
Divine Order In Creativity And Design
Solomon Ikhioda



Opportunity sources for creativity & Design

Definitions

What Isaiah Saw: The philosophy for Relevant Creativity & Design

Metrics for Kingdom Creativity & Design

Changing The Game - What Inspire Synergy Can Do

Contents



Why Creativity & Design?

It’s all about converting potential; to 
purposeful use.

Opportunity 
sources for 
creativity

Incongruities

New 
knowledge 

and 
perspectives

Demographic 
changes

New 
technologies

Process 
needs



Africa - our peculiar opportunity sources for creativity : 
Incongruities …

Hunger Illiteracy
Children out of 

school

Infrastructure and 
technology deficit:

engendering low 
productivity & self -
induced 
“paganism” among 
(Matt 6:32)

… in the midst of modern advancements in the 21st century

Leading to a deficit of 

making. 



It’s all heaven out there…

High suicide rates
Mindless 

production/consum
ption

Complicated 
gender, family 

issues

Comparatively 
tenuous 

family/social bonds

Incongruities of the 

“developed” world

Leading to

the deficit of meaning



Preparation Incubation Inspiration Verification Execution

Creativity:
the disciplined effort to improve and 
change *potential

Horizontal across ANY vertical, institution, philosophy, theory, manifesto etc

(*potential(n)
latent qualities or abilities that may lead to 

future usefulness or success)



Herbert Alexander Simon ( June 
15,1916 – February 9, 2001 ) American 
economist, political scientist and 
cognitive psychologist.



T     E    C    H    N    O    L    O    G    Y

The Kingdom Mandate
Habakkuk 2:14, Isaiah 2: 2-4, John 1:14

D        E         S       I       G       N



e.g Dubai Desert Safari, Gabon Forest Economy

Intuition and systemic reasoning



Thought on the framework for Design:
How do we “move the mountains”



EMPATHIZE DEFINE IDEATE TESTPROTOTYPE

By “faith”; as “works”



Design: 

devising course of actions aimed at changing existing 
situations into preferred ones.



UNDERSTAND
THE REAL 
PROBLEM

WHICH IDEAS
COULD SOLVE 
THE PROBLEM?

WHAT IS/ARE
THE SOLUTIONS

EXECUTE:DO 
THE 
SOLUTIONS 
WORK?

THE NEED: 
FEEL WITH
THE PEOPLE 



“TAKING BUSINESS TO HEAVEN”



Isaiah 2: 1-5 The Message Isaiah got regarding Judah and Jerusalem:

There’s a day coming

when the mountain of God’s House

Will be The Mountain—

solid, towering over all mountains.

All nations will river toward it,

people from all over set out for it.

They’ll say, “Come,

let’s climb God’s Mountain,

go to the House of the God of Jacob.

He’ll show us the way he works

so we can live the way we’re made.”

Zion’s the source of the revelation.

Benefit Statement:

We bring God’s nature into business

and policy, to shape life in the everyday 

world



Undifferentiated

Differentiated

Premium 

pricing

Memorable

COMPETITIVE  POSITION

PRICING  

DISTINCTIVENE

SS

Market determines  pricing

Unmemorable
Ref Pine & Gilmore- The Experience 
Economy.

SERVICES

(Deliver)

EXPERIENCES

(Stage)

TRANSFORMATIONS

(Guide)

User transformation

GOODS

(Make)

COMMODITIES

(Extract)

WE ARE HERE        User transformation

Stories, rituals, people use to construct & make 
sense of their lives



The Value Proposition:

A new civilization; of Man and enterprise at their most advanced





Fired by 
innovation

- the introduction of a radical new 
meaning; to create new value.



Can your product/ business output 
“go  to heaven”?



Spirituality (how 
the product or 
service agrees 
the Christ 
centred 
worldview), by 
moral values i.e. 
eulogy virtues.

Value-based 
pricing (value 

the user 
considers the 
price being 

asked to pay)

Cultural 
relevance 
(how the 

solution ranks 
with 

consideration 
for 

provenance)

Safety signalling: 
how harmless to 

humans, animals, 
plants, 

environment - ( 
no toxicity i.e. 

how pure are the 
ingredients

Aesthetic aha 
(how 

aesthetically/sens
ually appealing)

Demographic 
impact 

(population of 
users/ 

patronage)

A business risk conversation



Mojo:  inspire 
people with the 

can-do grit 
needed for 

creative 
problem  

solving; learning 
that Christ-
conscious 

creativity is the 
mark of true 
spirituality

Meaning:  
appreciation of 

how  people use 
the solutions to 
construct and 
make sense of 

their lives

Mission: define 
values and 

strategic clarity 
and priorities of 
what is intended 
to be achieved 
by the solution.

Magic: how the 
solution 
deepens 

capacity for 
creating the 
‘wow factor” 

through design 
excellence, 

while creating 
irresistible 
products, 

services and 
interactions.

Manpower: 
frame the 

mindset of the 
peculiar talent 

needed to blend 
resume virtues 
with the eulogy 

virtues.

Momentum: 
facilitate and 

promote never-
ending design-

driven 
innovation.

*6M parameters: for relevant creative problem solving that subdues worldly thinking, allowing business to 
experience the power of God:   

Mojo.                         Meaning.                  Mission.              Magic.                 Manpower. Momentum.



Therefore, Africa’s true 
opportunity source -

the convergence 
of making & meaning

Human - centred  

business

“competition is for losers”

- Peter Thiel



Lead the process innovation of
the church-the feeder pipe for the 
ambassadors to business.

Model church content and structure 

to deliver on intellectual supremacy of your business

theories/thought/philosophy, punishing disobedience by 

using Jesus-Inside intelligence to establish thought - leadership.

2 Cor 10:3-6, Ephesians 6: 14-17 (The 

Message)

Job To Be Done



The Metrics: marketplace creativity. 

The purpose is to stretch beyond the usual, to the stand-out outlier solutions that reveal creativity 

that is not of this world, through wisdom that is from above.

It analyses the integrity of designed solutions and frames a scorecard on the basis of agreement 
with the following:

Spirituality (how 
the product or 
service agrees 
the Christ 
centred 
worldview), by 
moral values i.e. 
eulogy virtues.

Value-based 
pricing (how 

user considers 
the price being 
asked to pay)

Cultural 
relevance 
(how the 

solution ranks 
with 

consideration 
for 

provenance)

Safety signalling: 
how harmless to 

humans, animals, 
plants, 

environment - ( 
no toxicity i.e. 

how pure are the 
ingredients

Aesthetic aha 
(how 

aesthetically/sens
ually appealing)

Demographic 
impact 

(population of 
users/ 

patronage)



As a process need:
Create capability centres 
modelled on the “mountains” paradigm.

Deaconry should be appointed along “mountain”/

professional lines - so the knowledge of the Glory of The
Lord will cover all 

Habakkuk 2:14 & the conceptual

(Word) become effectual (innovation) John 1:14.



e.g Dubai Desert Safari, Gabon Forest Economy

Teach Design as a vertical in Church;
along with repentance, faith, giving etc

Intuition and systemic reasoning





I wish us all a Happy 
Inspire Africa 2021!

Lead the charge for the “creativity pilgrimage”; the world coming to see “the Human be 
business” i.e. how relevant creativity and innovation is done as opposed to business by 
soulless beasts.


