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Abstract.  Many have offered criteria for judging a design as creative. Among these criteria 

have been novelty, value, and surprise. We offer a unique perspective and synthesis of these 

three criteria with the goal of giving agents – be they artificial, human, or collectives thereof – 

a common model to judge the creativity of their own designs and the designs of others, and 

ultimately to inform computational modelling of creative design. We illustrate an AI approach 

to judging creativity using an example of sustainable design -- the Bloom laptop. 
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1. Introduction 

There is increasing interest in computational systems that model creative processes and generate 

creative designs, yet we still rely on humans to evaluate whether a specific design is creative. In 

parallel there is increasing interest in computational systems that encourage and enhance human 

creativity; these latter systems make no claims about whether the computer is being creative, but do 

make claims that the human/computer pairing is more creative than the human alone.  

As the boundary between human creativity and computer creativity blurs, we are interested in 

evaluating creativity that makes no assumptions about whether the creative entity is a person, a 

computer, or a (potentially large) collective intelligence of human and computational entities. We 

desire a ―Turing Test‖ for creativity that is not biased by the form of the entity that is doing the 

creating. Ultimately, such tests will imbue artificial agents with an ability to assess their own designs, 

informing computational models of creative reasoning. Such tests will also inform the design of 

cognitive assistants that are effective collaborators with humans in sophisticated socially intelligent 

computational systems.  

This paper takes steps towards assessing creativity by considering formalizations of three criteria for 

creativity that are often referenced in the literature, though not always together and often by different 

names; these are novelty, value and surprise. We believe that our treatment of these criteria goes 

beyond earlier treatments, in part because we synthesize across them, suggesting and formalizing 

relationships between the three. Our paper begins with a survey of relevant creativity research; 
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followed by targeted surveys of novelty, value and surprise; formalizations of each of the three in 

terms of distance measures;  and illustrate these measures with laptop designs, to include the Bloom 

laptop. We end with the relevance of machine learning for assessing creativity and to other future 

work. 

2. Creativity research  

When describing and evaluating creative processes and products, there is a ―conceptual space‖ 

(Boden, 2003) of possibilities that structures, constrains and otherwise biases thought. Boden (2003) 

describes combination, exploration, and transformation as ways in which the conceptual space is 

traversed when generating a creative design: combination finds novel ways of combining ideas within 

the conceptual space; exploration finds parts of the space that were not discovered previously; and 

transformation extends the space to include novel ideas. Much work on creative thought has focused 

on processes of individuals (Mumford, Mobley, Uhlman, Reiter-Palmon, and Doares, 1991). Recently 

there has been interest in understanding individual and team cognition in creative processes, and the 

role of shared mental models (Reiter-Palmon et al 2008). From a computational creativity perspective, 

Gero (2000) presents combination, transformation, analogy, emergence, and first principles as 

processes for generating creative designs. Maher et al (1995) presents a framework to characterize 

different computational processes in terms of transformation and exploration and describes a zone of 

creativity to evaluate their potential for generating creative designs. Brown and Chandresekaran 

(1989) distinguish routine, innovative, and creative design in terms of existing knowledge of 

decompositions and plans for generating the design. A similar distinction between routine, innovative 

and creative design is made in Goel (1997) and Gero (1994), showing how creative designs result in a 

new, often expanded conceptual space. 

Often, we cannot observe the creative process directly. Rather, people often judge the design (or 

artefact, product, idea, etc) that results from a process instead of judging the process directly. 

Judgements of designs can serve as a ―Turing Test‖ of the underlying process that produced the 

design. Though a Turing Test approach is imperfect, we continue in this tradition, and speak of 

―creative designs.‖  

Most descriptions of creative designs, including dictionary definitions, include novelty as an essential 

characteristic. However, psychologists, computer scientists, and engineering designers suggest 

creativity goes beyond novelty. Csikszentmihalyi and Wolfe (2000) define creativity as an idea or 

product that is original, valued, and implemented. Amabile (1996) claims an outcome or result is 

interpreted as creative if it is both novel and appropriate. Runco (2007) summarizes several 

researchers who claim that creativity results in something new and useful, and others who claim 

creativity is more than that. Boden (2003) claims that novelty and value are the essential criteria and 

those other aspects, such as surprise, are kinds of novelty or value. Wiggins (2006) defines novelty 

and value as different factors of creativity, yet often uses value to indicate all valuable aspects of a 

creative product. Cropley and Cropley (2005) propose four broad properties of products that 

characterize their creativity: effectiveness, novelty, elegance, and genesis. Besemer and O'Quin (1987) 

define a Creative Product Semantic Scale of products along three dimensions: novelty (the product is 

original, surprising and germinal), resolution (the product is valuable, logical, useful, and 

understandable), and elaboration and synthesis (the product is organic, elegant, complex, and well-

crafted). Horn and Salvendy (2006) report on consumer perception of creativity along three 

dimensions: affect (our emotional response to the product), importance, and novelty. Goldenberg and 

Mazursky (2002) report that creativity in products includes "original, of value, novel, interesting, 
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elegant, unique, surprising." From the engineering design perspective, Oman and Tumer (2009) 

combine novelty and quality to evaluate engineering designs. Shah, Smith, and Vargas-Hernandez 

(2003) associate creative design with ideation and develop criteria for novelty, variety, quality, and 

quantity of ideas.  

Amabile (1982) summarizes the social psychology literature on the assessment of creativity: while 

most definitions of creativity refer to novelty, appropriateness, and surprise, current creativity tests or 

assessment techniques are not closely linked to these criteria. She further argues that ―There is no 

clear, explicit statement of the criteria that conceptually underlie the assessment procedures.‖ In 

response to an inability to establish criteria for evaluating creativity that is acceptable to all domains, 

Amabile (1982, 1996) introduced a Consensual Assessment Technique in which creativity is assessed 

by a group of judges that are knowledgeable of the field. Since then, several scales for assisting human 

evaluators have been developed, such as Besemer and O'Quin's (1999) Creative Product Semantic 

Scale; Reis and Renzulli's (1991) Student Product Assessment Form; and Cropley et al‘s (2011) 

Creative Solution Diagnosis Scale.  

In sum, the two most-widely endorsed factors in the literature that contribute to creative designs are 

novelty and value. Surprise is articulated much less often, but we nonetheless believe it is an important 

factor, different from but related to both novelty and value. While these factors have been discussed to 

varying extents, and have informed the development of computational systems to generate designs that 

were then judged by humans to be creative, we know of no work that quantifies these factors so that an 

artificial agent can use them collectively to assess creativity. 

3. AI models of novelty and surprise 

Computational models of novelty and surprise have been developed for various purposes in AI and 

these models inform our understanding of these concepts for evaluating creative design. A clustering 

approach based on Self-Organizing Maps (Kohonen, 1993) is the basis for a real-time novelty detector 

for mobile robots (Marsland et al. 2000), using Stanley‘s model of habituation (1976). Habituation and 

recovery imbues a novelty filter with the ability to forget, which for design, allows novel designs that 

have been seen in the past to be considered again as potentially creative using a new value system. 

Saunders and Gero (2001) drew on the work of Berlyne (1996) and Marsland et al (2000) to develop 

computational models of curiosity based on novelty, using sigmoid functions to represent positive 

reward for the discovery of novel stimuli and negative reward for the discovery of highly novel 

stimuli. Negative rewards reflect that designs that are too different are not considered creative, perhaps 

because they were perceived as violating constraints or norms that help establish the value of a new 

design. This suggests that a creative design should be sufficiently different to be considered novel, but 

similar enough to be ―in the ballpark‖. 

Horvitz et al (2005) develop a model of surprise for traffic forecasting. They generated probabilistic 

dependencies among variables, for example linking weather to traffic status. They assume a user 

model that states that when an event has less than 2% probability of occurring, it is marked as 

surprising. They use a temporal model of the data, grouping incidents into 15 minute intervals. 

Surprising events in the past are collected in a case library of surprises. Itti and Baldi (2004) describe a 

model of surprising features in image data using a priori and posterior probabilities. Given a user 

dependent model M of some data, there is a P(M) describing the probability distribution. P(M|D) is the 

probability distribution conditioned on data. Surprise is modeled as the distance d between the prior, 

P(M), and posterior P(M|D) probabilities.  Ranasinghe and Shen (2008) develop a model of surprise as 

integral to developmental robots. In this model, surprise is used to set goals for learning in an 
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unknown environment. The world is modeled as a set of rules, where each rule has the form: 

Condition  Action  Predictions. A condition is modeled as: Feature   Operator  Value. For 

example, a condition can be feature1 > value1 where ―greater than‖ is the operator. A prediction is 

modeled as: Feature  Operator. For example, a prediction can be ―feature1 >‖ where it is expected 

that feature1 will increase after the action is performed. Comparisons can detect the presence (%) or 

absence (~) of a feature, and the change in the size of a feature (<, <=, =, >=, >). If an observed feature 

does not match its predicted value, then the system recognizes surprise. 

The models of surprise and novelty provide different approaches to recognizing creativity using 

clustering and distance, probability and expectations, and generalized rules based on previous 

experience. In the remainder of this paper we focus on clustering and distance, while acknowledging 

that other AI models may be part of a larger toolbox for evaluating creativity. 

4. An AI approach to evaluating factors of creativity 

A ―Turing Test‖ for creativity presupposes that characteristics of a design tell us something about the 

process that created it. To develop such a test we elaborate on two principles: (1) creativity is a 

relative measure in a conceptual space of possible and existing designs and (2) novelty, value, and 

surprise capture distinct characteristics of creative design within that space. We illustrate these 

principles using the laptop domain, describing the conceptual space initially of Mac laptops only, and 

consider the addition of a new laptop to this set: The Bloom laptop (Figure 1), which was designed by 

mechanical engineering students at Stanford University and Aalto University (Bhobe et al, 2010). The 

laptop was designed for ease of recycling with design requirements including minimum number of 

parts and types of material, modular construction and disassembly, ease of disassembly, minimum 

disassembly time and has an unexpected value-adding feature of a removable keyboard during use.  

 

 
 

Figure 1. Bloom laptop modular design and removable keyboard; images from (Bhobe et al 2010); 

available under CC BY-SA licence (http://creativecommons.org/licenses/by-sa/3.0/) 

4.1 Relative measures in a conceptual space 

 Novelty, value and surprise for a new design are measured in a conceptual space of existing and 

possible designs. We assume a representational schema in which a design is described by attribute-

value pairs, though relational schemas are possible and often preferable. For measuring novelty and 

value, we suggest different aspects of the conceptual space: a description space for measuring novelty 

and a performance space for measuring value. For example, we characterize the description space of 

laptops as a set of attributes including Processor Speed (GHz), Height (in), Display size (in), Memory 

(GB), Storage (GB), HD Graphics Processor, Resolution-x (pixels), Resolution-y (pixels); and the 

value space to include Battery life (hours), Price (min US$), Weight (lbs). Note that there is 

subjectivity, stemming from the preferences of users – an elderly person using the laptop for email and 

Web surfing may care very much about weight, price and battery, and may not even know that 
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processor speed is a characteristic, much less having a preference on it. So, while Csikszentmihalyi 

(1996) suggests that value is a social construct and determined by the ―gatekeepers,‖ these gatekeepers 

and preferences will, of course, vary among observers, as will the attributes that these observers 

associate with preferences. We have not specified aesthetic and affective features of creativity as a 

separate factor since these are domain dependent and therefore may be included in what we call value. 

For example, in many areas of design, people correlate the aesthetic of increasing complexity of 

images or ideas with creativity; in such cases, complexity is a characteristic that would be included in 

the measurement of value. 

In this initial work on assessing creativity quantitatively, we use distances as relative measures within 

the design space. For example, given two designs, X
(1)

 and X
(2)

 each described along numeric 

attributes, Xi
(K)

, the Euclidean distance is the square root of the sum of squared differences in the 

corresponding attributes (after normalization) of each design: Xi
(1) 

- Xi
(2) 

)
2
. Even when we commit 

to distance as a means of measuring novelty, there are multiple ways to operationalize this approach.  

 As above, we can measure the distance of a design in terms of its distances to other specific 

designs in the conceptual space; for example, equating novelty of design X as the distance to 

its nearest neighbor in the conceptual space is an example of a individual-link approach. 

 However, if we were to measure novelty of X by the ratio of X‘s distance to its nearest 

neighbor, divided by the average of nearest-neighbor distances of all other designs (excluding 

X), then this would be an example of a family-link measure, since information about ALL 

designs, through the average of nearest neighbor distances, would be taken into account. 

 Yet another family-link strategy is to measure the distance between X and the centroid of 

designs in the conceptual space. The centroid is a theoretical point in the space, created by 

averaging the attributed values across all designs in the space. X‘s novelty could be 

operationalized as its distance to the centroid, or some ratio involving the centroid. 

  

Continuing along these lines, it is natural/desirable for cognitive agents to organize their observations 

into rich conceptual structures. When new designs are observed, they are not (necessarily) assessed 

relative to an unorganized collection of previous designs, but against a backdrop of conceptual 

structures over these designs. Clustering has been proposed and used as an organizing principle for an 

autonomous agent‘s conceptual structures (e.g., Fisher, 1996; the use of SOMs in Marsland et al., 

2000). We will use the well-known K-means clustering algorithm, using Euclidean distance and 

centroids, to organize the known designs. When a new design is observed, its distance to the nearest 

cluster centroid will inform assessments of novelty, value and surprise.  

4.2 Measures of novelty, value and surprise in a conceptual space 

Novelty, value and surprise are distinct perspectives on the location of a new design in a conceptual 

space of possible designs. We treat novelty and value as arising from different perspectives of the 

conceptual space (as noted in 4.1); novelty stems from a comparison (e.g., based on distance) in a 

descriptive space, and value is based on attributes that have utility preferences associated with them.  

Importantly, while novelty and value are assessed in different (descriptive and performance) spaces, 

we assume that both can be assessed through distance – distance in descriptive space and distance in 

performance space. In addition, of course, value not only has a magnitude component (distance), but a 

directional component too. We don‘t address the directionality component here other than to note that 
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a measure like Euclidean distance cannot capture it per se; and just as there were choices in how to use 

distance (e.g., centroid vs neighbour), choices in directionality must also be addressed (e.g., is positive 

score in one performance dimension more important than others). 

It is possible for something to be novel and valuable, but not be surprising. Surprise is a feature that is 

based on expectations, which can themselves be represented as a subspace of possible designs – thus, 

surprise is based on anticipating patterns or trends in the space of both actual designs and possible 

designs, leading to violated expectations.  

We illustrate our approach to evaluating these three characteristics for the Bloom laptop, relative to a 

space of previous Mac laptops (i.e., MacBook, 11-inch MacBook Air, 13-inch MacBook Air, 13-inch 

MacBook Pro, 15-inch MacBook Pro, 17-inch MacBook Pro). The values for descriptive and 

performance attributes for the Mac laptops were taken from the apple.com technical specifications, 

and the values for the Bloom laptop were found in Bhobe et al (2010). The laptops have been 

conceptually organized using the K-means algorithm (with K=2, with attribute normalization). 

Distances between the Bloom and nearest centroids inform measures of novelty, value and surprise. 

Novelty: Table 1 shows the full set of descriptive attributes (column 1), the cluster number (second to 

last row), and the distance from each design to the centroid of its cluster (last row). The Bloom‘s 

(rightmost column) Euclidean Distance to the centroid of its cluster is an order of magnitude larger 

than the distance of the Mac designs to the centroid of their respective clusters. This larger distance 

indicates that the Bloom is novel with respect to the other designs in this space, in large part because 

of the large differences in Body Parts (row 1), Removable Trackpad (row 2), and Removable 

Keyboard (row 3). In fact, there was no variance on these three variables before Bloom‘s introduction, 

and they would likely not have been used in descriptive analyses at all – Bloom‘s introduction added 

these variables in effect. 

Value: Table 2 shows the performance attributes (again, a matter of subjectivity, but our example 

illustrates the point), the cluster number (second to last row), and the distance from each design to the 

centroid of cluster 1 (since the Bloom laptop is in a cluster of 1 and the distance to its centroid is 0). 

When comparing the Bloom to existing laptops, this distance is 2 orders of magnitude higher than the 

other designs, due to differences in the first three attributes/rows of Table 2.  

Surprise: The large distance between the Bloom and the centroids of the 2 clusters in the description 

space suggests that in a 3-cluster space, the Bloom would be placed alone, and indeed K-means (K=3) 

places the Bloom in its own cluster. In value space, even in the 2-cluster solution, the Bloom is placed 

alone. We interpret surprise as a difference so great that the new design is effectively creating a new 

cluster in the conceptual space, and thereby changing expectations for new designs.  
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Table 1. Description space for laptop design (Data from apple.com and Bhobe et al, 2010) 

 
MacBook 

11-inch 

MacBook 

Air 

13-inch 

MacBook 

Air 

13-inch 

MacBook 

Pro 

15-inch 

MacBook 

Pro 

17-inch 

MacBook 

Pro 

Bloom 

Laptop 

Design 

Body Parts 1 1 1 1 1 1 14 

Removable Trackpad 0 0 0 0 0 0 1 

Removable Keyboard 0 0 0 0 0 0 1 

Processor Speed (GHz) 2.4 1.6 2.13 2.7 2.3 2.3 2.4 

Height (in) 1.08 0.68 0.68 0.95 0.95 0.95 1.08 

Display size (in) 13.3 11.6 13.3 13.3 15.4 17 13.3 

Memory (GB) 4 4 4 8 8 8 4 

Storage (GB) 500 128 256 500 750 500 256 

HD Graphics Processor 0 0 0 0 1 1 0 

Resolution-x (pixels) 1280 1366 1440 1280 1440 1920 1280 

Resolution-y (pixels) 800 768 900 800 900 1200 800 

Battery life (hours) 7 5 7 7 7 7 7 

USB ports 2 2 2 2 2 3 2 

Cluster 1 1 1 1 2 2 1 

Distance to Centroid 0.14 0.16 0.12 0.18 0.03 0.03 1.8 

 

Table 2. Value space for laptop design (Data from apple.com and Bhobe et al, 2010) 

 
MacBook 

11-inch 

MacBook 

Air 

13-inch 

MacBook 

Air 

13-inch 

MacBook 

Pro 

15-inch 

MacBook 

Pro 

17-inch 

MacBook 

Pro 

Bloom 

Laptop 

Design 

Disassembly (min) 45 45 45 45 45 45 2 

Removable Trackpad 0 0 0 0 0 0 1 

Removable Keyboard 0 0 0 0 0 0 1 

Price (min US$) 1000 1000 1300 1200 1800 2500 1000 

Weight (lbs) 4.7 2.3 2.9 4.5 5.6 6.6 4.7 

battery life (hours) 7 5 7 7 7 7 7 

Cluster 1 1 1 1 1 1 2 

Distance to Centroid 0.0148 0.0524 0.0175 0.005 0.0164 0.0094 2.167 

     

Before closing, we draw from Boden (2003) and Gero (2000), who note that there are several ways in 

which a new design can be creative: a previously unknown value for an attribute is added (which the 

Bloom did in the case of several attributes), a new attribute is encountered in a potentially creative 

design (again, with the Bloom), or a sufficiently different combination of attributes is encountered. In 

all of these cases, a creative design changes the organizational structure of existing designs in a 

conceptual space, which we show using clustering and relative distance. The Bloom illustrates 

transformational creativity in that it triggers a realignment of conceptual structures. There are many 
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interesting questions that need to be addressed as we design a cognitive artificial agent that can learn 

(cluster) designs and assess novelty, value and surprise (and creativity generally) of new designs 

relative to learned concepts, particular issues of how the agent is motivated to transform the 

conceptual space. Our point here is to sketch how clusters of designs in a conceptual space might be 

learned and used to assess creativity. 

5. Conclusions  

This paper presents an AI approach to evaluating creative designs that is independent of the design 

discipline and of the source of creativity. The AI models operate in a conceptual space, thereby 

contextualizing the evaluation and providing a relative measure of creativity rather than a binary 

judgment. Formalizing the criteria for evaluating creativity facilitates comparisons of computational 

systems that are themselves creative, as well as computational systems that enhance human creativity. 

The three criteria for evaluating relative measures of creativity described here are novelty, value and 

surprise. With metrics for these we have a common ground for evaluating creativity in human, 

computer, and collectively intelligent systems.  

Our next steps are to evaluate our method for evaluating creative designs, which will involve first 

collecting attribute-value representations of successive designs in a domain such as the laptop 

illustration used here, and measuring how successive laptops compare to previous ones along our 

metrics. Ultimately we are interested in how our distance-based assessments compare with judgments 

by humans when presented with the same ordering of designs. In addition to having to elaborate on 

some smaller, but important issues, such as directionality (as well as magnitude) in assessing value, we 

have alluded to larger issues of conceptual organization of conceptual spaces that undoubtedly bias 

human judgements and that will ultimately guide computer judgements of creativity as well. 

Unsupervised machine learning approaches, while often viewed as data analysis tools, are also 

approaches for organizing a cognitive agent‘s memory of designs, products and processes (Fisher, 

1996; Fisher and Yoo, 1993), creating the backdrop against which an agent can make more 

sophisticated assessments of creativity. 

References 

Amabile, T. (1982). Social Psychology of Creativity: A Consensual Assessment Technique. Journal of 

Personality and Social Psychology, 43(5):997-1013. 

Amabile, T. M. (1996). Creativity in Context: Update to "The Social Psychology of Creativity." Boulder, CO: 

Westview Press. 

Besemer, S. P. and O'Quin, K. (1999). Confirming the three-factor Creative Product Analysis Matrix model in an 

American sample. Creativity Research Journal, 12, 287-296.  

Berlyne, D.E. (1966). Exploration and curiosity. Science 153, pp 25-33. 

Bhobe, R., Engel-Hall, A., Gail, K., Huotari, J., Koskela, M., Liukas, L. and Song, C. (2010).  Bloom: 

Mechanical Engineering 310 Spring Design Proposal, Autodesk.  

http://students.autodesk.com/?autodownload=../orig/mymaterials/BloomLaptop_FinalReport_2010_small.pdf 

Boden, M. (2003).  The Creative Mind: Myths and Mechanisms, Routledge; 2nd edition. 

Brown, D.C. and  Chandrasekaran, C. (1989). Design Problem Solving: Knowledge Structures and Control 

Strategies, Morgan Kauffman. 



ICDC2012  53 

Cropley, D. H. and Cropley, A. J. (2005). Engineering creativity: A systems concept of functional creativity. In 

J. C. Kaufman and J. Baer (Eds.), Creativity Across Domains: Faces of the muse, Hillsdale, NJ: Lawrence 

Erlbaum, pp 169-185.       

Cropley, D.H., Kaufman, J.C., Cropley, A. J. (2011). Measuring Creativity for Innovation Management, Journal 

Of Technology Management & Innovation, Volume 6, Issue 3. 

Csikszentmihalyi, M. (1996). Creativity: Flow and the Psychology of Discovery and Invention, HarperCollins 

Publishers. 

Csikszentmihalyi, M. and Wolfe, R.  (2000). New Conceptions and Research Approaches to Creativity: 

Implications of a Systems Perspective for Creativity in Education, in Kurt Heller, The International Handbook of 

Giftedness and Talent 2nd edition, Elsevier, pp 81-94.  

Fisher, D. (1996). Iterative Optimization and Simplification of Hierarchical Clusterings, Journal of Artificial 

Intelligence Research, 4, pp. 147--179.  

Fisher, D., & Yoo, J. (1993). Problem solving, categorization, and concept learning: A unifying view, in G. 

Nakamura, R. Taraban, & D. Medin (eds.), The Psychology of Learning and Motivation, 29, San Diego, CA: 

Academic Press, pp 219--255. 

Gero, J. (1994). Towards a model of exploration in computer-aided design. In Gero, J. and Tyugu, E. (eds.). 

Formal Design Methods for Computer-Aided Design, North-Holland, pp 271-291. 

Gero, J.S. (2000). Computational Models of Innovative and Creative Design Processes, Technological 

Forecasting and Social Change, 64:183-196. 

Goel, A. (1997). Design, analogy and creativity. IEEE Expert, 12:62–70. 

Goldenberg, J. and Mazursky, D. (2002). Creativity In Product Innovation. Cambridge, UK: Cambridge Univ 

Press. Horn, D. and Salvendy, G. (2006). Consumer-based assessment of product creativity: A review and 

reappraisal. Human Factors and Ergonomics in Manufacturing & Service Industries, 16, 155-175.     

Horvitz, E., Apacible, J., Sarin, R. and Liao, L. (2005). Prediction, Expectation, and Surprise: Methods, Designs, 

and Study of a Deployed Traffic Forecasting Service, Proceedings of the Conference on Uncertainty and 

Artificial Intelligence 2005, AUAI Press.  

Itti L. and Baldi P. (2004). A Surprising Theory of Attention, IEEE Workshop on Applied Imagery and Pattern 

Recognition. 

Kohonen, T. (1993). Self-Organisation and Associative Memory, Springer, Berlin. 

Maher, M.L. (2010). Evaluating Creativity in Humans, Computers, and Collectively Intelligent Systems, 

DESIRE‟10: Creativity and Innovation in Design, Aurhus, Denmark. 

Maher, M.L., Boulanger, S., Poon, J., and Gomez de Silva Garza, A. (1995). Exploration and Transformation in 

Computational Methods for Creative Design Processes, in J. S. Gero, M. L. Maher and F. Sudweeks (eds), 

Preprints Computational Models of Creative Design, University of Sydney. 

Marsland, S., Nehmzow, U., and Shapiro, J. (2000). A Real-Time Novelty Detector for a Mobile Robot. EUREL 

European Advanced Robotics Systems Masterclass and Conference. 

Mumford, M. D., Mobley, M. I., Uhlman, C. E., Reiter-Palmon, R., Doares, L. M. (1991). Process analytic 

models of creative thought. Creativity Research Journal, 4, 91–122. 

Oman, S and Tumer, I. (2009). The Potential of Creativity Metrics for Mechanical Engineering Concept Design, 

in Norell Bergendahl, M., Grimheden, M., Leifer, L., Skogstad, P., Lindemann, U. (Eds) Proceedings of the 17th 

International Conference on Engineering Design (ICED'09), Vol. 2, pp 145-156. 

Ranasinghe, N. and Shen, W-M. (2008). Surprise-Based Learning for Developmental Robotics. In Proc. 2008 

ECSIS Symposium on Learning and Adaptive Behaviors for Robotic Systems, Edinburgh, Scotland. 



ICDC2012  54 

Reis, S. M. and Renzulli, J. S. (1991). The assessment of creative products in programs for gifted and talented 

students. Gifted Child Quarterly, 35, 128-134. 

Reiter-Palmon, R. Herman, A. and Yammarino, F. (2008). Creativity and Cognitive Processes: Multi-Level 

Linkages Between Individual and Team Cognition, in Multi-Level Issues in Creativity and Innovation, Michael 

Mumford, Samuel Hunter, and Katrina Bedell-Avers (editors), Elsevier. 

Rhodes M. 1987. An analysis of creativity. In Frontiers of Creativity Research: Beyond the Basics, eds SG 

Isaksen, Buffalo NY: Bearly, pp 216-222. 

Runco, M. A. (2007). Creativity: Theories and Themes: Research, Development and Practice. Amsterdam: 

Elsevier,. 

Saunders, R., Gero, J.S. (2001). Designing For Interest and Novelty: Motivating Design Agents, CAAD Futures 

2001, Kluwer, Dordrecht, pp 725-738. 

Shah J., Smith S., Vargas-Hernandez N.  (2003). Metrics for measuring ideation effectiveness, Design Studies, 

24(2):111-134. 

Stanley, J.C. (1976). Computer Simulation of a Model of Habituation. Nature, 261:146-148. 

Wiggins, G. (2006). A Preliminary Framework for Description, Analysis and Comparison of Creative Systems, 

Knowledge-Based Systems, 19:449-4 

  


