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Abstract 
This study aims to present a new approach to the role metaphors play in everyday creativity to 
advance learning within the organization and improve outcomes. Research shows that metaphors 
are important to facilitate understanding in diverse subjects such as anthropology, sociology, 
organizational studies, and more. Research also indicates that metaphors play important roles in 
producing everyday creativity. However, what is the role metaphors play in everyday creativity 
produced by employees in ordinary jobs? This research study will present three different case 
studies that employ everyday creativity to reveal the type of metaphor applied and its role in 
producing original solutions. Then, a theory on the role of metaphor in everyday creativity will be 
discussed based on this analysis and relevant literature. 
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Introduction 
This paper will first address the four (4) levels of creativity proposed by Beghetto 
& Kaufman (2007): mini-c, small-c, pro-c, and big-c creativity. Mini “c” represents 
blending basic pieces of information e.g. described in psychology, for instance, as 
to how a person handles challenges such as passing from child to adult. Next, 
small-c, or everyday creativity, is characterized by practicing creative hobbies and 
problem-solving in leisure or work activities. Pro-c creativity follows small-c 
creativity and is found in professional-level creative activities. Finally, big-c 
creativity, or eminent creativity, is regarded a genius, producing creative acts 
highly influencing society such as inventing a life-sustaining treatment or solving 
a world crisis.  
 
Some skills and aptitudes are general and relevant to any domain, whereas others 
are more specific and suited for select domains. It is also likely that for small-c, 
domain specificity is rather low, but it is extremely high for big-c creativity (Fürst 
& Grin, 2018). We are educated concurrently through our self-activities and our 
interactions. Consequently, this way of metaphorizing creativity moves beyond 
the idea that creativity is a special quality for select individuals is clearly dismissed. 
Creativity is viewed as a universal disposition held by each individual, giving rise 
to the creative everyday practice of all human beings and pictured as a collective 
form of identity and self-expression happening in and through everyday work 
(Strand, 2011). Regardless of the type of creativity, all creative acts require the 
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individual to exercise adaptability and flexibility when confronting new problems 
(Nierenberg, 1982, p.19). 
  
This paper explores neither big-c nor mini-c creativity, but the phenomenon 
described by Csikszentmihalyi (Richards, 2007, p. xi) as small-c or everyday 
creativity. Richards (2007, p. 27) explains that small-c creativity is a matter of “a 
fundamental survival capability” that requires one to develop new solutions to 
new problems. Creativity is an innate quality expressed through each individual 
and often linked with solving everyday problems by creating new alternative or 
atypical solutions that may result in progress, innovation, and organizational 
change (Lebedeva et al., 2019). Everyday creativity is defined (Richards, 2010, p. 
190) "in terms of human originality at work and leisure across the diverse activities 
of everyday life." This enables people in ordinary jobs (e.g. industrial cleaners; 
emergency relief workers; and entrepreneurs) to successfully manage new tasks 
and challenges as they shift between creative and non-creative acts to overcome 
the challenges experienced in their work environment (Hertel & Wicmandy, 
2018). For our purposes, this definition is useful to show that people perform 
creative acts when they perform activities involving a progression of ideas that 
can transform the elements of reality into something new. 
 
Unlike the work produced by big-c creativity Workers performing common, 
everyday tasks involving small-c creativity are not the role models of creativity. 
This work generally goes unnoticed, unrecognized and unrewarded that never 
leads to medals, honors, or promotions (Richards, 2011). This article will discuss 
whether everyday creativity is actually far more important than survival instincts. 
In terms of philosophy, this paper will address whether everyday creativity is a 
question of being and more precise: being human.  
 
Richards (2018) and Strand (2011) show that metaphors can be applied for 
comprehending the very essence of creativity. Richards (2018) is occupied with 
aha-experiences while Strand (2011) develops a triadic system of creativity which 
leads to the conclusion that creativity is a metaphor for the contemporary 
economy. However, what happens if Richards (2018) and Strands metaphorization 
gets turned inside-out and we claim that everyday creativity is metaphorizing? 
Could this lead to the conclusion that everyday creativity is a matter of being and 
therefore a phenomenon being far more important than survival capabilities?  
 
This paper will introduce three case studies employing everyday creativity to 
reveal the connection between everyday creativity and metaphorization, the 
action or process of creating something metaphorically or making a metaphor of 
something (Merriam-Webster Dictionary, 2019). Then, we explain the different 
metaphors integrated with each case.  
 
 

http://www.journalcbi.com/
http://www.journalcbi.com/ideation-using-analogies.html
http://www.journalcbi.com/ideation-using-analogies.html
http://www.journalcbi.com/ideation-using-analogies.html
http://www.journalcbi.com/ideation-using-analogies.html


48 | P a g e  
 

 
 
Journal of Creativity 
and Business 
Innovation, Vol. 6, 
2020. 
 
www.journalcbi.com 
ISSN 2351 – 6186 
 
 
This paper is available at: 
http://www.journalcbi.co
m/metaphors-
complement-everyday-
creativity.html 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Methodology  
The following section will outline the methodology applied to collect and analyze 
the empirical data for three case studies to bridge the role of metaphors with 
everyday creativity.  
 
All three cases included the use of semi-structured interviews. To prepare for the 
interviews, questions were created and followed interview guides that grouped 
questions into themes (Easterby-Smith, Thorpe, and Jackson, 2012; Kvale and 
Brinkman, 2009) to ensure the questions were asked in a consistent and orderly 
manner (Kvale and Brinkman, 2009). The guide also helped the researcher 
reformulate the questions as needed to probe deeper, propel the discussion, and 
ensure the necessary information was obtained. The interviews followed Kvale 
and Brinkman’s (2009) protocol for conducting a standard interview. Each 
interview opened with an introduction where the researchers introduced 
themselves. Then, the research objectives, research aims, and purpose of the 
study along with the research agenda were reviewed. In addition, the interviewer 
granted interviewee anonymity. In each case, the interviewee stated his name, 
background, and role. The interviewee granted permission to record the interview 
for transcription purposes and further analysis. The interviewers asked one 
question at a time and avoided asking loaded and leading questions that could 
influence the participant's responses (Baškarada, 2014). Upon completion, the 
researchers conducted a member check. The brief dialogue summarized the 
findings and the interviewee was asked to confirm, correct, and clarify any 
ambiguous notes as well as answer any remaining questions. This step also 
ensured the researcher reported the interviewee's intention and guarded against 
the researchers injecting their personal bias in the responses (Cho & Lee, 2014). 
The interview ended when the interviewer verified all questions had been 
adequately answered.   
 
The answers were analyzed using a hermeneutic approach, an interpretive 
systematic method to understand the meaning in actions and communicate it 
using both verbal and non-verbal expressions (Gummesson, 2003). This tacit 
knowledge which is rich of subtle signs, gestures, facial expressions, and symbolic 
objects was transformed into words and these findings were combined with the 
reflections and setting details on items such as cleaning schemes and worker 
attitudes to produce the final analysis (Creswell, 2013; Gummesson, 2003).  
 
The first case study explored the individual and collective behaviors of industrial 
cleaners. Data was collected via observation and interviews, which occurred both 
onsite at the industrial kitchen and at Aalborg University in Northern Denmark. 
Apart from one team leader with extensive industry knowledge and experience, 
the remaining nine research participants were industrial cleaners holding up to 10 
years of industry experience. Observations included both the team and the team 
leader. However, only the team leader participated in numerous informal 
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interviews and 10 semi-structured formal interviews that ranged between 2 and 
2.5 hours. Observing the workers in their natural work environment (Easterby-
Smith, Thorpe, & Jackson, 2012) allowed the researcher to peer into the cleaners’ 
routine cleaning methods, including metaphoric gestures that are produced by 
the hands and forearms and often coincide with or extend linguistic metaphors 
(Beattie & Sale, 2012). During the observations, the researcher captured field 
notes that included his observations about worker conditions, contingencies, 
cleaning schemes, metaphors, and interactions. 
 
The second case study reviewed how the City of Houston contacted a faith-based 
organization to provide relief services and temporary shelter during the wake of 
Hurricane Harvey in 2018. The empirical data was collected via observation 
through a post-event guided tour and from one 90-minute semi-structured 
interview that was open, in-depth and more conversational in nature. The church 
manager was appointed as the sole interview source due to his specialized 
knowledge from holding both a key position in the church and an integral role 
during the disaster relief. The goal of the interview was two-fold. First, the 
researchers explored how a small team with limited emergency resources and 
disaster relief preparedness employed everyday creativity to develop and 
implement effective, life-saving strategies and processes that bypassed time-
intensive planning. The findings illuminated rich insights into the organization's 
unscripted emergency practices. The interviewee talked during the majority of the 
interview as he reflected on the numerous emergency situations the team 
encountered during Hurricane Harvey and shared the most significant and 
meaningful events.  
  
The third case study involved a businessman applying everyday creativity to 
rebuild his business in the aftermath of Hurricane Maria, St. Croix, U.S. Virgin 
Islands in 2018. This case study employed a 1.5 semi-structured research 
interview to capture the participant's main experiences, entrepreneurial 
highlights, understanding of how Hurricane Maria impacted both the 
interviewee's business and other businesses on the Virgin Islands. In addition, the 
interviewee discussed how he handle losing his business, what actions he 
produced in order to overcome the challenges he faced and a description of what 
he considered the most important lessons from his experiences.  
 
Theorization 
Everyday creativity is not a matter of mind or body but is rather a matter of the 
embodied mind. This expression refers to the basic assumption that mind and 
body are inseparable. Therefore, employees integrate both body and mind while 
applying metaphors to everyday creativity. However, despite this, some of these 
metaphors can be regarded as preferential physical metaphors, interpersonal 
metaphors, and preferential cognitive metaphors. The following analysis serves to 
illustrate the role of metaphors in everyday creativity. The intention of this paper 
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is not to develop an exhaustive list of metaphors involved in everyday creativity 
but rather to develop a first and very premature description. Later, a more 
extensive list of metaphors often employed in everyday creativity will be 
developed.  
 
Everyday creativity appears to be a phenomenon which can be divided into 
different  subcategories depending on aspects such as e.g. (1) purpose, including 
the outcome of the creative act, (2) scene, or environment of creative acts, (3) the 
cognitive  ‘level’ of producing  creative acts, and (4) involvement of the actor’s 
body and mind (Fürst & Grin, 2018). According to Fürst and Grin (2018), the 
distinction between the creative person, process, and product may be the most 
established one in creativity research. The creative person encompasses many 
cognitive abilities, personality traits or emotional states that allow one to 
rearrange the mental building blocks to make a new structure, order, and relation 
that will form a new solution. The creative process refers to the dynamic 
progression of thoughts and actions that a person employs to achieve creative 
output. Thus, creativity is the interaction among aptitude, process, and the 
environment by which one produces a solution that is suitable, new and fits within 
a social context (Lebedeva et al., 2019). The scene is important since it (cf. 
Goffman, 1986) functions as the frame. Whenever there is a frame there will be 
frame element which basically can be described as the phenomenon an actor 
connects with the context, which is constantly changing. For instance, consider an 
industrial kitchen cleaner who's cleaning scheme is constantly changing. If he 
thinks creatively, he can observe another cleaner's technique to prepare himself 
for the task. By examining this future frame, the cleaner has an opportunity to 
exercise creativity and make the proper adjustments to his current cleaning 
practice. The result: the cleaner improves his technique and produces better 
cleaning outcomes. The involvement of the actor’s body and mind is partly 
inspired by Burke’s (1984, p. 20) description of the actor's attitude that enables 
the actor to activate ingenium. This also means that an attitude must be 
connected to the actor’s competency, skill, and knowledge. The scene or context 
also vary by the purpose, the power relation and the type of creative acts being 
conducted such as whether they are produced during work hours or leisure time. 
For instance, the creative acts produced in a scene such as a cold work 
environment with slippery floors will differ sharply from the scene in a 
comfortable home environment that stimulates drawing for fun. 
 
What are metaphors? 
Grassi (2001, p. 33) claims, in correspondence with Lakoff and Johnson (1999), 
that metaphors help people structure their world. Richards (1965, p. 96) 
introduces the concepts of tenor and vehicle to explain the interplay between 
figurative and non-figurative words, sentences, paragraphs, texts and even 
thoughts (Richards, 1965, p. 94). Thoughts, and thereby cognition, are important 
in relation to everyday creativity since metaphors are applied whenever one 
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thinks of or perceive something in terms of something else (Richards, 1965). In 
essence, "they deal with similarity and relationships and are thought to hold the 
clues to the nature of human creativity" (Nierenberg, 1982, p.122) 
 
In everyday life, metaphor is the fundamental process that helps the individual 
process reality as the language grows and adapts itself to the evolving world. 
However, language is also a phenomenon of influencing and developing reality. 
To think of and to perceive something in terms of something else is basically a 
matter of involving a metaphor, which is continuously referenced and used in 
language to increase understanding and solve problems (Gibson & Zellmer-Bruhn, 
2001).  
 
According to Grassi (1994, 17), the word "metaphor" itself is a metaphor derived 
from the Greek word metapherein which means to transfer. The transference of 
meaning in everyday creativity can be related to Grassi’s (2001, p. 92) use of the 
concept named ingenium which according to Grassi (1994) is an essential human 
competence. Ingenium originally was described by the Italian medieval 
philosopher Giambattista Vico (2013), refers to the process of uncovering the 
similar in the dissimilar phenomenon. For instance, when discussing website 
design with a novice, a basic website template can be compared to a frozen TV 
dinner. While many may be unfamiliar with web design, almost everyone 
understands the limitations associated with a frozen TV dinner. Both can be 
prepared fast, require little training, and offer extremely tight constraints for 
customization.   
 
Metaphors connect human experience with imagination (Nierenberg, 1982). Our 
conceptual system, in terms of how we think and act, is mostly automatic. Our 
conceptual system also plays a key role in guiding how we construct reality, which 
is fundamentally metaphorical in nature. In doing these things, metaphors 
facilitate and expand our knowledge. Likewise, when we attempt to understand 
the organization's operations and employees, we often use metaphors as a way 
to enhance explanations (Lakoff & Johnson, 1999). Metaphors of creativity play a 
crucial role to open new perspectives for sensemaking and learning from top 
managers to blue-collar workers (Lakoff & Johnson, 1999). We will now draw on 
the material from the aforementioned three case studies to illustrate our point.  
 
Preferential physical metaphors 
A metaphor belonging to the first type, which will be named "eye-of-the-
beholder," was observed among the industrial cleaners. This spatial metaphor is 
a type of metaphor that provides an automatic link between time and change 
(Borodisky, 1999), which can describe the industrial cleaners’ ability to not only 
master but also mimic the quality cleaning standard set by the production 
manager and health inspector under conditions of a constantly changing 
environment and his need to stay ahead of schedule. Therefore, by walking 
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around the room, the industrial cleaner can regard a physical work area as clean 
from the perspective of both the production manager and the health inspector. In 
this sense, industrial cleaners develop the finesse to clean a specific setting 
containing select tools and machines and continuously adapt his "eye" as the 
quantity or type of fish being processed changed. The team leader highly valued 
this time-saving competency among his crew because valuable time was wasted 
when the worker cleaned too much or too little. In other words, extra time was 
consumed by over-cleaning. But cleaning too little was also counterproductive. 
When he cleaned too little, sanitation standards were violated and the health 
inspector would require additional cleaning, which interrupted operations and 
delayed production. However, it is important to emphasize that the metaphor, in 
this case, is not a creative device but rather a device enabling the employees to 
uses spatial language metaphorically to describe other domains (e.g. developing 
an eye to determining clean versus unclean) to reveal everyday creativity. 
 
Interpersonal metaphors 
While working with the spatial metaphor we experienced the team leader 
applying another metaphor, called empathy. This metaphor describes the ability 
of one person to adopt another person's attitude to create a new method for 
developing competencies and skills. The first part of this development involves 
exercising reflexivity. After sufficient time of shadowing a seasoned cleaner, the 
new team member began working solo. Initially, the cleaner struggled to 
satisfactorily clean all surfaces within the allotted time. During this time, the team 
leader continuously monitored the worker's output to ensure time reduction did 
not produce low-quality work. The new employee needed to develop an effective 
level of cleaning skill (Dreyfus & Dreyfus, 1988) that met sanitary standards. In 
fact, to reduce time consumption, the worker learned to improvise cleaning 
methods. Although the seasoned trainer taught him to clean, the new employee 
had to continuously hone his craft and try new techniques to accommodate the 
changing conditions. Thus, employing creativity in everyday work enables one to 
generate new approaches to his cleaning routine to reduce time consumption. 
This metaphor applies to the team leader's ability to train the new cleaner and 
develop his training technique that would produce solid cleaning with a surplus of 
time. Consequently, this "slack" permitted the cleaner to tackle unanticipated 
work. Thus, the metaphor in this scenario serves as a business strategy that 
enables the manager to instill creativity in the work that resulted in efficient and 
effective cleaning strategies. 
 
Preferential cognitive metaphors 
Next, the preferential cognitive metaphor includes the strategic metaphor. The 
strategic metaphor is defined as "a linguistic construction of carefully chosen 
words, which conveys the essence of the organization’s strategic intent and its 
core values" (Cunningham & Harney, 2012, p. 60). It captures the essence of an 
organization's activities and was observed while working with the businessman 
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from St. Croix, US Virgin Islands who endured massive destruction during 
hurricane Maria. The natural disaster destroyed his business, production 
machinery, and most valuables. In addition, loss of revenue required him to 
dismiss all staff.  
 
After the hurricane, the businessman and his wife cleared the debris. Any 
salvageable items along with former customer records, his stellar business 
reputation, and narrative from the first business were used to launch a new home-
based business. Starting a new business required the businessman to develop a 
new business plan, use the children's college fund for start-up capital, and work 
hard. The strategic metaphor applied in this case was an extraordinary metaphor 
used to reduce complexity by studying the past narrative to handle the present 
situation. The point is not simply to learn from the past by focusing on simile but 
just as much to focus on the difference in order to develop a frame for 
comprehending present challenges. While the actor recognizes the past narrative 
will never be repeated, it can be used to create a similar frame that reduces 
complexity and facilitates understanding of the present situation.  
 
Visual metaphors 
The visual metaphor is similar to the strategic metaphor, which reduces 
complexity to handle complicated situations. However, the visual metaphor 
produces a very simplistic image that facilitates the actors to act under 
unpredictable, unstable, and complex contexts. This metaphor was observed 
while studying a Houston-based church that transformed the facility into an 
emergency shelter to help Hurricane Harvey victims. This transformation included 
the development of a safe and secure way to distribute goods, especially 
necessities such as food, blankets, and medicine. Relief workers were mainly 
church members and they quickly realized that the effective and efficient 
distribution of goods depended upon leveraging their creative potential, or the 
presence of various personality traits (e.g., openness) and aptitudes (e.g., 
divergent thinking (Fürst & Grin, 2018) to produce results. In this case, the 
inexperienced crew created a warehouse by mimicking Walmart’s retail 
distribution system to overcome the supply chain issue. One classroom was 
rearranged to function as a warehouse where all incoming goods were stored and 
registered. During operating hours, customers were allowed to "shop" during 15-
minute intervals. This strategic metaphor that linked the Walmart distribution 
system with the emergency scheme was never confused with reality and both 
hurricane victims and relief workers were well aware of both simile and difference 
between the reality they experienced, and the image created.  
 
Tangible metaphors  
The final metaphor is a tangible metaphor. Despite the slightly contradicting 
name, this preferential cognitive metaphor works as a tangible guideline in 
everyday life. It is a metaphorical framework for actions to solve problems. This 
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metaphor was identified while studying the team of industrial cleaners. However, 
it was not developed by the cleaners but by an external consultant. In this 
situation, the cleaning crew faced a unique challenge. The team spent significant 
time cleaning the fillet line, but the cleaning agent failed to effectively remove the 
fish oil. In fact, instead of containing the fish oil, it actually spread and caused the 
team on the next shift to spend additional hours re-cleaning the same surface. 
Unfortunately, all workers were unsuccessful at sanitizing the area. This incident 
illustrates that current thought patterns and existing solutions may be ineffective 
to solve new problems that initially appear similar to the everyday cleaning 
scheme. In this case, the team leader was forced to contact an external consultant 
for a solution. The consultant advised the team to adapt to the changes in the 
environment and try to foam an unfoamable soap. The process of foaming an 
unfoamable soap produced a new chemical cleaning compound, which quickly 
lifted the fish oil. The case is interesting since it illustrates a tangible metaphor in 
a work-based setting where unfoamable soap is seen as being foamable. It is also 
a more radical case of everyday creativity. To understand this case of everyday 
creativity, we can apply the concepts of paradigm and syntagm known from 
Saussure’s (2011) semiology. A syntagm is a linguistic unit composed by a set of 
linguistic forms (phonemes, words, or phrases) that are in a sequential 
relationship to one another, and always composed of two or more units. This 
means that the syntagm can be composed by different element and these 
elements are picked from different paradigms. The cleaning crew works within a 
certain understanding or syntagm of cleaning and combines different types of 
paradigms which can be understood as the cleaning tools, methods, chemistry, 
and more. The consultant offers the creativity produced while crossing the 
paradigmatic limits of understanding and suggest foam an unfoamable chemistry.  
 
Discussion 
When it comes to everyday creativity, metaphors bridge ideas built on similarities 
and differences between two distinct elements. When we claim that metaphors 
work like bridges, we mean that metaphors in varying ways enable humans to 
transfer a known phenomenon to an original situation. In this context, the use of 
a metaphor can be considered as an act of ‘pure creativity’ since its primary 
function is to stimulate the creative process and use one’s experience and 
imagination to ‘evoke and suggest new ways of doing things’ (Palmer & Dunford, 
2008). An illustration of this can be found in the metaphor named the "eye of the 
beholder." In the case studies, this concept refers to industrial cleaners imagining 
what the health inspector would perceive as acceptable cleaning during the final 
inspection. Another example is strategic metaphor which refers to the 
businessman applying the past narrative to overcome present challenges and 
reduce future complexities. The last case demonstrates how the external 
consultant applied the image of formable chemistry to change the chemistry of 
soap in order to solve a challenging cleaning problem. 
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However, what we describe as bridging or metamorphism is only possible since 
man, as stated by Burke (1989, p. 62), is the so-called inventor of the negative. 
Burke (1989) refers to the French philosopher Henri Berson who states that there 
is an absolute absence of the negative in nature. In other words, the negative is a 
human construction and therefore a phenomenon applied by Burke (1989) while 
defining human beings. In the context of everyday creativity, is it the negative 
which enables man to imagine what is not and what is not yet. Human beings pass 
often pre- or subconsciously between simile (identity) and difference (non-
identity) during the production of everyday creativity. There is an important 
connection between creativity and ingenium since the latter has the ability to 
produce something new, unexpected and astonishing (Grassi, 2001, p. 92). We 
assume that if the interplay between identity and non-identity is lost, we might 
sense a lack of ingenium e.g. produced by dead metaphors based on internalized 
interpretational scheme producing well-known, expected and predicted 
connotations. Thus, ingenium is essential for metaphorism and, therefore, is an 
important ingredient in everyday creativity.  
 
We agree with Lakoff and Johnson (1999) when they claim that metaphorism is 
even involved in our neural processes based on the interplay between body and 
mind. Bodily metaphors are obviously not a new approach since Vico (2013, p. 
160) already in the 1700 century describes how language was developed through 
metaphors based on the human body. Everyday creativity involves metaphors and 
is produced through an interplay between the creative person’s body and mind - 
of which the two are nearly inseparable - making creativity an attribute of life 
(Nierenberg, 1982, p.19). Everyday creativity is, therefore, a complex interplay 
between the embodied mind (Lakoff & Johnson, 1999) and metaphorism which 
includes ingenium. 
 
Everyday creativity is not a rational phenomenon produced whenever one 
discovers a creative solution to overcome an everyday challenge. Everyday 
creative acts can be produced randomly and then turn into ordinary and 
internalized acts. In some cases, everyday creativity is produced as the 
consciously, pre-consciously or unconsciously experience of a shock (Schutz, 
2005) produced as a consequence of a disconnection between one's internalized 
pattern of acts and the demand of current challenges. The expression 
"internalized pattern of acts" cannot be reduced to a mechanic repetition of acts. 
Heraclitus explains that the changes in the actor and context make it impossible 
for anyone to repeat the same identical act twice. That is, not two things being 
exactly the same. Complete sameness between any two things has never been 
demonstrated. We should always be aware of the difference in any method. 
Uniqueness and nonidentity among all things should be considered common. If 
employees are observed, certain behavior patterns will surface, an internalized 
attitude, an understanding of the social order as well as an understanding of the 
tasks to be completed. Thus, as experience grows and we continue to deal with 
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new things successfully, behavioral patterns develop (Lebedeva et al., 2019). 
Despite the behavior patterns, an observer will be able to identify experienced 
employees based on their actions. However, employees or actors will in some 
situations be unable to solve everyday problems with the internalized pattern of 
acts. In such cases, everyday challenges can be divided into divergent and 
convergent problems often solved through abductive processes (Peirce, 1998) 
where abduction refers to applying induction for developing a hypothesis of 
possible solutions while facing unexpected phenomenon in reality.  
 
Metaphors are tropes (Albeck1996, p. 114) just like irony, synecdoche, and 
metonymies. So, analyzing the role of metaphors in everyday creativity might 
make us consider deducing or generalizing our results to the rest of the tropes. 
Extending our results will among other things presuppose that the connection 
between the different types of tropes is strong enough to justify the 
generalization. Therefore, it seems appropriate to discuss the connection 
between the different types of tropes. Vico (2013, p. 162) claims that figures of 
speech can be reduced to four types: metaphor, metonymy, synecdoche, and 
irony. He (Vico, 2013, p. 160) furthermore believes that metaphors historically 
developed from metonymy and synecdoche. Richards (1965) notes that 
metaphors are based on resemblance, and he thereby implicitly highlights the 
interconnection between simile and metaphors. Simile could be the connection 
between tropes. Nevertheless, we think that Ricoeur (2007, p. 114) provides a 
stronger classification of metaphors when he states that metaphors “...takes place 
at the point where several semantic fields intersect”. Ricoeur’s description of this 
intersection, which sometimes is experienced as a clash, is of great importance 
since he both describes it as an event and shows how the intersection results in 
polysemy (Ricoeur, 2007, p. 136). The polysemy will be present in living metaphors 
and in such cases will one be forced to decide which meaning to follow. The reason 
for introducing Ricoeur’s description of the metaphorical event is that it 
underlines that metaphors are not just about simile but rather about the interplay 
between similarity and difference.  
 
However, synecdoches represent cases where a) the part represents the totality 
or b) cases where the totality represents the part. Metonymy is cases where two 
connected or related expressions are exchanged with one another. Still, it is rather 
difficult to make a clear distinction between metonymy and synecdoche and Wille 
(2011, p. 162) therefore suggests that we avoid trying to separate into two 
different categories. Instead, Wille (2011) states that synecdoche should be 
considered part of metonymy together with hyperbole, litot, euphemism, etc. This 
basically means that we deal with a division between metaphor, simile, 
metonymy, etc. Ivie (Enos, 2009, p. 268) states that this understanding is 
challenged by those who regard metaphors as the tropological essence of 
language and as a consequence reduce the rest of the tropes to variations of 
metaphors. Albeck (1996, p. 116) confirms that metaphors now and then are used 
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as a concept for all types of tropes. Metaphors are based on what Vico (2013, p. 
162) describes as ingenium involving the dialectical interplay between simile and 
resemblance between different elements (Grassi, 2001, p. 13-14). However, 
despite that, all type of tropes might be a result of creativity it seems rather 
difficult to imagine everyday creativity as a result of e.g. metonymy and simile. 
We, therefore, agree with Vico when he states that metaphors take a special 
position since they are not only a luminous but also the most common and basic 
figure (Vico, 2013, p. 159). Grassi extends Vico’s perspective by stating that 
metaphors “...lie at the base of human cognition” (Grassi 2001, p. 98). In other 
words, metaphors are the base of cognition as well as of perception and they, 
therefore, take a prominent position compared to other types of tropes. In other 
words, it does not seem relevant to extend the discussion about metaphors to all 
types of tropes. 
 
We have briefly described everyday creativity as following abductive processes. 
It, therefore, seems appropriate to include a final discussion of the connection 
between everyday creativity, abduction, and metaphors. When Peirce (1998, p. 
273) infrequently mentions metaphors he uses hypoicon as a concept to 
comprehend the phenomenon (Anderson, 1984, Jiang, 2018, Sørensen, Thellefsen 
& Moth, 2007). Hypoicons are, in compliance with the rest of the Peircian 
phaneroscopy, divided into three different categories. Metaphors, which are 
located at the third category of hypoicons, are described as “...representing a 
parallelism in something else…” (Peirce, 1998, p. 274). The similarity between 
different things is clearly convertible with the comprehension of metaphors we 
find in both Vico (2013) and Grassi (2001). However, the reason for turning to the 
Peircian approach is not a simple question of convergence but a surprising passing 
remark by Eco (1979, p. 133) stating that “... a metaphor, which at first has to be 
abductionally interpreted”. The abductive process (Peirce, 1998, p. 231) starts 
with the observation of surprising facts which feed our curiosity and starts the 
deduction of a hypothesis which might work as an explanation. A final inductive 
test will enable one to examine the hypothesis which was originally produced as 
a result of astonishing facts observed at the very beginning of the abductive 
process. Eco, therefore, seems to indicate that language user, during the 
interpretation process, applies Peirce's abductive reasoning in order to handle the 
polysemy produced by metaphors. After explaining the connection between 
Vico/Grassi’s metaphorism and the Percian abduction will we now turn to the 
conclusion. 
 
Conclusions 
Everyday creativity at work is produced whenever employees, or managers for 
that sake, are forced to develop creative solutions to everyday challenges. Our 
case studies have uncovered a number of metaphors involved when people at 
work produce creative acts. The list of metaphors is obviously not conclusive, and 
each of the metaphors can probably be developed further and more can 
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undoubtedly be added. However, we can conclude that our analyses and 
theoretical work clearly shows that everyday creativity is a process based on the 
embodied mind which means that employees and managers need to integrate 
both body and mind while developing the metaphors required for producing 
creative acts. Metaphors run from ingenium, which involves a dialectical interplay 
between simile and resemblance between different elements. The connection 
between creativity, metaphors, and ingenium is probably not a major surprise 
since Grassi, as mentioned above, describes the latter as the ability to produce 
something new, unexpected and astonishing. 
 
Applying the results 
In this section, we will discuss the application of our research in everyday 
organizational life. We will focus on the premature classification of 
metaphors previously introduced. We perceive metaphors as essential for 
producing creative acts and furthermore assume that future research in varying 
organizational contexts will add new categories and types of metaphors. 
Uncovering metaphors implicitly or explicitly included in everyday work enables 
us to understand what employees do at work. While engaged in everyday work, 
ordinary workers produce both creative and non-creative acts to solve everyday 
tasks and challenges. Passing between creative and non-creative acts means that 
employees can intuitively separate different categories of acts. It also means that 
they intuitively analyze the context, the challenges they face, and identify acts 
assumed to solve the challenges. Employees base acts on several implicit 
assumptions and, therefore, seems to function in ways which are comparable 
to Peirce’s (1998) description of abductions and Blumer’s (1969) description of 
symbolic acts.  
Understanding creative acts enables us to typify these acts and transform some 
of them to repeatable and automatized non-creative acts or schemes. 
Transforming creative acts to non-creative acts can help the organization and 
employees save resources and capacity, which enables employees to concentrate 
on more important tasks. Introducing newcomers to repeatable and automatized 
acts can furthermore be the first step in on-the-job training. However, 
understanding what employees do while passing between different acts to solve 
challenges enables us to understand important aspects of their lifeworld. A 
lifeworld (Brosnan, 2019) comprises language, concepts, and identity and it 
therefore comprises conscious, pre-conscious, and unconscious elements. 
Essential part of this lifeworld is the metaphors already introduced. Metaphors 
introduced in this article and metaphors unveiled in future research can help us 
comprehend the employees' identity and intellectual capital, and this is valuable 
knowledge e.g. while training and educating newcomers.  
We suggest focusing on the analysis of metaphors involved in everyday, or small-
c, creativity since such analysis can raise awareness of and provide a deeper 
understanding of the intangible ingenium involved in the production of creative 
acts. Ingenium (Vico, 2013) is the mediating element between everyday 
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challenges and creative acts. We can, as previously described, regard ingenium as 
a process uncovering the similar between dissimilar phenomena. Metaphorically 
expressed is ingenium the doorway between everyday challenges with creative 
acts. This means that analyzing ingenium leverages everyday creativity to help 
individuals overcome challenges. We suggest employers and employees analyze 
and categorize everyday challenges.  to reveal hidden patterns. This process 
enables the parties involved to divide everyday challenges into general categories 
to reduce or eliminate some challenges e.g. by changing procedure, methods, 
equipment, etc. General types of categories will furthermore be helpful while 
conducting on-the-job training.  
We connect ingenium to a context that is not reducible to the physical workplace 
but involves an often culturally framed mental universe, which may equate to 
intellectual capital. The latter involves cognitive processes and they comprise 
reflections, perception, reception, memory, etc. We suggest analyzing the mental 
universe involved in creative acts and we previously introduced visual metaphors 
because of such an analysis. At work, we base our mental universe on shared 
everyday knowledge, and this means we mainly generate creative acts from a 
shared commonsense knowledge. However, some challenges require more than 
common sense can offer, and they therefore represent an opportunity to develop 
(radical) new creative acts. Spin-off from such (radical) new creative acts is the 
development of a new co-text and a new context that includes a new mental 
universe based on adopting new knowledge. We assume that the creative acts 
shared by e.g. employees at one point will transform non-creative acts towards 
emergent business solutions based on mutually-shared commonsense 
knowledge. 
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