, contemporary pedagogical strategies should encourage 

inquiry, synthesis, collaborative learning and the use of digital tools rather than passive content 

acquisition (Hossain et al., 2026). The integration of creative and critical thinking enables students to 

question dominant patterns, develop autonomy and recognise education as a space for actively shaping 

knowledge (Bačová & McCrone, 2024; Glăveanu et al., 2023). 

 

THE RELATIONSHIP BETWEEN CREATIVITY, INNOVATION AND MODERN 

BUSINESS 

 

In modern business, creativity and innovation are related but not identical processes: creativity implies 

the generation of new ideas, while innovation refers to their implementation in practice. Their synergy 

represents an important driver of organisational growth, sustainability and competitive advantage 

(Francis & Rangasamy, 2024; Patil, 2024). Organisations that foster psychological safety, agility and 

cross-functional collaboration more easily develop new products, services and business models, 

because employees have space to propose solutions and learn through experimentation (Amora, 2025; 

Paonessa, 2025; Tariq, 2025). Therefore, leadership should institutionalise creative behaviours as part 

of business strategy, with the support of digital platforms, recognition systems and HR practices that 

develop employees' abilities, motivation and opportunities (D’Souza, 2026; Madanchian & 

Taherdoost, 2025; Westover, 2024; Westover, 2025). 

 

STUDENTS' CREATIVITY AS A FUTURE BUSINESS RESOURCE 

 

The integration of creative competences into management education is important because it facilitates 

students' transition from theoretical knowledge to the practical application of divergent and convergent 

thinking (Belur et al., 2022; Knibbe et al., 2024). In this way, academic institutions can better prepare 

future managers and employees to solve complex business problems, question assumptions and make 

decisions under uncertainty (Bierwisch & Schmitz, 2024; Bagley et al., 2019). Curricula should 

therefore be directed towards action-oriented and interdisciplinary approaches, such as case studies, 

simulations, studio-based work and design thinking, because such methods bring teaching closer to the 

real requirements of professional practice (Castro & Soledad, 2025; Ryan et al., 2025; Yu et al., 2025). 

The inclusion of artificial intelligence can further broaden students' creative potential, but only if it is 

used as support for strategic reasoning rather than as a substitute for independent thinking (Dubey et 

al., 2026; Simpson, 2026). A hybrid approach that combines human intuition and machine-assisted 

efficiency enables the development of competences required in a business environment in which 

innovation is increasingly based on the combination of creativity, analytics and responsible technology 

use (Bass & Pleggenkuhle‐Miles, 2025; Chan & Hu, 2023; Thanh et al., 2023; Mårtensson & Mullins, 

2024). 
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RESEARCH METHODOLOGY AND RESULTS 

 

The research was conducted with the aim of examining the importance of creativity in higher 

education for the development of competences relevant to modern business. The subject of the 

research included students' self-assessment of creativity, their attitudes towards teaching practices that 

encourage original and problem-based thinking, and their perception of educational practices that may 

contribute to the development of creativity as a future business competence. 

 

A quantitative approach was applied, and the survey was used as the basic research method. The 

research instrument was a structured anonymous questionnaire comprising several thematic sections: 

general data on respondents, the frequency of assignments requiring an original solution, self-

assessment of creativity, teaching practices, assessment and feedback, and attitudes towards 

techniques for encouraging creativity. Most statements were measured using a five-point Likert scale, 

where 1 indicated complete disagreement and 5 complete agreement. 

 

The research was conducted on a sample of 55 students of the Engineering Management study 

programme at the Technical Faculty “Mihajlo Pupin” in Zrenjanin. Female respondents were more 

represented in the sample (76.4%), while male respondents accounted for 23.6%. By year of study, 

third-year students were the most represented (32.7%), followed by second-year students (21.8%), 

first- and fourth-year students with 16.4% each, while master's students accounted for 14.5% of the 

sample. The data were processed using descriptive statistics, through frequencies and percentages of 

responses. 

 

The results show that students recognise creativity as an important ability, but also that as-signments 

requiring an original solution are not equally strongly represented in the teaching process. The largest 

share of respondents stated that they have such assignments “sometimes” (45.5%), while 34.5% have 

them “often” and only 3.6% “very often”. This finding indicates that creative assignments exist, but 

that they are still not a systematically dominant part of teaching practice. 

 

 

Figure 1: Frequency of 

assignments requiring an 

original solution 

 

This result is significant because modern business requires not only the reproduction of exist-ing 

knowledge, but also the ability to formulate new solutions under conditions of uncertainty. If creativity 

is viewed as the basis of innovation, then open-ended assignments, project work and the solving of 

real problems should be more strongly represented in higher education. 

 

Regarding the self-assessment of creativity, the selected results indicate a high potential among 

students for interdisciplinary thinking (Figure 2.). A total of 76.4% of respondents agreed with the 

state-ment that they often connect knowledge from different fields. This is particularly important for 

the business context, because real organisational problems can rarely be solved from the per-spective 

of a single discipline. 

 

Students also show readiness for flexible problem-solving: 70.9% of respondents state that, when they 

encounter an obstacle, they usually devise an alternative approach. Such an ability represents an 

important basis for business innovation, because it enables the questioning of routine solutions and the 

development of different approaches to products, services, processes or organisational practices. 
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Figure 2: Connecting 

knowledge from different 

fields 

 

A particularly positive finding refers to the role of feedback. A total of 87.3% of respondents state that 

they are able to improve an idea after receiving feedback. This shows that students do not perceive 

creativity only as spontaneous idea generation, but also as a process of develop-ment, correction and 

adaptation. 

 

 

Figure 3: Improvement of an 

idea after feedback 

 

This finding is important because, in a business environment, ideas rarely develop in isolation. They 

are tested, commented on, aligned with user needs and adapted to organisational goals. Therefore, the 

ability to accept feedback and transform it into a better solution represents a sig-nificant professional 

competence. 

 

The results related to techniques for encouraging creativity further confirm the need for teach-ing that 

is closer to real business situations. The strongest support was recorded for interdisci-plinary 

assignments: 78.2% of respondents believe that connecting subjects would increase their creativity. 

 

 

Figure 4. Attitude towards 

the importance of 

interdisciplinary assignments 

for creativity development 

 

This result clearly indicates that students recognise the value of connecting different fields of 

knowledge. In the context of modern business, this is particularly important because innova-tions most 

often emerge at the intersection of different knowledge areas, functions and perspec-tives. 

Interdisciplinary assignments, case studies, simulations and practice-based projects can therefore 

contribute to developing students' creative potential as a concrete business compe-tence. 

 

Based on the selected findings, it can be concluded that students have a pronounced potential for 

creative and interdisciplinary thinking, but that the teaching process should be further di-rected 

towards assignments requiring originality, practical application of knowledge and the development of 

multiple possible solutions. In this way, higher education would more strongly connect academic 

learning with the requirements of modern business. 
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CONCLUSION 

 

Creativity in higher education represents an important prerequisite for the development of 

competences required by modern business. The results of the research show that Engineering 

Management students largely recognise their own creative potential, particularly through the 

connection of knowledge from different fields, the search for alternative approaches and the readiness 

to improve ideas on the basis of feedback. 

 

At the same time, the findings indicate that creative assignments are not sufficiently systemati-cally 

represented. Although students occasionally work on assignments requiring original solu-tions, there 

is room for teaching to be further directed towards open-ended, interdisciplinary and problem-based 

activities. It is particularly significant that students recognise interdiscipli-nary assignments as a form 

of work that could increase their creativity, which is in line with the needs of a business environment 

in which problems are complex and multidimensional. 

 

The development of creativity should therefore not be viewed solely as a pedagogical objective, but 

also as an important contribution to the development of future business resources. Higher education 

institutions can play a significant role in preparing students for innovative, flexible and responsible 

business if the teaching process is organised in a way that encourages inde-pendent thinking, the 

connection of knowledge, the reasoned presentation of ideas and the itera-tive improvement of 

solutions. 
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