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"Enriching World Culture

Through Creativity.”
[BENT. HRIEAEZD]
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We are All Born Creative.
(TNTOZT Ul EENEDBICLTEERM THh D)
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UNIVERSITY of CREATIVITY =

Throughout history,
humankind has boldly redrawn the map of civilization,

allowing evolving technologies to stand in for parts of ourselves.

UNIVERSITY of CREATIVITY is an institution
dedicated to the research, education, and social implementation of creativity,

reimagining creativity as a form of capital for humanity.

Breathtaking beauty.

A sense of wonder that transcends knowledge.
A presence that invites touch.

Tears we can't hold back.

We all live our lives, longing to be moved.
We are All Born Creative.

We aspire to become a school and a platform
that brings conviviality to everyone's tomorrow,

encouraging adventures into creativity across the world.

Kentaro Ichiki

UNIVERSITY of CREATIVITY, Founder
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Global Creativity Survey
2025-2026
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In an era marked by the advancement of Al and shifts in social structures, UNIVERSITY of CREATIVITY
(UoC) is conducting its Global Survey on Creativity to shed light on the value of creativity, perceptions
surrounding it, and its social impact on a global scale. The survey was conducted in August 2025 across
Japan, the United States, China, Germany, and France, with a total of 3,526 participants (over 700 from
each country). It offers an in-depth analysis of perceptions of creativity, the fields where its application
is anticipated, self-perceptions of creativity, the relationship between creativity and Al, and differences
across countries and cultures. In this white paper, we will use these findings to explore the broader
significance of creativity and its place in our lives and society. By offering insights into the current state
of creativity in the age of Al, we hope this report will serve as a catalyst for new questions and dialogue.
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[Survey Overview]
Survey Period: August 2025
Countries (Regions) Surveyed: Japan (Tokyo, Osaka); United States (New York, California);
China (Beijing, Shanghai); Germany (Berlin, Hamburg, Munich); France (Paris, Marseille)
Number of Participants: N=3,526, with over 700 from each country
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Global Perceptions and Applications of Creativity:
The Multilayered Nature of Creativity

EEMDKERSNBINEEZERSHEIIENTTH? (MA) N=3,526
In which fields do you think “creativity” should be utilized more?

BIEM DA X—DI%, EMPEMLREBICEEEST . EFOTRPESOEAKL. MEOHBHBERED
FESRER TREIN TV, T BIEEOFERDPPFINZIRELAEDPOMBREETTLEIS>TEY.
ZLORE - EXICEWT. BIEEIERLRRZZIBODDHBIEDIHD LS.

Perceptions of creativity extended beyond art and groundbreaking innovations to encompass a diverse range of concepts,
including everyday ingenuity, the materialization of ideas, and the reinterpretation of value. The fields in which creativity is

expected to make an impact have also broadened, spanning from daily life to major societal issues, which suggests that creativity
is playing an increasingly vital role across a multitude of sectors and industries.

Living / lifestyle
B5L - 147810

39.6%

10

HE7E [RLEHE] ERVTHZERBVFEDINETH? (MA) N=3,526

What comes to mind when you hear the word “creativity”?

RBRBDOEDEZMASET. HLLBDZEAHTIE

Combining different things to create something new

39.0+

BROEFEEZRTB7AIT72EARMTIE

Creating ideas to improve everyday life

38.64%

NETICRVWBDEEAET L

Creating something unprecedented

371%

VWEDOEBPHRFZEL. HILLEABTIE

Creating new things by breaking existing norms and order

35.1%

Transforming concepts or ideas into something tangible

BEPBEZMIONZEDICEARIL
32.4-

RERBRDPEI RO BEEDPFED
ANPEPHE. ITAICRESNTOENEND
ERTHB. 4D [RIENR] CHOWTRETS
AR [ChETITRVWBDZEALTIE] IS
EEFELT. [REDODEMATHIE] B
PEREREMRTHIE] [BRADEEERLST
BTFATT] BRE. ZEMTH o/, IhiE. &l

EUD [FEREMETEE] ICRRESNDEHDTIE
B BEOHRTRESNDITAPEELL TR
HENDODHBHIEERERL TS, BIEMIE.
FEAPEMICRO T £EOIR. BREDIR
& EMEOBHFREVS/IATEIDHRICHFEL T
WBEEABND,

Energy development

IXxF—R%R

26.9%

Development
and utilization of Al
(artificial intelligence)

Al ORFEPHIER

27.2%

Global environment
and sustainability

WIRRBL Y A7 FEYT<

27.4%

A EREN NS RALL TROEE
FBNIOE. [BBL - SATAEAI] [5E -
S0 EVSBREECEN A B ThHok, B
WL LB - TRl [#75>) [tk
IS [Al [TRLF—B%] EUokits
REREA L,

Fields for Creative Application

BIEHICHRI H5EE

Education / learning
BE -2V

37.7%

New working style
and employment

wLLWBZS - ER

28.6%

Urban design
BHTF>

27.5%

ZOFERIF. BIEED [FRIABREICHRES
NBH | 723 TEBL BEDSHRNLDHE
BHLHELTHEFEINTOWSZEZRLTW
%o TNTDANL. TNTCDERE. TDTNT
DITED. RIEMEEZ TIEVSNARVEFAIC
FIEBEIL O TOVBD TIEIRNES DD,
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Differences in Creative Self-Perception:

Creative Living as a Way of Life

BIERZBRL TVBALIE. BEEFOR TRIMNABREPESOF) D) 712X BIEMHSR
S5hB. £z, BIEEDFERKEL T, VIVE— Y IPHBEVZBADBEERS DR ICHHSHHE
EAQHFEDE, fhizbld. Z5L7R% [RIERNREEZS (Creative Living) | ELTRA TV,

Those who self-identify as creative tend to value creative practices and personal originality in their daily lives. They also have
high expectations for the application of creativity in fields relevant to both individual life and society at large, such as well-being
and education. We define this approach as a “Creative Living” lifestyle.

RIS T 5B 2 RB#IE. ALDITEICA
BEERICKERENEDZDT,

ABETIE. BEERNERZEIREZTVD 7]
EHEARE (TEREDTOP2) | & 22 TLA
W TREMIEERE (TEREOBOTTOM?2) |
DOEICERELRERDPRONT,

BEMEETZDDOTBEL TERINTLD
Dl BEEERBICEW\WTE. (B2 TaLE
DB EWDTFTINTYNIIA. [Elihnb
B ORI [BaOEMOmLE] [41
ST EIZIZADER] EWV0ETA Y
NvhNTHB, Fleo D2 DDEDOETIE. &l

EEOFERDPRAFEINSBIFICEVWTHEDR
Sbhiz, BREIIIEERBEHBLT. VDL
E—a>71® [85L - ZAT7AZAI] £
JZEAADEBICEDLZDEFE. [HE - 20 »
[XFAT - v —FUX L] EWo=ERICED
ZEFICHNT. 183~20%DEDFER NI,
zBIE. COLDRENEEBREDTEME
#zCreative Living&iRA 7z, 2. A&
MEDPBADHEDEZED DT TR, &L
HROENICEFET 2. BEe TR R (4
=H] &L TS,

b7\ [RLER] ZELDIAZLTVETH? (MA)

What do you do to hone your “creativity”?

Creativity: Self-ldentified Group (Top 2 of a 7-point scale)

&M [BERE ] 7rmoTor2) N=1,374

Create something myself (such as cooking, painting, or music)

B THANZEDL<S (I - 8l - FRERE)

46.0+

Have some hobbies or interests that | find engaging

BHhICENDERPEOEERHD

43.2:

Always strive to improve my own skills

BICBSORMZaH28Hh%ET S

Focus on originality and uniqueness

FVOFITAR AR AP DHBIEZERT S

42.1%

37.8%

Stay mentally alert

BHBICHBEREZRD

Creativity : Non-Self-Identified Group (Bottom 2 of a 7-point scale)

34.2..

&M [IEERE] 7amosoTTOM2) N=326

Do nothing in particular

BHiICEMELTLAEN

46.3%

Stay mentally alert
BHBICHBABEZED
—e 14.4-

Have some hobbies or interests that | find engaging

BB BEPEDEEZRD
—e 13.5

Focus on originality and uniqueness
FVSFVTARLIZ— IR ADHBIEZERT S
12.9%

Create something myself (such as cooking, painting, or music)
BATEANEDL<D (HIE - KE - TEEZL)
12.9%

Q1. bhIFEPBESEZ [RIER] ZEBUWETH? Do you consider yourself “creative™? (SA)

XQ1OT7TEEOSE, TOP2ZRIEEERE (N=1,374)-BOTTOM2 Z8i&MHIEERE (N=326) L EE
*For Q1. on a 7 -point scale., we define the top 2 responses as the “Creativity Self-ldentified Group” (N=1,374)
and the bottom 2 as the “Creativity Non-Self-ldentified Group” (N=326).

920z-520Z Aaming Auaneard jeqo|n
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Al and Creativity: Can Al Augment Human Creativity?

BLEMDA A= EAIDFTREMICH 9 5388

Perceptions of Creativity and the Potential of Al

50%
REHDOEERHDIEOARE, AlEDIV TV ORELEZRBL. BSOMBMPRIEEZIRRT 5F
BRELTAIZERAL TS, £z, BRBPEMRRBEEO O AFOBHEIGREEICEVTH. AINOH 7
BHRENTUS. AIDARORKEMEILRT HAMLFELL TEFINTOBRES R TRAS. f ;;;9 jj% BEOEEARCTS
Individuals with a high degree of self-perceived creativity are more likely to use Al to expand their own originality and creativity, Sﬁﬁﬁ:ﬁ? e heeres : (;Tre::n:;ﬁ%zviz-wday life
for instance by co-creating content with it. There are also high expectations for Al in the uniquely human realms of emotion ~e

and aesthetic sensibility. These findings suggest Al is increasingly seen as a collaborative partner with the potential to augment
human creativity.

BOgEN %
BAIZODELEHHT

Creating something

ah
yond human

o TNETICE WEDZERHT

ANERBZBOERIND
Inspiring and moving people . L‘ﬁia)ﬁiﬁ’("ﬁﬁ’&i&bsﬁbctaﬂi?

Creating new things by breaking existing norms and order

HEFIEAl (AITHEE) 22T EQXDIBRIEZLIZZEDHYETH? MA)

"

What have you ever done by using “Al (Artificial Intelligence)”?

e p——
FELO IV
9202-520¢ Aoning Auaneard eqojo

- JELL - AEVSDEEHRET
L4 * YA e %E% FEL ﬁg}‘ié 3_ ) Creating something beautiful or interesting
Identifying major problems and finding solutions - =
F Dt FOf . # /\,\’Sﬁg,@’& o
6.2+ 11.0% _ MAONDEDICEAD
- o DEREHDSMD g s
o e L e ;reasf'mto sé’memmgi qible

reating something from people’s unconsciousness

C ABBEUDREDLHD e ERDHEDEGBAESIHET

R o d ADEEHRET HLWEDZEEAET

BEPEIZAD 4 ) . Combining different things

> Creating something from people’s playfulness N o +
& FOOWETINELEHET and childike bpirt 9
5 Creating new economic or business models
2 \ e EUNEDPHILREHFHENLLDZEALT
Creativiy Creativty Creating i dinary with elements of joy and festivity
Self-ldentified Group Non-Self-Identified Group

o tHDh e {ADFEYE H

DR 24 )

Bl
FBERE

(N=118)

RlEH
BRE

(N=1,161)

Transforming the fundamental structure or principles of society

Advanced
Jeuugsgg

10 BIEMDAX— 50%
Perceptions of Creativity
@\‘0\
NS

Q4. Hh7ld TRIEME] EMOTRIZBUEDRETH?
What comes to mind when you hear the word “creativity”? (MA)
Q5. &7%7E TAI (NIHER) | ICBWVT. EALRPIRMEDHDERBNETH?
What potentialities do you see in “Al (Artificial Intelligence)”? (MA)
XAEMBERE Q1 .HAEEFESZ [RlEM] ZEBOVETH? TEREDSS. TOP1 (N=468) ZfEfA
*High Self-ldentified Creativity Group: Defined by the response to Q1. "“Do you consider yourself a creative person?”
This group consists of those who selected the highest level on a 7-point scale (N=468).

Al Bk / E#RL ~NJL Intermediate / Advanced 61.8%>28.8%

Q1. HREEEYEE% [RlE] £EB0ETH? Do you consider yourself “creative’? (SA)
Q2. HBflE. EOLBVOBET. LITO Al (ATAIHE) | Y—ER - 7TUEESTOETH?

14

How often do you use the following Al (Artificial Intelligence) services or apps? (SA)

Q8. H7%&7zE TAI(NIHER) | Z2E>T. EQOLDIRIEELI=ZZEDBIETH?
What have you ever done by using “Al(Artificial Intelligence)”? (MA)
BIEMERE Q1 D T7TEREDDBETOP 2 (N=1,374), Z0O55Q2 TAIEFIAEREZ (N=1,161)
Creativity self-identified: top 2 of a 7-point scale (N=1,374), of whom Al users account for (N=1,161)
BIEMIEBRE Q1 O 7TEEDOS5BOTTOM 2 (N=326) . £D55Q2 TAIZFIBLEZE (N=118)
Creativity non-self-identified: bottom 2 of a 7-point scale (N=326), of whom Al users account for (N=118)

x ABERLAIL
- AR AERR. XEOHRL - BIR. BRINERE - PR TUAR LR BB REOERKRE
C B OV (WEE-BE-BRERE) - 0754 BHERAOAI TV NOEREE
* Al Utilization Levels
- Beginner: casual conversation, text polishing and translation, information gathering, etc.
- Intermediate: brainstorming, creation of reports, materials, and proposals or similar uses.
- Advanced: creation of content (stories, videos, music, etc.), programming, and development of personalized Al agents

MAFHIHEBLEBOE £ 100%ICRSBVGEADHYET .
% Percentages may not sum to 100% due to rounding.

RIEMOBERHADBOAIFE. AlZERH
IERL TV B EOARENDERBRRRTH
%, BADZEERAENZEBRLTOD A,
AlEa> TV aHELE) . BATAIT—>1>
PEfED/zWLTWVD, ZDZEDD, BEMEBER
Bl&. AlDZ &%, shitzm LS e2FEaE
AT, BSORNEMEIREEDFEEL TR
TWBZEDOIDPH NS,

ARTAZEL AIEEERPBOTEVE (7
BREDTOP 1 3% EA7 13%) P\ AlICZ B

FEERZRELTOSRTHD. KO [Ih
FTICBVODEEAHT & FHLEDENE) |
Iz, [ELD - BEVWSDZEEATT & (B
MEEORNE) | [BHOAERERSTZTAT
TEELIE (AETOEE) . [FHPHFZ
BUHLEAL T & (RIERARRIE) | & TAI
ICHFL TS, RIEEERBIBLAL. AlZE
BRDDEALDY—ILTREL TRIERELFE
ICHRARE B/ N—h—] LRATWVWBETAT
D7,
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Varying Perceptions and Applications of Creativity by Country:

Cultural Influences on Creativity

BIEH DA X—DPHFENGERREE. RETHEREDSRON. KE - K1Y -T2 A ikl
RLEBODEREETE. BEPUHRLAEZRETHHNELT. PETREHCPHRFEZEREIIRBHLE
LT. BRATRINETICEVWSDZEAH T IEELTREI Nz, ThOEDENE. BEDXILE - 558

HEBERO—HEZPVENSE TS,

Perceptions of creativity and its expected applications varied distinctly by country. In the United States, Germany, and France,
creativity was associated with combining different elements to improve everyday life and society. In China, it was seen as a
driving force for reshaping norms and underlying frameworks, while in Japan, it was primarily thought of as the act of produc-
ing something entirely new and unprecedented. These variations highlight underlying aspects of each nation’s cultural and

linguistic background.

BREMDIRA A BEXRSYUICLOTHIRER
EEDPRO5ND. KAETIE IOLIEBVERE
HELTTEHRL, AEEICHT DRI IEMR
DERELTEEL TS,

BATIE. BhElZz [ChETICRVWEDOOR
B ELTERET HEAMR. JAUE. BlEE
ZAEDERBLICHEEEREVDKIE.
BFEPRELUZRRICHED DL [FFREM] &
BRELTRITEDHONPTNIEDIDD A
éo

CRE N TIVRACHBLTRES
ﬂ%)o) & BhEMZ [Re2ED0HEE | i
ED. [#E - 20 » [E5L - S17A%A
W] EVDTeRENDERERFITEILRETH
%, B THRETIE. AhEd TAEOLE]
P IBSOEMKE] ELTERESN. [R-BXY
Ll ® [TTlE—(>7] BE. BADEEIC
BELEDBICHIT5RBN BT AL THED
FENTVWBAERAD RSN, MY Tk BhiE
ML TEREOUE] » [REMHLEELS - BEE]
EFRODIFTIRASN. [HHTTA>] » [H
LWVEIES | EW /et SRR RIEADISHDH
FEINTWD, BIEMRI. BRECHEEORS
ICEDRBDELTRABNTVADTIFRNE
5O 7TV AICENWTEHEREERUL, BIE
Ml TEEOHE] © [BE0EHL] LT

ABNTUV\DD . EDEMMEEIE [HLMVEIER
ICEEFEHT . [HIKRE] ICETRATULS.
BEMIE. B8, =, SOICITHIRIREDRE
LTCeatReMEBlas L TEHSIN TSR]
BEMDRREN D,

INSOEMDD. BKICE T DENEMIE. FF
ARBEEICHKEINDEHEVDRIE, BAD
EEPHSSARICHRNICEE T2 [RBE] P
[Z8 | L TBESNDERDROND.

WU THETIE. BEEE [EFHPTHRE OB
BEBEE] © [INFETIRVWBDDRIE] &
WA AT ERGEVDNTHY. TAIDFIR
PFERL P FLOVEEET V] [FEHEE]
BRENDHFLE V. AIEMER. HxET L2
KRESERIAZ BB/ DHENERBDFHNT
WBEEZLND.

INHDEWNE. BNEMEDI TR T
BRSO, waEE. HE. MEFHCV\o/XXARIC
SO TORPEHREVWDREOTIHRNDZE
LTS,

BZA @ =710
Top 3 Associations With Creativity
RIEHICHT B X —2 TOP3

Creating something unprecedented

44 40 ThETIBVEDEEHHTZE

Creating ideas to improve everyday life

261 BADEFERSTBFATTEAEMMTIE

|

Combining different things to create something new

242 REDEOERMES LT HLLGDEERHT

Top 3 Fields for Creative Application
it 9 B RIEMDIERS% TOPS

Living / lifestyle

331% BSL - A 7A&AIL

Education / learning

26.9% %

| :
&
(e}

New working style and employment

232 FLULMBES - ER

\

Entertainment Industry

239 IURTAANEE

\

None of the above

2250 HTFEDHDIFH

|

K1Y & (n-700)
Top 3 Associations With Creativity
BIEMHICHY B X —2 TOP3

Combining different things to create something new

4530 REDEDERESE T HLLEOEERET

Something beautiful or interesting

42 4, ELSXHESEBLDED

Creating ideas to improve everyday life

36.0% BADERERTBT7ATPEERETIE

Top 3 Fields for Creative Application
WY BREMDERSE TOPS

Education / learning

4020 HF - FV

Living / lifestyle

357 B5L - SATAREAN

Urban design

307 MHTHA >

Well-being
296 YTIE—A VT

|

New working style and employment

26 FHLWVEES - ER

\

PAIN £ n-709

Combining different things to create something new

50.6% RLEHBDEBMASLT. HLOEDEEHT

Creating ideas to improve everyday life

485 BENEEFERTAFATFEEHETIE

Transforming concepts or ideas into something tangible

43.1% BEERBEEMNONDZEOICEABIL

Education / learning

47 0% BB - 20

Living / lifestyle

4640 ESL - SATARAN

Food / food culture

384 B - BXL

Well-being
372 YIIE—AVY

Entertainment Industry

350% IVATAXUNESE

72RO (=705

Creating ideas to improve everyday life

423 BADEFERTBTATVEEMTIE

Combining different things to create something new

4019 REZEOEMAS LT, HLLEDEERHT

Transforming concepts or ideas into something tangible

34 BRCHEEMNONBEOIEABIE

Education / learning

397 HE - HU

Living / lifestyle

389 BHL - A TAZAIN

Well-being
30s% VTIE—C>VT

———————

New working style and employment

257 HLWVEES - ER

—

Global environment and sustainability
233 WIEE - YT FEUT1

—

Q4. Hhsid TRIEME] EMOTRAZBUEDRETH?
What comes to mind when you hear the word “creativity”? (MA)
Q6. H%&7E [RIEE] PEERSNAINEZZERSREIFIENTITH?
In which fields do you think “creativity” should be utilized more? (MA)

hE @ n-700)

Creating new things by breaking existing norms and order

527 WEDEFPHFERL. HLERBTIE

Creating something unprecedented

5200 ZNETICRVEDEERETZE

Discovering new theories or methods

447 FLERPHFERDIIBIL

Development and utilization of Al (artificial intelligence)

55 AIORFEXFIER

New economic model

4500 FHLUVEEETI

Global environment and sustainability

44 3. HIRBE - Y AT FEU T

Living / lifestyle

A4, 5L - SATARRAN

Space industry / space development

44 FHEE - BR

9202-520Z Aaming Auaneard jeqo|o
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BEEDAX—2 01
—RIEHEICHTBTODT7 TV —
Analysis of Creativity Perceptions: Seven Angles on Creativity

RIEMDRAFISOVWTT—LBRET o/ R, [BEICRADRZEDHEDID] [ChETICHEVEDZE
HAHELTVBHEDID] [REZDEDDMAEDEDNSEFENZEDOHNESIH] £VVD 3 DOHRKRD. BlEl
DRAFEHEETDIIATENTHAIEDPTREN. ZORREZITT. ThE3EmE~N—RIC. gl
ZRADTODT7 U INEFGEHL TV, B, ZI TR, BIERZHRY BHDOEENLREC T TR
%L RIERICHLTRES TS [RAE-RE] ® [H)Y0O] 2 [7J)V(angle) | ERER, BICdH7zD
T BLDPEROT TNV EHERD (MARE) REOHEBINLD. FARTIIEBEMERRT
37, E—BEDT I (SAEE) ZAVTRRIEL TS,

Our data analysis showed that perceptions of creativity can be effectively organized along three key perspectives: whether
it relates to sensibilities, whether it pertains to structure and principles, and whether it emerges from the combination of
different elements. Based on these findings, we derived seven distinct “angles” for viewing creativity, using these three axes
as a foundation. It is important to note that in this white paper, we treat these elements not as fixed types for classification,
but as viewpoints or perspectives that can illuminate a single creative act from different sides. This is why we refer to them as
“angles.” While the analysis confirmed that respondents often embrace multiple angles at once (multiple-answer responses),
the figures in this report are based on the first-recalled angle (single-answer response) to highlight the primary trends.

BIEMDA A= 5H

Seven Types of Creative Perception
Zero to One

0.8

0.6

0.4

0.2

Aesthetic New Combination

HLUOWHESBFORLE

Social Order

BEMZ [#HLOHESHFPREORIL ] CRABEAS.
KREMBRE TIIRAEZRANEEZR#.

-HEOHBEZZBMAICEL HETINVOEATHOH

ZRLEEVEZEZA TS, BIEREANDEHOEL RER
DHR N, YIERET BT ETAESDREZHHE,

- BRERGLS FEICE.

(n=1,017)

HHERICKBRE

New Combination

hEME [BEEOERZOHLWVEAGLE | EIRADELH.
TOMSEAETDTIEEL, $HREODMEEFHLAE
TREEDE. FIOBRMENERE,

- FHBIIED T, BEPEVNEZAERII2ZT1EAYIC

T %, RIEEREBECLERICCEEDNINBNELEE
A BEDPERICENBIEPEF TRIETHIEZERT
B

- EEEDE L BRKRICE.

(n=393)

ARELFEEDER EFER

Problem Solving

RlENE [REGHBORR. R CIRABZEAT. WIE
HRRBUICIOTHERDEAZRDITHL. BEiERHIcE
EEST . BARIRERRERD T AT 7 PEEZRH.

- EREIEED T, RREBRVEELET. RIEEADER

i<, HREBALZRPHEMOB LICHERE. BEM
FIHL TS TTRIBHY,

cRAVICEL AT IV —ICEANTTIN—HF—DLEED

T TAN
(n=140)

B¥ELEESBIE
Well-Living

RliENZ [H4ZP LI DORTDIL] CfeaBEAS. B
FOEFBPHFORT. BENBRIBEIXEEAERDIE
T. BARLEDF THERICHSPHFRER MR,

- 50~ B0 DA KDE L RIFPRE. VTIE—1>

JEER. TEPHBEOBICRIEREENILT. BLADERE
WEERED, ALERICITES,

CKE TITVACEV. FIODERVEPZABSUEED

Bio.
(n=300)

ANBZBAILHDDELE

Miracle

AhEE [N\EOgEhEBAAIE] CiRADEAS. BEfF
DORIETIERL, ABOEEHZB P AEZBHL EEH,SEK
HMOMEZRIHET 5.

- BHERBICEL. BEORAZEA T [AH] Z%RAICDTS

ZETHRREERT D7, ARFEREFRLRE., KKEM
DEFADFERELT., BIEEANDEREFZL.

- BEIC10%EEWVS. 10~20P 2L, 60K

0N
(n=305)

B Ic & BANE
Aesthetic

RlENZ [RLSVPEHBIBREDRMY | CIRABEAS . HiR
PRETIEGL, EEHRABSLVWBEICKADEDER
K.

- NEDBRUDHIC. BATHIEPEEZEOTHY. Bt

ZHECBHRZERY D, TO—AT. HLLTZ/OT—A
DFOHPVICIFEE,

- ANEEZBHT. RV - TI2RICEN 10RDFEP LK

HEICHEL BRI, FEI0EH0.
(n=685)

EOrsSFeEHHETIE

- BIERERBICAT—ILORZEVEDERITHEY. BAE

[FEENVODEEEZA TS, AEPEFLERL. RER

AAEICH T DELERDA AT H IS A4
PEDLOBREZF > THAEEHLO>TWDD
ZIRABDIEZBRIEL TS,

AHOFER. BIEMDOREICIE 7 DOEED
FENV Lo, IhomFERIE [l [0
1F] [#itEE] EWD3DOEELRERICEOT
BHOHN T3,

Ihb3EaRBELEIDIYIICEZD T
Rk, RBFRAT DR 1—LEDELHRAL
BEGRZAGEILIZEDTH D, TIITIE. Bl

e [FLOKEPETILORIH] ERABDAD
WL TEREEZRT HHDEE] &L
TRABABND, Foo [RMPELE] LT
AEMZRLCED AR, [ NEEBAPIREM ]
NORFELTRERZRET ABFELTY
B

BIEMEICH T B A= TDODOFTIE
LTEIBLAED. ERELTE BARICENT
HEBDEAFDPHFL. TDEADFEEHKT
HBDIEDHEB SN,

Zero to One DFFTRT 5 I OS—I B AR DO—H T, EHATOM,

e - - HHEHLELEL.
BlEHEE [ChETICRVSDEERPTIE] ERADER N R
F. BEOEHONECIHE T, 2<FLWVEEE O BREE BEEEFPPEL,
SREIET BT EERIERDAEEEBL. (n=512)

Q4. b7zl TRIEME] EMOTRZRBEDRETH?
What comes to mind when you hear the word “creativity”? (MA/SA)
TIAAKE  BEE B HEA. B REEHR. BEHRRE (MA/SA)
Demosgraphics: Nationality/Region, Gender/Age, Occupation, Family Composition, Values, etc.
N=3.526
KAREMEDA A—TICRIT 2R (Q.4) DEREEIZE (MA) ZRAWT. BIEEOIRA HICK T 2HEERNRANEERE. ZODMRERICE DX, FRBOE—RE
(SA) ZRBUWT. TRIEMICT 2T D07 IIL] LTIV LT,

920z-520Z Aaming Auaneard jeqo|n
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Future of "Kawaii”
~EEHDREREED1—ILDIhETEIND S~
Components of Creativity Sensibility: Past, Present, and Future

[Kawaiil] 3SR HRPDPSBENDEEL. BREOETHTHS [HHU] OBEZIE. B X—
POEEBAT. AIPEFLE [DICERE | 2EAHTLODORELE LD, ZITR. £0
[Kawaiil BESEFNT. BESEREN. RERICEALMEZEVHLTOLKDDZ, D1—AM—%
BEAT7OT71—A§2N\—Frilba—v OEHEZBLTEL T,

The word “kawaii” is now loved around the world. As an aesthetic originating in Japan, the concept of kawaii is more than
just a visual style, it offers important clues for generating the kind of emotional resonance that Al struggles to replicate. In this
section, we explore the origins of kawaii, why it is garnering attention now, and what kind of value it will create in the future,
all through the lens of a virtual human produced by Sara Giusto.

REMORMEES 21—
Components Structure of
Creative Sensibility

Al Kawaii Processor Human
Perfection Designing Negative Space Beauty of Incompleteness
TEZ REORKE RFEDE
Optimization / Homogenization / Fluctuation / Diversity /
R SNy Record of tent AT A
LT BEROR® ik

3000FZEATE/=KawaiiWL\IEEH
The Kawaii Aesthetic: A 3,000-Year History

FLLEAPPORYNE, FheBid [#] &L T
TS [HE] ELTRZFANSNDDEESD
M. TORAFEEFTHRBED—DELT,
[Kawaiil BPBH5TEOOTND, [HHL
W] DIL—Y%Z#BHE. 3000~ 4000 F/TD+
BCEER ORI N TAILICTZE)EL 2O [H
O] EVWSREEE. EROBARORERIC
HOICRFAMBRETEY. ILHDEVDOEEN
BDEREPHOTBHEN DT REERLTE .
LT HE5DFRTHAEBTN T HIERES
BMEBRDT. SHXLHWDNAEL TRDNT
W2, FOREDIREICIE. BARICHIDORAS
WTE27 ZIX LG HRERDPELROTLVD.

FRKICZROND—HHBIRHFRERD. £5
IUNBCRIREN DMEPREZERL (L
DIZHL . BAREEOZ AL SULE TIaD
BOE/ICERPARBZREL. BOPELAZ
HETOREDPEENTE /2, BBV DH
ZaELE). FRTEXTRUL TN ZELA
e, B/ MBI OLDICHRORED. BED
FRICBRICRAFOTE Iz, BRZADOEIIENVZ
ROBFEPAD . ANV TTEEBLCD
HRFNZT IR LI, AAEFO/ZHD
ICRDREERADEREIL. FeBDOBEPERE
DEIHIT. DRV ENEREDSRAEN T
BOHDHLNEN,

IOLIERBEDFEHERD. HLOEMPA
=, BEICEMTAHIERMAANDEEICD
BHOCWB. ZLTENIE. 77/ 00—DED
HFREF—ICLTOLHTEND B AET/

BR. thEEDBEBEPDORDPVE. HE/DHTE
ABET 72D DREICEHBZDOTND,

N—=Frllba—7 > O]t LR
The Potential and Limitations of Virtual Humans

AlCED TR FOBRID A BICEA RSN
BHT. [Kawaiil 134551787388 O &
ZODICRODEEZEADEZDEELFHIHUIC
Bb, N—=FvIlba—<> [immal OEHE.
FORWNIKT 52— DD EEARNITRL TV
%, [immal (&, CGEANCE>THRWERE
TEREENBDSE. HATABRYE [FB] O
BEP. #ORTOARWEZDODT DARREELD
Je. REMSERLSERERD 1 TYNENT
Wo. IOL7EREBIF. BRDEHEWDKYD,
RIEMCMBEEE DI DICERDOFITTRT e
DERETEDBDEEEAD. EUFDERNENP
B, 2L ThATREZDITEFRC IS TN
DEBD. 2272V OFRICEEIHFREIN TS, Al
PERTBHRED. EOHTHEXRPEEZHD
BOBDICHRYPERF T, [immal [23—7~«
SIENTWBDIRESLE [BROESR] &
EAB. TS, IHEDPRREPCEEER A HIE
DD, EVFORVRRBEWDIEDTE
HREDPEENTULVS.

—A T ZDERIT TREMBDDNE] I,
AlZBBEL TIRADBEIACB T, #4300
BEMICZTEOHOSNDEEREEN. 21—
N—EKATEDT [immal Z#BrL7zERIC. Bt
DEERDSFEOLNIZRICIE. TOREDREVE
IHENCRL TLVB, ZhUE 000 FLL EICH7zD
T [Kawaiil EWOEEHZBA TE/AAL,

TOUEALIN B REFF BV T, AIED
MEEWADELOCWVSIEERT —HITED
2o

REDEEREDES1—NVEBEET D

Redefining the Beauty of Incompleteness and the
Components of Creative Sensibility

MR DAIEDF T, BlEEEEDLDIC
RBEFET DD ZDT—XIE. [RFEDE (Beauty
in Incomplete) | &, RFEMBKREDZEZITEDT
BIPEREMBU. LT TV [HEORREME] &
WOZDODHEADNDLEADIENTE S,
[Kawaii] Oi&EFIE. [immal OEREE [#
Bl ICEONBEDIC. HATHEURAHRTET,
TRED—SFH CEDOIRBPAFHMEL TS,
ZDERFTHED. ZIFFIC [IRIFEDRDD:ZS
2] TEALMEDHZDE2D] RGOS F
ERRAZED. ZTFIE. BDOREREEH,
EESTZDHRAEFL. BARYDAN——%
SEREE TV ZEILRD, DFY. 2IFFES
M. AEVFAIORIEDELAICMN D EICEHD
BHHTN,

ZOL7EbYAIE. AIPEEER T [RERE]

2025/10/15 B
Mandala Session

[Future of Ka-wa-i-i ~“»bWL\ V' OHEEEIEI T~

BRIV
T1—Ah— PE 7O0F1—H— (Aww Inc.)

EIFREZDIHT. NENETNORENZLS
TR NERD. ZTFHBENTHRELR
HEEH> TV Ot AIL. AlBRERICEIT B3]
BEHDFEE. Wb [RREDED21—IL] DA
TYVFERABDIENTED, TDEI2—ILD
—Dl&. Z#M Diversity) #=Z(F AND I,
[Kawaiil I&. #EgtIn ==L =T TR
BEDPEESBEWVEM ORI IEFICRAD
OARYNCBfiEE R E T REEZE T (k. €2
LTI oz zraIc. BIERIFESEEE
BABANERBL TV &O—D2I&. OTF7vy
(Low-Tech) B OT T v7 (Raw-Tech). 3
BbBEOFEANDBLEFORITHTH
%o MEPRBCZBET DT IRIREICDOL
TORNDPRABD TODH T, [Kawaii] (.
FRECREEDITIEARTORTE AL T MEX
DHRICHDIEBLER, FEEITEETHIEED
ez S/ TRHSETLND,

2D DO DRDOHBFOZRBEFHTD
BIEMIE. ANCKDHEDRNDFRT, Fhl
BEORMEECAERNRBRZTFD/ZOD. —DD#HE
HAEEHOTND,

BHEMDIBMETANFTAE/NTATBI T, KEEFRFICAARICZEL. 201 8FERB T EMAZER FEEH FRIMIcE IR E,
FrI)—TFaL—E—RETHEHIDE, 20FIN—FvIlba—<2EFNPFHAwWw Inc.ICA%t, 234 [Forbes JAPAN
30 UNDER 30 2023 SCIENCE&TECHNOLOGY&LOCAL EBFDZEEICRE SN D, 24F 4 BIC [N\—Fvilbka—<>
EHICEZD] T7—~IC [TED Conferences] IC&E,
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RRE)DRTZRET 5
~EH R ERESRIC BT B RLE M DH = 12/N S S A L~

Creating New Dimensions of Wonder
A New Paradigm for Creativity in the Age of Digital Nature

AlDREGEIE. [RIERERAD] EWVSKENERVE. FEB—AVDEVICRITDII TS, XE
Tl XTAT7T7—T1ANERB—REDHBEFHMPVIC. AIEABDREFT ZRRICEITZEEED
WIBERH< KMORRICIOTHRSNBHROHRT. ABRAZFHRL. BERZLDOD. READH

BE%ERS.

The rapid evolution of Al confronts each of us with a fundamental question: What is creativity? Drawing on a dialogue with
media artist Yoichi Ochiai, this chapter outlines the contours of creativity in an era where Al and humans coexist. We explore
what humanity should let go of and what it should cultivate in a world made more expansive by technological development,

seeking a new perspective on the future.

YXEEOSRTHEZ
A Higher-Order Integration of the Arts, Sciences,
and Humanities

BhEM X EHOERDPEBRLEVEDSE
FND. EHCEENBRIERZ, ATATF7T7—7+
A 2EH HEE. BFNRRECL(DERE
HEFOEEG—ROEHIE. EZICZDRIE
MORMERL TS, AR - Bf B/ \EUF
> [null?] OEIEICDNT. BAKI &bV
DEWNT—L] ZEED. €I TR B2 A
TOUIIVT REMBREE VO EEHE. R
JEIMEEP T I F 1T —R— J—J7—72ED
SRR AT LDRIEL. —DOEBEICAVIA
CEOBRZEEABDPEALEIN TS, EELE
LD BB 27O ABHDRIEITAE
BOTW\BRIE, BERETOEHCHIKZETA
W BHIREBERDHEIT 2B T, B
BEBDERONTZETEHD. TDRIF. Fhlz
B56F. BREMEDHENICIER T SE R
ThBHIEEBOHEIETIND. Tnull?] 1%
RIEEDOAREZRLH T HRE ChHY). F/zBITIR
TR A E—2 R TNV, BIREPREL
ZREBET DAL, —FH. AEORLEMIE. X8R
DPENTVROEHAR BRI R MR R I D AL

EOREDFRMIOEFND, JD. HEFZHMA

B D, BEMDREHERD, AP
PUEZIRIR T DTFTE ChDHED. ABITERPR
BOBEZEHLFTDTFEERD. AICABDT
3 PR TIEIER HLOBERERICRET
BHEDBEAD. IOLIEHMIBEERME DFE AT
PHOTCIEEOR[AEHFRDOEEZDHDNE

B HOULRARPREOERICFIOTERATY
BETNIE BEREIE. ZOFRNDPITH/=R
BReRELTOITABRDTH D,

TATOBERISHEELENA TS
All Information Becomes Animistic
RIEMEELIELIEABOEAELTELSND
D, BEZLT 5L, BRAFRCPFHEOF L. B
DERDEBLAVARDORIEMICERENT
WBZEILT DL KOESEREFOHRB. £
DEACPIRIRZD. BROEYDLOTHY%E
DH. BRALDORAICEDNTRIHS>TLS,
ZORRKAULDE HRIFEREOERYELT
BREhTWBEWND [EtEHEB R Digital
Nature) | OZZ HIC/zEWEL ZHIZERAR
REBXNNETTHRBTIEIR, BREESHR
MOMEEREL THRAZRADR A ThHD, —
R, ERECAILRAZZOHRICE. TR
BERIESTPEBAMDETN. AzBIFZZICO
NP RINERKCES, [FHEEERML] IS
PULTEHERBROBRAGEIZRHLDE. Z
DLIEREDERR EICHD. BEICFTESNL
HFEDOHFTH. AFBEWESX . RIEEERT
MEBEHTOET D, TOREL. BRBERIC
HAPHEREZRHEL TELARORECHER
%, ZIZTED [HBEL] &l AEUFaT7 IR
HREANDOEB TRV, FRRBERORND
6. EEPYREET VL. BREfinL
TWRBETOERZ]ET. DEVRIEMECSE
Efﬁé’ﬂtﬁ«ﬁ@qﬂbﬂbﬁﬁﬁﬂj%%’("%ﬁt?&ﬁé
FREIC[OEZETHY . HADRFZE

HFREDEIRCRNEEOBEE

Dimensional Shift and the Repositioning of Creativity

Modern Nature

ERER

Material and Continuous Nature
View of Nature ME - EHNER
BRE Boundaries / Mass / Causality

WR/ AR/ ARYE

Information as Representation and Symbols
View of Information BR=RK L5

THHRER Reproducibilty / Efiiiency / Optimization

BRI/ HE/ Bl

View of Humanity Homo Stuck

AR AR ambaE

Positioning of Creativty
y Abilty inherent to the subject
BlEHD

BT ERICRET BHED

WERAEHEABIED D, COXRDPD. &
DIETEOND [J] ZREDART7—EL TR
BIEHTE D, DPBERINIzEE. [ G
B) | IHROBEEIER T HFIPUELRY . F
MOBERST T NELD, FTEEBRCVDIA
RWREEHA T, FLLORVEMBICEEDZ
o ThUE. KEDPSRBRNEEHL. RAD
BZRUKDBERDEDI.

STEEEROEA
Beyond Computation and Aspiration

STEHAREVOHFRTIE. AHOAREZOD
HOPBNESND, IRENICELT HER
RIEQOHT. Bl IHMEEF OB 18
S DEVFTE] IR DDHD. AEDF&E
PREDDVED . ROBREANBATULLH T
BEVNDTETZ, FDEE FBITKDONDD
I BEEPBEOHEANOHEEFRT L.
TR T REBR TRV, BIEOZ L ER
ng. BSHEDOOITVKEEN, FLLREKE
KB EZRL TNV,

EARRPRET S [KRE- 22T Jr7L (#R
KiEEROE) | (T ZOMLWEFRICE T ALE

2025/5/19 B
Mandala Session
[Rca7—hL&LD ~nullz AOBERE1919H]

HRVAD:
FEEB— XTATT—T4Ab

Digital Nature

FPE#AR

Computational and Generative Nature
REE - ERBBR
Fluidity / Uncertainty / Contingency
wEHE / THEKE / BRY

Information as Process

B =70t2

B Generation /Interaction / Co-evolution
RITER R/ IR / ke

Homo Convivium

as Emotion and Meaning

Computation
TR = BB ER

Phenomena emerging from relationships

BERMEOHDORR

DOEJEEMZRL. ZORICHD [KRE - AXVT
(FEEo1E) | 1d. — DD AEGDKREARRY
%o AT AN—EROTIRBEEIET KT - R
ey s | DN wie DAy R by R Ly N = S =TT N
BIDSELSEHKREL. SEHBEYERBEL
TEIEZIDEZH, ZOABGIE. IhETD
ANENTA T GPRERBEORE, 2vhT—o80F )
O FURL/IROBERR) ICY TIEESRU. JRE
ENE O/ FRICEPOMICENE DD L DR
BAEEEEERIFED. Thid BERIESNT .
MRRBICRBCHEIS T 2 AEEERHLT
W2, BlIEMEIE, 1 HAR<EN T 28O
T. BOICREMESZBMTHY. sHEE—1K
CLIFRITTEZ T ANDEE S TEHH D, D
L7ZREIF. AlEWDELFEZBLC. [We are
All Born Creative] EWOREEZE#. AM
FHEDEDEEZBI TVEDD, RBEDRED
—&i. [Z%TO 0TV [EBEPTL GT7iF 171
BEN) | DRT EDIC 'rﬂUf\G)ﬂmttB
BSRITTEBA D, AEEaF DI, E+
B EERDIEIILD D /=RIRTTA E%’(Dm:\
KatEZ TEHEEDDODELIER,

FURRF AR . BRAZAL B RRZMRRERE. 2026 FAAEREEST—<HEE /071~ —, 2016 Prix
Ars Electronica & E. EUX W STARTS Prize. 2019 SXSW Creative Experience ARROW Awards. Apollo
Magazine 40 UNDER 40 ART and TECH. Asia Digital Art AwardBHFE%ZE, X{LFATA 7 EMR 7 NBEFISEE
ZESHBERSH. TEE [E2 0OE!E (amana-2019) INFT &5 [Re-Digitalization of Waves (foundation2021)].
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RFBRICKE TS 22| CANEMDORBIFRIEE

Relational Structure of "Emptiness (Ku)” and Creativity in Eastern Thought

FFREBRBICHTREEEEAIDR]EE
~Btk F— LB BODTER~

Human Al
Creativity in Eastern Thought and the Potential of Al B A BB i A/

Umwelt

Rit 5

The "Umwelt": A world imbued with meaning,
perceived by the body and Al

S Al BHIET BRER OV SN R

A Space for the Heart in the Body and Gaming

TVIATATERADPANCIOTH O THVRIZTHER - EREN DA ZMA /2, Thid. DICEEE
PREHLRREERZFADLEND. TARZARLSLDS] BVWERDDHETRETEH S, 7—LAIFRFE
FEO=HE—BREDHAXDS. DMK AF BREVEZEMILICNON G WRFNLZBATECHE
BED. AILRIEREZEDLSICIRABET 0N, ELTRHAEBOARBICEDKSREPNESS5T DD
ZERT B,

Creativity
BliE
An event in which meaning emerges through interaction
We have entered an era in which creative expression can be reproduced and generated by Al on an unprecedented scale. This REFROLHTRRFLS LSS [HFH]
is also an opportunity to re-examine what constitutes truly moving or original creation—the very question of what makes us
human. Through a dialogue with game Al developer Yoichiro Miyake, we will consider how an Eastern worldview and sense of

impermanence, which are not bound by dichotomies like mind/body or human/nature, can reshape our understanding of Al Hlayanvifiina = Seeds of Possibilty

and creativity, and how this might broaden our own perspectives on humanity.

FrIsEEREE ICAR S R RE
The Dormant Potential in the Alaya-vijidna
ADFEBET UL RBT —ADSREMHE
BERFCEX T ERICA DTz, ZOWITICHLN
Tt RfREL CE RIS DIRA S BRROE
ROTWVD, AIRMOEFNBRREIE. ABE
BEZAONTEAERDEBREDEDZ., B
HTEEBICENDIT TS, AlIETTIC 1B
] (D) EYIFIRR () EDBFEEMLEDS.
ANEDORBEMEESNTE/EBDEBBDH TS
DorE. IOULIIRRERABFEL T =K
I [INTREEFDZEBRBIEDD] £LVD
FEMBRERRIOIBTS. ZERIFT—LAI
DFFHIBEWT. [D] ZREDBAICEAESN
TeRARELTHRABD TR SHEPBEU. ]
BEOBBEEROBRP TIUBRNZ B AETO
TARELTEABRRER LIz, AIOTINT YN
bEe. RIECOBROBHTELFTDIER
WIBDHER THD. COEAF . FHDPEES
NIERAFER TS BRUEDOBD THEET DL
SEABE [2] OPBLLBEED, SBIC.
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An Institution Dedicated to Researching

Creativity as Future Capital
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Introducing “Creative Capital” to Society
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Creativity:
A Monster with a Many-Body Structure
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NIKKEI CREATIVITY PROJECT
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Redesigning Business Through Creativity
—Creative Capital Will Be the Engine of Japan’s Economic Growth—
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Future economic growth will be driven by creativity. In the age of Al, much of corporate activity will be optimized, yet
optimization carries the risk of homogenization—as efficiency rises, differentiation erodes. This is why every company must
shift from incremental improvement to fundamental value creation. Japan now stands in a unique position. With its traditions,
technology, aesthetic sensibility, craftsmanship, and human capital, the country holds extraordinary creative capital. Together,
the UNIVERSITY of CREATIVITY (UoC) and Nikkei Inc. have launched a new initiative to unlock corporate creativity as the next

engine of growth.
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Recognizing the Difference Between Design and Art
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Japan's Potential Lies in Its Aesthetics,
Craftsmanship, and Culinary Culture
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A Proposal for the Future:
Toward a Society of Conviviality
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