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Abstract: This paper aims to explore how authentic leadership potentially
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1 Introduction

In the present business world where competition is at its peak, every organisation needs
to attain competitive advantage for its survival and growth. Scholars and practitioners
have argued that innovation capability is a prerequisite to fulfil this strategic requirement
(Calantone et al., 2002; Wallin et al., 2011). Innovation capability can be increased by
building on employees’ innate creative potential that is the building block of innovation
(Amabile, 1988; Zhou and George, 2003). Innovation and creativity both are effected by
various contextual factors, leadership being foremost among them (Carmeli et al., 2013;
Rego et al., 2014). However, the mechanism through which leadership boosts and
stimulates the innovation process is still not clear (Crossan and Apaydin, 2010). Prior
studies suggest investigating this linkage with forms of positive and authentic leadership
(Avolio and Luthans, 2006; Lorenzi, 2004).

Moreover, in this competitive era, it is necessary to encourage employees’ positive
attitude and inspire them to exhibit positive work behaviour in order to regulate fairness
and transparency in organisations. Here too, authentic leadership should be taken into
consideration. In this line, Paulus (2008) and Rego et al. (2012) suggested further
investigation on how authentic leadership effects creativity and innovation. Similarly,
Cerne et al. (2013) also recommended further inquiry on the mechanism through which
authentic leadership effects innovation and called for more understanding on this notion.
Researchers have posited creativity as a composite of three components, namely: intrinsic
motivation (inner motivation to perform any task), domain-relevant skills (knowledge
and expertise in a particular domain) and creativity-relevant skills (creative and divergent
thinking skills). This work, in an integrated way (Amabile, 1996) strengthens firm’s
innovation capability which is an instrument to drive their success (Blackwell, 2006;
McMullen and Shepherd, 2006). However, there is a lack of studies on the linkages
among creativity components and innovation. In this concern, Baer (2012) called for
further inquiry to examine innovation and creativity and advance the current
understanding on this linkage. Thus, the motivation behind the present study is to address
these calls for research and develop a mechanism to reinforce the innovativeness of
organisations (Kumar and Uzkurt, 2010) through creativity and authentic leadership
(Avolio et al., 2009).

The current research integrates extant literature on leadership, creativity and
innovation capability. We propose a conceptual framework that explains the effect of
authentic leadership on each of the creativity components, and their impact on
organisational innovation capability. The major purpose is to develop an understanding of
the mechanism through which authentic leadership potentially leads to superior
organisational innovation capability.

This study first portrays the methodology of the research, followed by a conceptual
framework and a review of the relevant literature. Subsequently, the discussion part
enumerates proposed linkages with theoretical and practical implications of the study.
Future prospects and gist of work further conclude the current study.
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2 Methodology

Drawing upon a systematic review of major theoretical studies that are affirmed
through empirical research, this paper begins by proposing a conceptual framework that
identifies the linkages between authentic leadership, creativity components, and
organisational innovation capability. The framework has got its shape as per a review of
the relevant literature in the domain of authentic leadership, creativity and innovation.
To identify publications and accomplish the searching procedure, various electronic
databases were used like Ebscohost, Proquest, and Google Scholar at the initial stage of
review, ‘authentic’ and ‘innovation’ were used as keywords paired with ‘leader’ or
‘leadership’. Later, the review became more specific to innovation capability. During
the review, it became known that creativity needs attention to increase innovation
capability as it holds the strength to impact innovation capability significantly.
Creativity also emerged as a link between authentic leadership and innovation capability.
This research employed the snowball approach to access the relevant literature by
probing references of appropriate publications. The resulting framework will assist
organisations in determining how the presence of authentic leadership affects
innovation capability via three components of creativity; all these linkages are elaborated
later in this study.

3 Conceptual framework

With rapid development of the knowledge economy, organisations warrant updating their
strategic thinking with regards to competitiveness via developing their capabilities (Singh
and Rao, 2016a, 2016b). Specifically, organisations need innovation capabilities for
creating innovative outcomes (Verma and Rao, 2016; Wallin et al., 2011). Creativity
becomes a prerequisite for boosting innovation capability (Mone et al., 1998; Cooper,
2000) and the role played by leadership becomes prominent.

In an attempt to address these lacunas of literature, the present study proposes a
conceptual framework that explores the relationship between authentic leadership,
creativity components and innovation capability.

The proposed framework is shown in Figure 1. It argues that authentic leadership
fuels each component of creativity (intrinsic motivation, creativity-relevant skills,
domain-relevant skills); these in turn enhances a firm’s capability to innovate by
motivating employees to create, acquire and transform their knowledge into new one in
order to produce new products and services (Cohen and Levinthal, 1990; Lawson and
Samson, 2001). This paper proposes that authentic leadership as a social context affects
each component of creativity, where the interface of these reveals a higher degree of
creativity (Amabile, 1997) and further boosts the level of innovation capability.
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Figure 1 Conceptual framework
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4 Theoretical foundation for the framework

4.1 Authentic leadership

Authentic leadership was first introduced by Bass and Steidlmeier (1999) in the context
of transformational leadership. It comprises of four characteristics — stimulating
motivation, idealised impact, individualised attention and intellectual stimulation. Based
on these features, transformational leadership has been categorised into two dimensions
namely, authentic transformational leadership and the pseudo-transformational
leadership. Authentic leadership emphasises high levels of morality and ethical values
whereas pseudo leadership holds a deficiency of moral values and is driven by
selfishness. According to the Bass and Steidlmeier (1999) categorisation, authenticity is
the part of transformational leadership that is authentic transformational leadership. In
this style, leaders have a high level of morality and an ethical value which has positive
influence on creativity (Bierly et al., 2009; Valentine and Prater, 2011). Luthans and
Avolio (2003) outlined authentic leadership in terms of positive traits of individuals
including hope, optimism, resiliency and confidence, which are the outcomes of a
leader’s self-regulated behaviours and self-awareness. Avolio and Gardner (2005)
characterised authentic leaders as those who are aware of their own thinking and
behaviour. The extant literature on leadership defines authentic leadership as comprised
of relational transparency, self-awareness, internalised moral perspective and balanced
processing. Relational transparency refers to the extent of openness of leaders with others
in terms of relationships, information sharing and expression of thoughts that provides
opportunities to the followers. Self-awareness refers to the awareness about one’s own
strengths, weaknesses as well as others perceptions towards oneself (Kernis, 2003;
Walumbwa et al., 2008). Internalised moral perspective represents benchmarking of high
standards for ethical and moral values, and taking decisions as per the internalised moral
values and not due to the societal pressure (Avolio and Gardner, 2005; Gardner et al.,
2005; Walumbwa et al., 2008). Balanced processing refers the extent of leader’s
capability to analyse the data and take decisions based on all the positive and negative
views related to the issue (Gardner et al., 2005; Walumbwa et al., 2008).

Various researchers’ demarcated authentic leadership as the combination of all
positive psychological abilities (Shamir and Eilam, 2005; Cooper et al., 2005; Sparrowe,
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2005). George (2010) described authentic leaders as real people who believe in
maintaining positive relationships with others and motivating them to perform well by
generating trust; they are more concerned about others than on their own success.
Walumbwa et al. (2008) described authentic leadership as a configuration of various
positive behaviours which fosters moral values, self-awareness and relational
transparency in relationships with followers for the self-development.

4.2  Creativity

Creativity has been outlined as a result, aiming at the creation of original and valuable
ideas regarding products, services, and procedures (Ford, 1995; Amabile, 1996; Oldham
and Cummings, 1996; Zhou, 1998). It denotes the creation of novel as well as valuable
ideas by an individual (Amabile, 1996). Creativity is also demarcated as an individual’s
ability to think differently and produce something novel and valuable (Nayak, 2008). The
componential model of creativity, proposed by Amabile (1983, 1988), and outlined
creativity as comprising of three dimensions namely: intrinsic motivation,
domain-relevant skills, and creativity-relevant skills. This model emphasises the
significance of these three and maintains that the presence of creativity components
leads to the presence of creativity. Intrinsic motivation, domain-relevant skills and
creativity-relevant skills function in a synergistic way and elicit creativity. It implies that
individuals, who have a high level of domain and creativity-relevant skills and are also
intrinsically motivated, are the most creative in organisations. However, not enough
studies have been conducted that define creativity in terms of creativity components and
examine its predictors and outcomes. In an attempt to address this gap left by prior
literature, the present study defines creativity in terms of creativity components.

e [ntrinsic motivation: Individual’s attitude concerning any work has been referred to
as intrinsic motivation (Zhou and Shalley, 2008). Utman (1997) mentioned that an
individual’s inner motivation and also the self-directed behaviour to perform a task
constitute intrinsic motivation. Amabile (1996) cited that the quality of tasks ignites
intrinsic motivation of individuals and generates their positive reaction in the form of
interest, satisfaction, challenge and curiosity. It involves interest in the focal task
grounded on feelings of competence and self-determination as the cognitive
evaluation theory mentioned (Deci and Ryan, 1985). According to Osterloh et al.
(2002), the feeling of satisfaction and fulfilment regarding a work is essential for
stimulating the level of an individual’s intrinsic motivation.

e Creativity-relevant skills: Creativity-relevant skills represent the cognitive ability of
individuals to think creatively, find out problems, explore new viewpoints, combine
information, generate substitutes, participate in divergent thinking and evaluate new
ideas and thoughts (Amabile, 1988; Shalley and Gilson, 2004). Creativity-relevant
skills have been defined as the capability of an individual to think creatively or
divergently to make substitutes to achieve outcomes (Shalley and Gilson, 2004). It
includes various skills like idea evaluation, problem definition, its structure,
amalgamation and solution which are significant for creativity (Mumford et al.,
1997; Vincent et al., 2002) and plays a vital role in enhancing creativity and
elucidating creative performance (Amabile, 1988). It shows flexibility and ease of
individuals in discovering the cognitive pathways in order to formulate new ways of
doing things via recombining previously unrelated material (Amabile, 1996).
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Although creativity-relevant skills have great implications in the idea creation
process (Birdi, 2007), yet, in the componential creativity model, creativity-relevant
skills are most neglected (Amabile and Pillemer, 2012). Creativity-relevant skills are
comprised of knowledge regarding the strategies for producing creative ideas,
suitable cognitive and work styles.

e  Domain-relevant skills: Domain-relevant skills is one among the components of
creativity that count upon knowledge and experience of an individual in the specific
area (Gardner, 1993), both of which create familiarity with work and generate
creative ways to perform work (Weisberg, 1999). These skills are considered as the
ability of an individual to successfully perform a task in that domain and solve
domain-related problems on the basis of knowledge and past experience (Amabile,
1983). These skills can be enriched by training, education (formal and informal),
cognitive and motor abilities of individuals (Amabile and Mueller, 2002).
Domain-relevant skills refer to individuals’ on-the-job skills as well as abilities
which can be assessed through job self-efficacy which represents their mastery and
confidence in their job (Bandura, 1977). These skills denote the technical skills and
knowledge of employees about the task they are performing (Amabile, 1988, 1996).
Similar way of thinking is followed in the research of Runco (2014) which
mentioned domain-relevant skills to be the knowhow of performing a task. Tierney
and Farmer (2002) advocated that strong job self-efficacy enables individuals to be
engaged in more creative areas.

4.3 Organisational innovation capability

Organisational innovation capability means having a company-wide potential to innovate
or to generate new output (Neely et al., 2001). According to Rangone (1999),
organisational innovation capability is the ability or a way to generate novel products and
processes in order to achieve superior performance in both technological as well as
managerial aspects. Innovation capability helps organisations to respond against the
environmental changes and make use of opportunities by producing and implementing
new ideas (Buganza and Verganti, 2006). Adler and Shenbar (1990) defined innovation
capability as a firm’s capacity to produce new technological processes and products in
order to satisfy the future needs of market as well as grab the unexpected opportunities
generated by competitors. In the same line, Lawson and Samson (2001) and Nassimbeni
(2001) delineated innovation capability as the ability of firms to continuous
transformation of ideas and knowledge into new products and processes to benefit the
organisation. It helps organisations to deal with competition in a fast-growing market
(Elmquist and Le Masson, 2009). According to Calantone et al. (2002), the extent of firm
innovativeness, including the creation of novel ideas, new processes, new products and
creativity in methods, is termed organisational innovation capability. Wonglimpiyarat
(2010) also describes innovation capability as the ability to receive new things and bring
new knowledge to develop new products and services and do improvements in the
existing ones. Zhao et al. (2005) mentioned innovation capability as the capacity to
generate new ideas and implementation of creative ideas in the organisation to achieve
market value.
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5 Links between the concepts

The links between these authentic leadership, creativity, and innovation capacity, are
already revealed by the theorists themselves. For example, Avolio et al. (2009)
mentioned that authentic leadership facilitates an ethical and transparent environment
(Peterson et al., 2012) which generates in employees the tendency to feel free and try new
things (Fraley and Shaver, 2008). Additionally, authentic leadership motivates and
encourages employee to increase their emotional safety and divergent thinking and
further stimulates their creativity (Avolio et al., 2004). Rego et al. (2012) stated that it
encourages the perception of psychological safety and increases their intrinsic motivation
which leads to creativity. Researchers mentioned that authentic leadership possess the
capability to empower, encourage and engage the workforce (Gardner et al., 2005;
George, 2010; Ilies et al., 2005) towards achievement of strategic goals. It promotes
positive psychological dimensions and an ethical environment, to nurture better self-
awareness among the employees (Walumbwa et al., 2008) and makes them motivated
intrinsically; this further leads to creativity (Zhou and Ren, 2012). Despite of this much
literature, knowledge on the linkages of authentic leadership and creativity has been
inconclusive, because the componential aspect of creativity has not received attention.
Taking this into consideration is a key contribution of the current study.

5.1 Authentic leadership leads to increased creativity

o Authentic leadership and intrinsic motivation: Authentic leaders possess the
capability to empower, encourage and engage their workforce (Ilies et al., 2005;
Gardner et al., 2005; George et al., 2007) towards achieving strategic goals.
Authentic leadership promotes positive psychological dimensions and an ethical
environment, to nurture better self-awareness among the employees (Walumbwa
et al., 2008) and makes them motivated intrinsically. It facilitate employee
empowerment activities within organisations which makes individuals intrinsically
motivated, capable of positively transforming their own performance and producing
more creative work (Amabile, 1996). Numerous researchers maintain that
cornerstone of authentic leadership is imparting intrinsic motivation (Deci et al.,
1989) which motivates employees to perform any task (Walumbwa et al., 2011) and
leads to the implementation of novel ideas or exercising creativity (Amabile, 1996;
Tierney and Farmer, 2011). The cognitive evaluation theory indicates that intrinsic
motivation is cultivated via the causal sequence: “autonomy supports changes in
perceived competence, [and] changes in intrinsic motivation”. Therefore, external
elements can enable intrinsic motivation directly via augmenting the perceptions of
capability or indirectly by giving autonomy (Deci and Ryan, 1985).

o Authentic leadership and creativity-relevant skills: Authentic leadership stimulates
employee motivation and encourages employees to perform any task. It transpires
positive environment free from any kind of anonymity and builds trust among
employees (Gardner et al., 2005). This trust breeds positive emotions among them
and enhances their ability not only to face challenges but also to think creatively
which leads to higher job performance (Frederickson, 1998). Researchers like Gilson
and Shalley (2004) cited that authentic leaders reinforce employee empowerment
and communicate the worth of tasks performed by them; this enhances their interest
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to innovate. Zhang and Bartol (2010) also mentioned that leaders with authentic
quality stimulate the engagement of employees in creative work or thinking and
subsequently generate creativity-relevant skills to perform specific tasks (Gilson and
Shalley, 2004).

o Authentic leadership and domain-relevant skills: Authentic leaders encourage
relational transparency within an organisation and create a positive environment
for stimulating information sharing among employees that support knowledge
and expertise acquisition in specific task (Avolio et al., 2009). In this concern,
Walumbwa et al. (2008) cited that leaders with authentic characteristics stimulate
ethical climate and harness employees’ skills positively in order to boost
self-development. In the same line, Ilies et al. (2005) mentioned that authentic
leaders emphasise on the creation and development of self-determinant employees
who are competent enough to fulfil the basic needs of the organisation (Ryan and
Deci, 2001) and are capable of reconnoitring new ways, taking risks and facing
challenges (Ryan and Deci, 2000).

According to prior literature, authentic leadership enhances employees’ motivation level
and encourages them to create new things by focusing on their strengths. It gives
instrumental revitalisation to their employees and enriches their expertise and task-related
knowledge. It also maintains positivity in the workplace climate and generates positive
emotions in employees, hence, makes them capable enough to generate new ideas and
take risks.

5.2 Creativity components and innovation capability

Innovation capability represents the extent of innovativeness attained by firms (Calantone
et al., 2002). It is also outlined as the ability of an organisation to produce innovative
outcomes continuously (Wallin et al., 2011), through the effective implementation of
creative and new ideas (Amabile, 1996; Anderson et al., 2014). Researchers described the
generation of creative and novel ideas essential to develop new products (Amabile, 1983;
Shalley, 1995), for creativity is an essential element to enhance innovativeness and boost
the capacity of an organisation to innovate (Cohen and Levinthal, 1990). Hence, the
literature advocates the positive linkages between creativity and innovation capability and
contemplates that creativity impacts innovation capability. The impact of creativity on
innovation capability can be enumerated by looking at the linkages between the three
creativity components and innovation capability.

e Intrinsic motivation and innovation capability: Researchers stressed that the extent
of motivation is related with the creation of novel ideas as well as innovative
products (Freel, 2005; Kroll and Schiller, 2010). Highly motivated employees,
having high level of risk-taking ability (Zhou and Shalley, 2003) produce novel
ideas and knowledge thereby develop innovation capability (Wasko and Faraj,
2005). Intrinsically, motivated individuals always search for unconventional ways to
solve problems (Jung et al., 2003) and undertake activities that support innovation
(Birdi et al., 2014). Consequently, intrinsic task motivation should be directly
significant for all facets of employees’ innovative performance, from the initial
inclination to identify prospects for innovation to the attempt to generate numerous
ideas to the diligence required to apply them (Birdi et al., 2014). In these ways,
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motivation plays an important role in innovation capability (McMullen and
Shepherd, 2006; Hassan et al., 2013). Intrinsic motivation encompasses risk taking
capability and the creation of novel thoughts that enables innovativeness to enhance
organisational performance (Calantone et al., 2002).

e Creativity-relevant skills and innovation capability: Creativity-relevant skills signify
the individuals’ talent to create, acquire, collect (Amabile, 1996; McCrae and Costa,
1997) and assimilate information from diverse places and transform it into some
valued form of knowledge (Neely et al., 2001). It refers to the capability of an
employee to contribute to the process of improvement of existing knowledge
so as to generate valuable ideas and facilitate innovative outcomes through
divergent thinking (Nassimbeni, 2001), that further enhances innovation capability
(McMullen and Shepherd, 2006; Neely et al., 2001). Birdi (2007) mentioned that
creativity-relevant skills are very much important for idea generation. Hence,
creativity-relevant skills are required for new ways and methods to perform tasks.

e Domain-relevant skills and innovation capability: Domain-relevant skills incorporate
knowledge and expertise of individuals in specific area (Amabile, 1988), which
create and progress technologies (Romijn and Albaladejo, 2002; Wonglimpiyarat,
2010), support cultivation of new processes, practices and attainment of patents
(Chen and Yang, 2009). All these are the measures of innovation capability
(Romijn and Albaladejo, 2002; Puranam et al., 2009). Therefore, it is maintained that
knowledgeable employees and their skills and proficiency in definite areas develop
innovation capability which organisations exploit to attain market value (Zhao et al.,
2005; Assink, 2006).

6 Discussion

In the present business world characterised with complex and dynamic environment,
innovation has been considered as a fundamental activity in organisations to face the
complexity and dynamism of the rapidly changing environment so as to sustain
competitiveness (Kline, 1985; Nelson and Winter, 2009; Yam et al., 2011). Innovation
can be stimulated from creativity (Woodman et al., 1993; Zhou and George, 2003), thus,
it is important to know how creativity and innovation can be augmented. A great deal of
literature highlights leadership as a critical factor that is responsible for employees’
creativity (Amabile et al., 2004; Gong et al., 2009; Joo, 2007; Joo et al., 2012; Kim et al.,
2010; Rego et al., 2012; Shalley and Gilson, 2004; Zhang and Bartol, 2010; Zhang et al.,
2011). Likewise, leadership is important to a firm’s innovativeness (Cummings and
O’Connell, 1978; West and Farr, 1989). Among all leadership styles, authentic leadership
has been acknowledged as vital factor for boosting creativity and innovation (Miiceldili et
al., 2013).

The prime objective of this research is to develop an understanding of the mechanism
through which authentic leadership potentially leads to superior organisational innovation
capability via creativity. Researchers mentioned that the basic strength of authentic
leadership lies in galvanising employee’s motivation and encouraging them to perform
any task, through a positive environment free from anonymity, which builds trust among
employees (Gardner et al., 2005). This trust breeds positive emotions among the
employees and enhances their ability to face challenges and think divergently, which
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leads to higher job performance (Frederickson, 1998). Many studies have established the
effects of positive leadership styles such as participative and collaborative leadership
styles on innovation where the relationship between a leader and followers matters for
employees’ creative and innovative attempts (Jung et al., 2003; Yuan and Woodman,
2010) and further for firm’s innovation capability. Miiceldili et al. (2013) cited that
authentic leadership relationship with followers has an effective impact on enhancing
innovation. Hence, creativity could be the medium of authentic leadership for reaching to
the innovativeness of the organisations. On the basis of theoretical analysis, this study
establishes the impact of authentic leadership on organisational innovation capability,
through the three components of creativity. Our analysis reveals three patterns of
relationships that are important to note.

e Intrinsic motivation: Authentic leadership empowers and encourages employees,
boosts their motivation level and makes them able to focus on their strengths,
generate novel ideas related to their job, create new things, take risks, and innovate.
It thereby facilitates innovativeness of the organisation and develops superior
organisational innovation capability (Zhou and Shalley, 2003). Therefore, intrinsic
motivation boosts employees’ capability for innovativeness and enhances a firm’s
innovation capability.

o Creativity-relevant skills: Authentic leadership injects positivity in the workplace
climate, generates positive emotions in employees and creates transparency and
truth to increase the level of knowledge sharing, gathering and transforming, as
creativity-relevant skills consist of divergent or creative thinking, which affect
innovation capability positively (Nassimbeni, 2001).

e  Domain-relevant skills: Authentic leadership enhances expertise and task-related
knowledge and makes employees capable of implementing these skills and
knowledge which act as the knowledge foundation of employees to improve the
existing technology and create novel ones; this further enhances innovation
capability (Ilies et al., 2005). Domain-relevant skills create a knowledge base for
the development of new products. An individual’s knowledge and expertise in a
specific area elevates firm’s innovation capability. Therefore, employee creativity
components generate novel ideas, create a knowledge base and make employees
capable enough to apply their specific expertise. This makes employees more
innovative and more skilful for developing innovation capability.

In sum, this study reveals that authentic leadership acts as a booster for each component
of creativity. It empowers, encourages and maintains a positive environment wherein
employees feel that everything is fair and transparent, they are getting chance to harness
their capability and contribute towards the organisation’s goals. Further, creativity lays
the seed for innovation capability (Amabile, 1996) as knowledge base created by the
creative workforce of an organisation favours the rapid dissemination of new
technologies and introduction of new products and services, that enhances innovation
capability and helps the organisation to face a complex and dynamic environment.



294 P. Verma and M .K. Rao

6.1 Practical/theoretical implications and future directions

This study makes a valued contribution to the literature of authentic leadership, creativity
and innovation by magnifying the role of authentic leadership in enhancement of
organisational innovation capability through the components of creativity. The present
study also sheds light on the role of authentic leadership in enhancement of each
creativity component, thus adding to knowledge on how authentic leadership effects
creativity (Paulus, 2008; Rego et al., 2012).

This study is of help to companies which believe in the development of skills and
capabilities of employees to obtain positive outcomes (Gardner et al., 2005) such as trust,
knowledge sharing (Avolio and Luthans, 2008) and creativity. The present study
suggested that authentic leadership should be taken into consideration. The rationale
behind this is that in this competitive era where individuals are ready to use unfair means
for achieving success, organisations require some controlling power or governing body to
check all these activities, transpire the positive attitude in employees and inspire them to
exhibit positive work behaviour so as to regulate fairness and transparency in the
organisation. Authentic leadership can help effect that shift.

The proposed conceptual framework serves a way through which managers can
enhance innovation capability of the organisation by focusing on authentic leadership,
which holds the power to accelerate the innovation process through the creativity
components. Further, this study assists managers to understand and value the positive
linkages between creativity components and innovation capability, spend huge amount to
foster each of the creativity components while formulating strategies and programs. This
study also maintains that each creativity component matters as the intersection point of
these three components emits higher degree of creativity which is a basic requisite of
innovation capability that enhances organisational performance. By giving all these
preconditions, managers can build a strong foundation enriched with creativity and so
lead to the generation of innovation capability.

Future study is needed to empirically validate the linkages between authentic
leadership, creativity components and innovation capability. Future researches should
consider the proposed conceptual framework for empirical work and doing so, make a
valuable contribution to the literature on related areas.

7 Conclusions

To conclude, this study posits the impact of authentic leadership on organisational
innovation capability through the components of creativity. The present study assists the
managers to understand how to develop creativity components to the best extent through
authentic leadership, empower and motivate the employees towards creative and
innovative practices and further enhance innovation capability of the organisation.
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