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Purpose: Employee creativity is a key factor that helps organizations to gain competitive

advantages. The aim of this study is to add to the knowledge of the antecedents of employee

creativity. Based on the derivative view of self-determination theory, we analyzed how

personal sense of power affects employee creativity, and the mediating role of affective

commitment and creative self-efficacy.

Participants and Methods: The participants in this study were 227 on-the-job MBA

students (120 males and 107 females, mean age was 32.256 years, age range was between

24 and 52 years) at a university in southwestern China. To collect data, a three-wave survey

was conducted. Participants were asked to report: personal sense of power, demographic

variables, and zhongyong at Time 1; affective commitment and creative self-efficacy at Time

2; creativity at Time 3. PROCESS was employed to test the hypotheses.

Results: Personal sense of power has a significant and positive impact on creativity (b = 0.333,

SE = 0.052, p < 0.01). Both affective commitment (b = 0.058, 95% CI [0.024, 0.107]) and

creative self-efficacy (b = 0.139, 95% CI [0.078, 0.224]) mediate the relationship between

personal sense of power and creativity.

Conclusion: Personal sense of power was positively correlated with employee creativity

while affective commitment and creative self-efficacy mediated their relationship.

Keywords: personal sense of power, employee creativity, affective commitment, creative

self-efficacy, self-determination theory

Introduction
Obtaining and maintaining a competitive advantage is an inevitable challenge for

every organization. Referring to results that are not only original but also useful to

an organization, creativity includes ideas, products, or procedures.1 Previous studies

have found it to be the key to competitive advantage.2–6 Creative employees think

of new and useful ideas, products, or procedures, which lay a solid foundation for

the sustainable development of an organization.7,8 Although there have already

been many studies on employee creativity, this topic is still of significance and can

provide new theoretical and practical inspiration to top organizations.

Although creativity is critical and valuable, employees are not as actively or

voluntarily creative as expected, because creativity is not so easy, as it is affected by

many factors. In an organizational context, creative employees not only must
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identify the problems and the necessity for change in work

situations9 but must also abandon existing patterns to look

for better methods and new ideas from the bottom up.10

Such requirements illustrate the complexity of creativity.

For a long time, scholars have been enthusiastic about

the secrets of creativity.11 As one of the main mechanisms

that affect social life,12 power not only means the ability to

impose constraints on others but also to free oneself from

external influences,13 including contextual factors.

Meanwhile, the power factor is ubiquitous in the work-

place and plays a crucial role in the behavior of employ-

ees. Previous studies have found that personal sense of

power, which is one’s perception of how much one is able

to influence others,14 could explain behaviors (eg, voice

behaviors) better than could actual power.15–17 Therefore,

we focused on the role of personal sense of power in

influencing the creativity of employees, whereas previous

studies have paid little attention to this issue.

The feelings of high levels of personal power bring

about positive effects (eg, confidence and optimism)18,19

that encourage employees to be more willing to tackle

challenges and exhibit creativity. In addition, employees

who think they have power in the workplace tend to take

more effective measures to consolidate their actual

power.20,21 In an organizational context, creative perfor-

mance is indeed an effective way to obtain rewards and

improve their own strengths. Therefore, we proposed that

personal sense of power had possible positive effects on

employee creativity.

Previous studies usually regarded self-determination

theory (SDT) as the basic theoretical perspective to explain

employee creativity.22–24 SDT postulates three basic psy-

chological needs for competence,25,26 relatedness,27,28 and

autonomy.29,30 In addition, the derivative view of SDT

holds that if the need for autonomy were met, the overall

satisfaction of the other two needs could be improved.31

Using this derivative view, we have attempted to explain

how personal sense of power stimulated employee creativ-

ity. Hence, we proposed a dual mediation model in which

personal sense of power, which may meet the need for

autonomy, could lead to creativity by promoting affective

commitment and creative self-efficacy, which may meet the

needs for relatedness and competence, respectively.

This study makes several potential theoretical contribu-

tions. First, this study expands the research on personal

sense of power by having investigated its possible positive

effects on employee creativity. Second, this study found

that affective commitment and creative self-efficacy

played a dual mediating role, which may provide a new

perspective for explaining the internal mechanism of

employee creativity. Finally, for the derivative view of

SDT, this study may provide new evidence that meeting

the need for autonomy could result in higher levels of the

overall satisfaction of the needs for relatedness and

competence.31

Literature Review and Hypotheses
Personal Sense of Power
In most of the early definitions of power, the control of

resources (eg, money and information) was the core

factor.32,33 According to these definitions, power holders

usually possessed resources needed by powerless people.

However, many scholars disagree with these simple defini-

tions, such as that of French and Raven,34 who postulated

five types of power. At present, the more accepted view

holds that power not only represents a person’s social status

but is also ubiquitous in social relations among friends,

colleagues, relatives, or even, lovers.14 Not every relation-

ship can be explained by simple definitions of power. For

example, according to a previous study, parents, who gen-

erally have much power over their children, often consider

themselves powerless in their relationships with their

children.21 In fact, in addition to social status, people also

differ in their perceptions of power across interpersonal

relationships.18,19 These perceptions of power are not

always consistent with socio-structural indicators.

Some scholars have suggested that power is also

a psychological state, which they call personal sense of

power,35 ie, power does not come from the control of

resources but from the confidence of individuals in their

abilities to influence others.14,36 Personal sense of power can

influence an individual’s affect, attention, and behaviors.18

Some studies have found that personal sense of power could

explain behavior better than could actual power.15–17

Therefore, we focused on the role of personal sense of

power in influencing employee creativity, whereas previous

studies have paid little attention to this issue.

Effect of Personal Sense of Power on

Creativity
In an organizational context, creativity is defined as

results, including ideas, products, or procedures, that are

not only original but also useful to an organization.1 In

fact, creativity is not easy. In addition to identifying a need

for change, creativity requires existing patterns to be
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abandoned and better ways of achieving work goals to be

found.9,10 Thus, risk is an integral part of creativity37,38

which may not only fail to lead to better products or

procedures but also cause huge losses because it destroys

the stable status quo. Furthermore, the acceptance of one’s

new ideas by others, such as superiors and colleagues, in

an organization is uncertain. Such situations would aggra-

vate the concerns of employees and inhibit their creativity.

The reduction of such worries and the improvement

of creativity are still important issues that deserve more

attention. In addition to individual differences, situa-

tional factors are often more important in influencing

behaviors and expressions.39,40 Hence, numerous organi-

zations are committed to developing environments sup-

portive of employee creativity. However, as one of the

main mechanisms affecting social life,12 power could

free people from external influences.13 The effect of

personal sense of power is similar to how much objec-

tive power an individual possesses.19,35,41 In fact, power

considerations are ubiquitous in workplaces and play

crucial roles in employee behaviors, including creativity.

Some researchers have found that personal sense of

power increases an individual’s confidence in their own

thoughts and ideas.19,42 Such increased confidence would

help the individual to become free from excessive worry

and declines in the perceived risk of creativity. However,

research on the mechanisms by which personal sense of

power affects employee creativity is scarce, so investiga-

tions into this topic would be very valuable.

SDT provides a solid theoretical perspective of

employee creativity.1,6,43 Three basic psychological needs

can stimulate internal motivation: competence, relatedness,

and autonomy. According to Ryan and Deci’s44 definition,

autonomy means the volition or the desire to obtain self-

organizing experiences and align one’s activities with one’s

complete self-awareness. Consistent with Ryan and Deci,44

Yu, Levesque-Bristol, and Maeda45 proposed that the need

for autonomywas the core need. First, it was directly related

to the innate trend of the integration of individuals. Second,

when employees have satisfied this need, they usually feel

that the other two needs have also been met.31 Third, the

satisfaction of this need has been suggested to lead to

consequences similar to those of the satisfaction of basic

needs.46 Therefore, to explore the relationship between

personal sense of power and employee creativity, we start

from the perspective of need for autonomy.

The higher an employee’s personal sense of power, the

more they realize that they can act freely without interference

from others.18 In an organizational context, employees with

a high personal sense of power have greater independence

and freedom than do others in various situations, and so, such

employees do not care about the evaluations of others.47

Also, such employees tend to be more self-governing and

more volitional in regulating their behaviors so that their

needs for autonomy are met.48 As a result, they can perceive

themselves as having the freedom and authority to choose the

manner of their work and to determine its pace, thereby

becoming more proactive in solving problems at work.

Although creativity strongly requires employees to find pro-

blems in current situations and change proactively,9 there is

evidence of a positive correlation between autonomy and

creativity,1,49 as the former inspires the latter in multitasking

projects.50 Previous studies have also found that parental

support of children’s autonomy is associated with the chil-

dren’s creativity.51,52

To sum up, according to SDT, personal sense of power

can meet an employee’s need for autonomy, which can

stimulate creativity. Therefore, we proposed:

Hypothesis 1. Personal sense of power is positively

related to an employee’s creativity.

Affective Commitment as Mediator
According to the derivative view of SDT, meeting the need

for autonomy can lead to higher overall satisfaction of basic

psychological needs.31 A high personal sense of power

means that an employee’s need for autonomy has been

met. Such satisfaction would further satisfy the other

needs for relatedness and competence, thereby stimulating

creativity. We first analyzed the need for relatedness, which

is the need of an individual to gain a sense of belonging and

connection to their organization or other people.44

In an organizational context, the satisfaction of

the needs of relatedness can be regarded as affective

commitment,53 which is defined as an employee’s emo-

tional attachment to a particular organization, their will-

ingness to be a part of it, and their trust in its values and

goals.54,55 According to the derivative view of SDT, a high

personal sense of power means that an employee’s need for

autonomy has been met and will produce spillover effects

that meet the need for relatedness, ie, enhance the employ-

ee’s affective commitment. Specifically, an employee with

a higher personal sense of power tends to feel more positive

emotions, such as self-confidence, have higher regard for

their organizations,17,19,56,57 and higher affective commit-

ment. In contrast, employees with a lower personal sense of
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power tend to suffer more from negative emotions, which

lead to lower job motivation and satisfaction,18,58-60 which

weaken affective commitment. In conclusion, an employ-

ee’s personal sense of power can enhance their affective

commitment.

The components of organizational commitment are con-

tinuous commitment, normative commitment, and affective

commitment, which is believed to influence an employee’s

behaviors and creativity.61,62 First, an employee with strong

affective commitment has a high degree of recognition of their

organization’s goals and values.55 Previous studies have found

that affective commitment is positively related to extra-role

behaviors.63 Therefore, an employee with high affective com-

mitment is more willing to focus not only on the task at hand

but also on finding better ways to achieve their organization’s

goals. Such positive effects can help improve creativity.

Second, a high level of affective commitment can generate

psychological safety and reduce the fear of taking risks to be

creative, thereby encouraging an employee to be more proac-

tive and creative. Third, an employee with high affective

commitment is more inclined to maintain their role in their

organization.62 Since creativity has been used as the main

criterion for evaluating employees, the desire to stay in their

organization motivates an employee to be more creative.

Building on the derivative view of SDT and the above

arguments, we can state that an employee with a high

personal sense of power tends to be affectively attached

to their organization. Such a sense then promotes creativ-

ity. Hence, we proposed:

Hypothesis 2. Affective commitment mediates the

positive relationship between an employee’s personal

sense of power and creativity.

Creative Self-Efficacy as Mediator
According to the derivative view of SDT,31 a high personal

sense of power means that when an employee’s need for

autonomy has been met, a spillover effect that meets the

need for competence is produced. Since our study focused

on employee creativity, we further explored the role of

creative self-efficacy, which is defined as an individual’s

confidence in their abilities (including knowledge and

skills) to perform creatively.64,65

Previous studies have found that a high personal sense of

power is often related to a perception of increased

resources.17 Employees with a strong personal sense of

power usually experience high degrees of effectiveness and

mastery when interacting with their work environments,26,66

ie, personal sense of power allows them to be more confident

in using their existing knowledge and skills to pursue ideal

work outputs, which, in turn, enhance creative self-efficacy.

This statement corresponds with the argument that the satis-

faction of psychological needs is a predictor of self-

efficacy.67 Hence, personal sense of power is positively

related to creative self-efficacy.

Previous studies have also found that creative self-efficacy

is a major driver of employee creativity.64,65,68,69 Some scho-

lars have confirmed that, in the face of challenging situations,

strong self-efficacy can result in increased persistence and

resilience,69 which are required by creativity.65 Employees

with strong creative self-efficacy will display stronger persis-

tence and resilience when facing challenging work tasks. After

accepting somewhat difficult work assignments, employees

with creative self-efficacy proactively try to find problems

with the status quo. Moreover, those with high creative self-

efficacy are more persistent in finding solutions to problems,

because they have greater confidence in meeting challenges.

Such confidence is consistent with the argument that creative

self-efficacy encourages them to succeed at attaining the crea-

tive goals of their organizations.64,65,68,69

Building on the derivative view of SDT and the above

arguments, we can state that an employee with a high

personal sense of power tends to have a higher level of

creative self-efficacy, which, in turn, helps them to per-

form more creatively. Hence, we proposed:

Hypothesis 3. Creative self-efficacy mediates the posi-

tive relationship between an employee’s personal sense of

power and creativity.

In summary, the derivative view of SDT sees personal

sense of power as meeting an employee’s need for auton-

omy, and so, has not only a positive effect on creativity but

also spillover effects that meet the other basic needs for

relatedness (represented by affective commitment) and

competence (represented by creative self-efficacy), both

of which can activate creativity. To test our hypotheses,

we proposed the research model depicted in Figure 1.

Participants and Methods
Participants and Procedures
The participants were on-the-job Master of Business

Administration (MBA) students at a university in southwes-

tern China. We distributed questionnaires to 409 participants

and received 227 complete matched and valid samples, which

constituted a response rate of 55.5%. Of the respondents, the

number of males and females were 120 and 107, respectively.
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The mean age was 32.256 years (range was between 24 and

52 years) and the mean company tenure was 6.085 years

(range was between less than one year and 25 years).

To control for common-method biases, we conducted

a three-wave survey with a two-week interval between

every consecutive measurement, ie, the time gaps between

Time 1 and Time 2, as well as between Time 2 and Time 3,

were two weeks each. Specifically, participants were asked

to report on: their personal sense of power, demographic

variables, and zhongyong at Time 1; affective commitment

and creative self-efficacy at Time 2; creativity at Time 3.

Three surveys were conducted anonymously. At the end

of each survey, each participant was asked to provide their

telephone numbers, which were used as labels to match the

three surveys and reward the participant with 10 CNY in

telephone call credits. To encourage continued participation,

they were informed of an additional reward of 10 CNY in call

credits after all the surveys had been completely matched.

Measures
Personal Sense of Power

We measured this variable by using the eight-item scale of

Anderson et al.14 A sample item is: “I think I have a great

deal of power.” For this variable, Cronbach’s alpha was 0.92.

Creativity

This was measured by Farmer, Tierney, and Kung-

Mcintyre’s70 four-item scale. A sample item is: “I seek new

ideas and ways to solve problems.” Cronbach’s alpha

was 0.85.

Affective Commitment

This was measured by the five-item scale of Gao,

Biemann, and Jaros.71 A sample item is: “I am glad to

have joined this organization.” Cronbach’s alpha was 0.94.

Creative Self-Efficacy

This was measured by the three-item scale of Tierney

et al.64 A sample item is: “I have confidence in my ability

to solve problems creatively.” Cronbach’s alpha reliability

estimate for this scale was 0.89.

Control Variables

Following previous research, we included three demo-

graphic variables as controls: gender, age, and company

tenure. To control the possible influences of Chinese cul-

tural factors, zhongyong was included as a control vari-

able. Zhongyong, the core doctrine of the Confucianism,

emphasizes a holistic and balanced perspective while seek-

ing compromises, instead of taking extreme perspectives

and acting upon impulses.72–74 To measure zhongyong, we

used a six-item scale.75 A sample item is: “Everything has

limitations, so it is not very good to exceed them”.

Cronbach’s alpha reliability estimate was 0.80.

All measures were translated into Chinese by the pro-

cedure of translation and back-translation proposed by

Brislin.76 Except for the demographic variables, partici-

pants responded on a five-point Likert scale ranging from

1 (strongly disagree) to 5 (strongly agree).

Statistical Analysis
To examine the distinctiveness of our research constructs

(personal sense of power, affective commitment, creative

self-efficacy, zhongyong, and creativity), we conducted a set

of confirmatory factor analyses (CFAs). Then, we provided

descriptive statistics, including means, standard deviations,

and correlation matrixes, for the key measures. Finally, we

used the SPSS macro, PROCESS,77 developed by Hayes to

test our hypotheses. Following the hypothesized theoretical

model, we adopted Template 4 and set personal sense of

power as the independent variable, creativity as the dependent

Figure 1 Theoretical model.
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variable, affective commitment and creative self-efficacy as

the mediators, and demographic variables (gender, age, and

company tenure) and zhongyong as the control variables.

Results
Confirmatory Factor Analyses
Before testing our three hypotheses, a set of confirmatory

factor analyses were conducted. As shown in Table 1, the

five-factor model (personal sense of power, affective com-

mitment, creative self-efficacy, zhongyong, and creativity)

provided a better fit than alternative models, confirming

the distinctiveness of the five measures.

Descriptive Statistics
The means, standard deviations, Cronbach’s alpha coeffi-

cients, and correlations among the study variables are

shown in Table 2. Personal sense of power was positively

correlated with affective commitment (r = 0.444, p < 0.01),

creative self-efficacy (r = 0.397, p < 0.01), and creativity

(r = 0.441, p < 0.01). Both affective commitment (r = 0.424,

p < 0.01) and creative self-efficacy (r = 0.594, p < 0.01)

were positively correlated with creativity.

Hypothesis Testing
To examine the effect of personal sense of power on

employee creativity, as well as the mediating effects of

affective commitment and creative self-efficacy, the

PROCESS macro in SPSS and bootstrapping estimates

were used to construct bias-corrected confidence intervals.

The results indicated that by controlling the effects of

demographic variables (gender, age, and company tenure)

and zhongyong, personal sense of power had a significant

and positive effect on creativity (b = 0.333, SE = 0.052,

p < 0.01), which supports Hypothesis 1.

The results suggest that personal sense of power had

positive effects on both affective commitment (b = 0.502,

SE = 0.077, p < 0.01) and creative self-efficacy (b = 0.320,

SE = 0.055, p < 0.01). In addition, when affective commit-

ment and creative self-efficacy were included, personal sense

of power still had a significant but weaker effect (b = 0.135,

Table 1 Results of Confirmatory Factor Analyses

Models χ2 df χ2/df RMSEA CFI IFI TLI

5-factor model 573.632 289 1.985 0.066 0.924 0.924 0.914

4-factor model a 887.988 293 3.031 0.095 0.840 0.842 0.823

4-factor model b 996.683 293 3.402 0.103 0.811 0.813 0.791

3-factor model 1307.995 296 4.419 0.123 0.728 0.731 0.702

1-factor model 2253.679 299 7.537 0.170 0.475 0.479 0.430

Notes: N=227. The 5-factor model is the basic hypothesized measurement model. In the 4-factor model a, zhongyong and sense of power were combined. In the four-

factor b, affective commitment and creative self-efficacy were combined. In the three-factor model, zhongyong and personal sense of power were combined, and affective

commitment and creative self-efficacy were combined. Finally, we combine all the four variables into one factor to form a 1-factor model.

Table 2 Means, Standard Deviations, and Correlation Matrix for Key Measures

Variables 1 2 3 4 5 6 7 8

1. Gender –

2. Age −0.266** –

3. Company tenure −0.087 0.622** –

4. Zhongyong 0.068 0.053 0.125 (0.80)

5. Personal sense of power −0.143* 0.211** 0.078 0.190** (0.92)

6. Affective commitment −0.049 0.210** 0.083 0.161* 0.444** (0.94)

7. Creative self-efficacy −0.057 0.034 −0.004 0.265** 0.397** 0.343** (0.89)

8. Creativity −0.032 0.153* 0.040 0.232** 0.441** 0.424** 0.594** (0.85)

Mean - 32.256 6.085 4.088 3.275 3.580 3.902 3.852

SD - 5.289 4.948 0.466 0.737 0.915 0.645 0.617

Range possible 1–2 24–52 0–25 1–5 1–5 1–5 1–5 1–5

Range actual 1–2 24–52 0–25 1.5–5 1–5 1–5 2–5 2–5

Notes:N=227. SD: standard deviation. Values on the diagonal represent Cronbach’s alpha (α). Gender: 1=male, 2= female. Company tenure: 0 = less than one year. *p<0.05. **p<0.01
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SE = 0.050, p < 0.01) on creativity, whereas both affective

commitment (b = 0.115, SE = 0.039, p < 0.01) and creative

self-efficacy (b = 0.436, SE = 0.055, p < 0.01) had positive

effects on creativity. Furthermore, the bootstrapping test with

5000 samples showed that the mediating effect of personal

sense of power on creativity via affective commitment was

significant (b = 0.058, 95% CI [0.024, 0.107]) and the med-

iating effect of personal sense of power on creativity via

creative self-efficacy was also significant (b = 0.139, 95%

CI [0.078, 0.224]). These results support Hypotheses 2 and 3.

The results are shown in Figure 2.

Discussion
To explore if and how personal sense of power affects

employee creativity, we proposed and examined a dual med-

iation model (affective commitment and creative self-

efficacy as mediators) based on the derivative view of

SDT. The results supported our model and showed that (a)

personal sense of power has a positive effect on employee

creativity while (b) affective commitment and creative self-

efficacy play mediating roles between the two factors.

Theoretical Implications
This study has three theoretical implications. First, personal

sense of power does have a positive effect on employee

creativity. This finding expands the research on personal

sense of power. Previous studies paid little attention to the

influence of personal sense of power on creativity. This

study attempted to fill this knowledge gap and enrich the

literature on the outcomes of personal sense of power. In

addition, new evidence and a different explanation for the

positive effects of personal sense of power were provided.

Previous studies have explained the positive effects, includ-

ing increased optimism and confidence, of personal sense of

power.18,19 In contrast, our interpretation of the positive

effect of personal sense of power is based on its ability to

meet the need for autonomy, ie, this study enriched theore-

tical explanations for personal sense of power. Furthermore,

this finding could explain why intercultural experiences

facilitate creativity,78,79 because people who are not limited

to living life in one culture could feel more powerful than

people who have never left their original culture and do not

have much contact with outsiders.

Second, affective commitment and creative self-efficacy

were found to play a dual mediating role. This finding

provides new insights into the internal mechanism of

employee creativity. In an organizational context, activities

related to creativity are risky.37,38 According to our study,

affective commitment encourages employees to take risks

for their organizations and exhibit creativity while creative

self-efficacy enables them to overcome risks and exhibit

creativity, ie, affective commitment and creative self-

efficacy provide affective and cognitive paths, respectively,

for stimulating employee creativity. In conclusion, this study

revealed more comprehensively and deeply how employee

creativity is generated in an organizational context.

Finally, this study provides new evidence for the

derivative view of SDT, which stipulates that meeting

the need for autonomy results in a higher level of the

overall satisfaction of basic psychological needs.31

Although SDT has been widely applied in various fields,

the derivative views are still rarely applied and verified.

Our research showed that this theoretical view helps

explain the effect of personal sense of power not only

on employee motivation but also on creativity.

Specifically, personal sense of power meets an employ-

ee’s need for autonomy, as well as meets the other basic

needs of relatedness and competence, as represented by

affective commitment and creative self-efficacy, respec-

tively, to activate creativity.

Figure 2 The dual mediation model of personal sense of power on employee creativity.

Note: **p < 0.01.
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Practical Implications
Considering that employee creativity is a key factor that

helps organizations to gain competitive advantages in

competitive business settings,2,6 our findings also offer

some significant insights into practice.

First, compared with improving objective power,12,80

our study provides an alternative way to facilitate

employee creativity. Especially in flat organizations,

where the levels of the objective power of the employees

are almost equal, improvements in their personal sense of

power play more crucial roles in enhancing creativity.

According to prior research, not only personality vari-

ables, such as dominance, but also socio-structural factors

can affect personal sense of power.14 Hence, an organiza-

tion hiring employees can conduct relevant tests to select

individuals with personal characteristics, such as extra-

version, conscientiousness, openness, and high self-

esteem, that are positively associated with personal

sense of power.14 Superiors can actively interfere with

the personal sense of power of their subordinates. For

example, humble leaders can make their subordinates

feel that the ideas of the latter are more likely to be

accepted, and so, promote their personal sense of

power.17 Meanwhile, supervisors can provide develop-

mental feedback to help employees be clearly aware of

their abilities and skills while activating their personal

sense of power.14

French and Raven identified five types of power in

organizational contexts: legitimate power, reward power,

coercive power, expert power, and referent power.34

Obviously, the former three types of power come from

the positions and resources that employees have in their

organizations, which are difficult to change. However,

organizations can promote the latter two types of power.

For example, organizations can improve employees’

expert power by providing training programs and skill

titles. Organizations can enhance their employees’ referent

power by improving organizational recognition and reward

systems, such as publicly appreciating and rewarding

excellent employees in company conferences, publica-

tions, and websites.

Second, organizations should note the critical role of

affective commitment in facilitating employee creativity,

because of the significant mediating effect of affective

commitment in the relationship between personal sense

of power and creativity. To increase the affective commit-

ment of their employees, organizations should provide

appropriate training, timely feedback on their perfor-

mance, and rewards,81,82 as well as help them keep

a work–life balance by providing opportunities for family

gatherings, day-care, and flexible work hours. Both above-

mentioned points could improve the perceived organiza-

tional support so that an organization could expect its

employees to be more committed and to attach more

importance to its efforts. Moreover, supervisors should

be trained to understand the important role of leadership

in enhancing the affective commitment of their subordi-

nates, because leaders’ attitudes serve as important factors

in establishing harmonious work environments. For exam-

ple, inclusive leadership is positively related to employees’

affective commitment.83

Third, our research found that the mediating role of crea-

tive self-efficacy between personal sense of power and crea-

tivity indicates that creative self-efficacy is a proximate factor

affecting and another important way of enhancing employee

creativity. In practice, employees who have high levels of

creative self-efficacy at the beginning of their careers are

rare. Thus, organizations can actively interfere with their

employees’ creative self-efficacy. Previous research has

found that organizations can provide the appropriate training

to improve their employees’ creative self-efficacy.65,84 Also,

some effective management measures can be considered. For

example, previous studies have found that organizations can

improve their employees’ creative self-efficacy by providing

role models of creativity, superior persuasive behavior, and the

creativity expectations of supervisors.64,85

Limitations and Directions for Future

Research
Despite its significant findings, this study inevitably has

limitations. First, it focused on personal sense of power

but did not compare this with objective power. The poten-

tial interaction between personal sense of power and

objective power can be considered by future research.

Managers often say they like creativity despite being

closed-minded towards creativity in practice, due to the

risk it represents.86 Therefore, it would be meaningful to

explore ways to make employees feel powerful without

offering extra resources and to explore the effectiveness of

interventions to increase the power felt in the workplace.

Second, it was conducted in a Chinese cultural context, so

the results may not hold in other cultural contexts. Future

studies could test the results for different cultures. Third,

this study adopted a cross-sectional design, which limited
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the causal results among the variables. In the future, an

experimental method or a longitudinal design could be

used to obtain such results.

Conclusion
According to the derivative view of self-determination the-

ory, a dual mediation model for the relationship between

personal sense of power and employee creativity was vali-

dated. Personal sense of power, which meets the need for

autonomy, leads to employee creativity by promoting affec-

tive commitment and creative self-efficacy, which meet the

needs for relatedness and competence, respectively.

Data Sharing Statement
Data supporting the findings presented in the current study

will be available from the corresponding author upon

request.

Ethical Statement
Our study did not involve human clinical trials or animal

experiments. The participants were all adults (aged from

24 to 52 years) who were not in vulnerable groups. Also,

this study did not involve any sensitive topics (sexual

behavior, illegal activities, racial biases, etc.) that may

have made the participants feel uncomfortable or may

have been physically or mentally stressful. There was no

deception or withholding of information from the parti-

cipants. There was no access to data by individuals or

organizations other than the investigators. This study did

not have any conflicts of interest. For the above reasons,

this study was judged to be in accordance with institu-

tional requirements, and hence, exempted from ethical

approval. Verbal informed consent from the participants

was obtained prior to the study and the process of con-

sent was approved by the Institutional Review Board of

Business School of Sichuan University.

Acknowledgment
We would like to thank all participants in the study.

Funding
This research was supported by the National Natural

Science Foundation of China (71872119, 71472129).

Disclosure
The authors report no conflicts of interest in this work.

References
1. Oldham GR, Cummings A. Employee creativity: personal and con-

textual factors at work. Acad Manage J. 1996;39(3):607–634.
doi:10.5465/256657

2. Litchfield RC, Ford CM, Gentry RJ. Linking individual creativity to
organizational innovation. J Creat Behav. 2015;49(4):279–294.
doi:10.1002/jocb.65

3. Amabile TM. A model of creativity and innovation in organizations.
In: Staw BM, Cummings LL, editors. Research in Organization
Behavior. Greenwich, USA: JAI Press; 1988:123–167.

4. Kanter RM. The Change Masters. New York: Simon & Schuster;
1983.

5. Devanna MA, Tichy N. Creating the competitive organization of the
21st century: the boundaryless corporation. Hum Resour Manage.
1990;29(4):455–471. doi:10.1002/hrm.3930290409

6. Shalley CE. Effects of coaction, expected evaluation, and goal setting
on creativity and productivity. Acad Manage J. 1995;38(2):483–503.
doi:10.5465/256689

7. Staw BM. An evolutionary approach to creativity and innovation. In:
West MA, Farr JL, editors. Innovation and Creativity at Work.
New York: NY: Wiley; 1990:287–308.

8. Woodman RW, Sawyer JE, Griffin RW. Toward a theory of organiza-
tional creativity. Acad Manage Rev. 1993;18(2):293–321.
doi:10.5465/AMR.1993.3997517

9. Zhou J, George JM. When Job dissatisfaction leads to creativity:
encouraging the expression of voice. Acad Manage J. 2001;44
(4):682–696. doi:10.5465/3069410

10. George J, Zhou J. Dual tuning in a supportive context: joint contribu-
tions of positive mood, negative mood, and supervisory behaviors to
employee creativity. Acad Manage J. 2007;50(3):605–622.
doi:10.5465/amj.2007.25525934

11. Zhou J, Shalley CE. Research on employee creativity: a critical
review and directions for future research. Res Pers Hum Resour
Manage. 2003;22(03):165–217. doi:10.1016/S0742-7301(03)22004-1

12. Galinsky AD, Magee JC, Gruenfeld DH, Whitson JA,
Liljenquist KA. Power reduces the press of the situation: implications
for creativity, conformity, and dissonance. J Pers Soc Psychol.
2008;95(6):1450–1466. doi:10.1037/a0012633

13. Overbeck JR, Tiedens LZ, Brion S. The powerful want to, the power-
less have to: perceived constraint moderates causal attributions. Eur
J Soc Psychol. 2006;36(4):479–496. doi:10.1002/ejsp.353

14. Anderson C, John OP, Keltner D. The personal sense of power.
J Pers. 2012;80(2):313–344. doi:10.1111/j.1467-6494.2011.00734.x

15. Haidt J, Rodin J. Control and efficacy as interdisciplinary bridges.
Rev Gen Psychol. 1999;3(4):317–337. doi:10.1037/1089-2680.3.
4.317

16. Hoogervorst N, De Cremer D, van Dijke M, Mayer DM. When do
leaders sacrifice?: the effects of sense of power and belongingness on
leader self-sacrifice. Leadersh Q. 2012;23(5):883–896. doi:10.1016/j.
leaqua.2012.05.006

17. Lin X, Chen ZX, Tse HHM, Wei W, Ma C. Why and when employ-
ees like to speak up more under humble leaders? The roles of
personal sense of power and power distance. J Bus Ethics.
2019;158(4):937–950. doi:10.1007/s10551-017-3704-2

18. Keltner D, Gruenfeld DH, Anderson C. Power, approach, and
inhibition. Psychol Rev. 2003;110(2):265. doi:10.1037/0033-
295X.110.2.265

19. Anderson C, Galinsky AD. Power, optimism, and risk-taking. Eur
J Soc Psychol. 2006;36(4):511–536. doi:10.1002/ejsp.324

20. Bandura A. Social cognitive theory of personality. In: Pervin LA,
John OP, editors. Handbook of Personality: Theory and Research.
New York: Guilford Press; 1999:154–196.

21. Bugental DB, Lewis JC. The paradoxical misuse of power by those
who see themselves as powerless: how does it happen? J Soc Issues.
1999;55(1):51–64. doi:10.1111/0022-4537.00104

Dovepress Zhou and He

Psychology Research and Behavior Management 2020:13 submit your manuscript | www.dovepress.com

DovePress
525

Powered by TCPDF (www.tcpdf.org)

https://doi.org/10.5465/256657
https://doi.org/10.1002/jocb.65
https://doi.org/10.1002/hrm.3930290409
https://doi.org/10.5465/256689
https://doi.org/10.5465/AMR.1993.3997517
https://doi.org/10.5465/3069410
https://doi.org/10.5465/amj.2007.25525934
https://doi.org/10.1016/S0742-7301(03)22004-1
https://doi.org/10.1037/a0012633
https://doi.org/10.1002/ejsp.353
https://doi.org/10.1111/j.1467-6494.2011.00734.x
https://doi.org/10.1037/1089-2680.3.4.317
https://doi.org/10.1037/1089-2680.3.4.317
https://doi.org/10.1016/j.leaqua.2012.05.006
https://doi.org/10.1016/j.leaqua.2012.05.006
https://doi.org/10.1007/s10551-017-3704-2
https://doi.org/10.1037/0033-295X.110.2.265
https://doi.org/10.1037/0033-295X.110.2.265
https://doi.org/10.1002/ejsp.324
https://doi.org/10.1111/0022-4537.00104
http://www.dovepress.com
http://www.dovepress.com


22. Deci EL, Ryan RM. Intrinsic Motivation and Self-Determination in
Human Behavior. New York: Plenum; 1985.

23. Ryan RM, Deci EL. Self-determination theory and the facilitation of
intrinsic motivation, social development, and well-being. Am
Psychol. 2000;55(1):68–78. doi:10.1037//0003-066x.55.1.68

24. Ryan RM. Self-Determination Theory: Basic Psychological Needs in
Motivation, Development, and Wellness. NY: Guilford Publications;
2016.

25. Harter S. Effectance motivation reconsidered. Toward a developmental
model. Hum Dev. 1978;21(1):34–64. doi:10.1159/000271574

26. White RW. Ego and Reality in Psychoanalytic Theory. New York:
International Universities Press; 1963.

27. Baumeister RF, Leary MR. The need to belong: desire for interper-
sonal attachments as a fundamental human motivation. Psychol Bull.
1995;117(3):497. doi:10.1037/0033-2909.117.3.497

28. Reis HT. Domains of experience: investigating relationship processes
from three perspectives. In: Erber R, Gilmour R, editors. Theoretical
Frameworks for Personal Relationships. Hills- dale, NJ: Erlbaum;
1994:87–110.

29. DeCharms R. Personal Causation: The Internal Affective
Determinants of Behavior. New York: Academic Press; 1968.

30. Deci EL. Intrinsic Motivation. New York: Plenum; 1975.
31. Deci EL, Olafsen A, Ryan RM. Self-determination theory in work

organizations: the state of a science. Annu Rev Organ Psych. 2017;4
(1):19–43. doi:10.1146/annurev-orgpsych-032516-113108

32. Emerson RM. Power-dependence relations. Am Sociol Rev. 1962;27
(1):31–41. doi:10.2307/2089716

33. Fiske ST. Controlling other people: the impact of power on
stereotyping. Am Psychol. 1993;48(6):621–628. doi:10.1037/0003-
066X.48.6.621

34. French JRP, Raven B. The bases of social power. In: Cartwright D,
editor. Studies in Social Power. Ann Arbor: University of Michigan
Institute for Social Research; 1959:150–167.

35. Galinsky AD, Gruenfeld DH, Magee JC. From power to action.
J Pers Soc Psychol. 2003;85(3):453–466. doi:10.1037/0022-
3514.85.3.453

36. Tost LP, Gino F, Larrick RP. When power makes others speechless:
the negative impact of leader power on team performance. Acad
Manage J. 2013;56(5):1465–1486. doi:10.5465/amj.2011.0180

37. Dewett T. Linking intrinsic motivation, risk taking, and employee
creativity in an R&D environment. R D Manage. 2007;37
(3):197–208. doi:10.1111/j.1467-9310.2007.00469.x

38. Sternberg RJ, Lubart TI. Buy low and sell high: an investment
approach to creativity. Curr Dir Psychol. 1992;1(1):1–5. doi:10.11
11/j.1467-8721.1992.tb00002.x

39. Ross L, Nisbett RE. The Person and the Situation. New York:
McGraw-Hill; 1991.

40. Mischel W, Shoda Y. A cognitive-affective system theory of person-
ality: reconceptualizing situations, dispositions. Psychol Rev.
1995;102(2):246. doi:10.1037/0033-295X.102.2.246

41. Guinote A. Power and Goal Pursuit. Pers Soc Psychol Bull. 2007;33
(8):1076–1087. doi:10.1177/0146167207301011

42. Briñol P, Valle C, Petty RE, Rucker DD, Becerra A. The effects of
message recipients’ power before and after persuasion: a self-
validation analysis. J Pers Soc Psychol. 2007;93(6):1040–1053.
doi:10.1037/0022-3514.93.6.1040

43. Shallley CE. Effects of productivity goals, creativity goals, and
personal discretion on individual creativity. J Appl Psychol.
1991;76(2):179. doi:10.1037/0021-9010.76.2.179

44. Deci EL, Ryan RM. The “what” and “why” of goal pursuits: human
needs and the self-determination of behavior. Psychol Inq. 2000;11
(4):227. doi:10.1207/S15327965PLI1104_01

45. Yu S, Levesque-Bristol C, Maeda Y. General need for autonomy and
subjective well-being: a meta-analysis of studies in the us and east
asia. J Happiness Stud. 2018;19(6):1863–1882. doi:10.1007/s10902-
017-9898-2

46. Fernet C, Guay F, Senécal C, Austin S. Predicting intraindividual
changes in teacher burnout: the role of perceived school environment
and motivational factors. Teach Teach Educ. 2012;28(4):514–525.
doi:10.1016/j.tate.2011.11.013

47. Fiske ST, Berdahl J. Social power. In: Kruglanski AW, Higgins ET,
editors. Social Psychology: Handbook of Basic Principles.
New York: Guilford Press; 2007:678–692.

48. Choi S, Kim M. Effects of structural empowerment and profes-
sional governance on autonomy and job satisfaction of the Korean
nurses. J Nurs Manag. 2019;27(8):1664–1672. doi:10.1111/jonm.
12855

49. Shalley CE, Gilson LL, Blum TC. Matching creativity requirements
and the work environment: effects on satisfaction and intentions to
leave. Acad Manage J. 2000;43(2):215–223. doi:10.5465/1556378

50. Madjar N, Shalley CE. Multiple tasks’ and multiple goals’ effect on
creativity: forced incubation or just a distraction? J Manag. 2008;34
(4):786–805. doi:10.1177/0149206308318611

51. Koestner R, Ryan RM, Bernieri F, Holt K. Setting limits on children’s
behavior: the differential effects of controlling vs. informational
styles on intrinsic motivation and creativity. J Pers. 1984;52
(3):233–248. doi:10.1111/j.1467-6494.1984.tb00879.x

52. Liu G, Zhang S, Zhang J, Lee C, Wang Y, Brownell M. Autonomous
motivation and Chinese adolescents’ creative thinking: the moderat-
ing role of parental involvement. Creativ Res J. 2013;25(4):446–456.
doi:10.1080/10400419.2013.843401

53. Mowday RT, Porter LW, Steers RM. Employee-Organizational
Linkages: The Psychology of Commitment, Absenteeism, and
Turnover. New York: Academic Press; 1982.

54. Meyer JP, Allen NJ. A three-component conceptualization of organi-
zational commitment. Hum Resour Manage Review. 1991;1(1):61.
doi:10.1016/1053-4822(91)90011-Z

55. Allen N, Meyer J. Construct validation in organizational behavior
research: the case of organizational commitment. In: Goffin RD,
Jackson DN, Helmes E, editors. Problems and Solutions in Human
Assessment, Honoring Douglas N. Jackson at Seventy. Norwell, MA:
Kluwer Academic Publishers; 2000:285–314.

56. Fast NJ, Sivanathan N, Mayer ND, Galinsky AD. Power and over-
confident decision-making. Organ Behav Hum Decis Process.
2012;117(2):249–260. doi:10.1016/j.obhdp.2011.11.009

57. Guinote A. How power affects people: activating, wanting, and goal
seeking. Annu Rev Psychol. 2017;68(1):353–381. doi:10.1146/
annurev-psych-010416-044153

58. Brief AP, Butcher AH, Roberson L. Cookies, disposition, and job
attitudes: the effects of positive mood-inducing events and nega-
tive affectivity on job satisfaction in a field experiment. Organ
Behav Hum Decis Process. 1995;62(1):55–62. doi:10.1006/
obhd.1995.1030

59. Bugental DB, Cortez VL. Physiological reactivity to responsive and
unresponsive children as moderated by perceived control. Child Dev.
1988;59(3):686–693. doi:10.2307/1130568

60. Seibert SE, Wang G, Courtright SH. Antecedents and consequences
of psychological and team empowerment in organizations: a
meta-analytic review. J Appl Psychol. 2011;96(5):981–1003.
doi:10.1037/a0022676

61. Allen NJ, Meyer JP. The measurement and antecedents of affective,
continuance and normative commitment to the organization. J Occup
Psychol. 1990;63(1):1–18. doi:10.1111/j.2044-8325.1990.tb00506.x

62. Allen NJ, Meyer JP. Commitment in the Workplace: Theory,
Research, and Application. Thousand Oaks, CA: Sage Publications;
1997. doi:10.4135/9781452231556

63. Detert JR, Edmondson AC. Implicit voice theories: taken-for-granted
rules of self-censorship at work. Acad Manage J. 2011;54
(3):461–488. doi:10.5465/amj.2011.61967925

64. Tierney P, Farmer SM. Creative self-efficacy: its potential antece-
dents and relationship to creative performance. Acad Manage J.
2002;45(6):1137–1148. doi:10.5465/3069429

Zhou and He Dovepress

submit your manuscript | www.dovepress.com

DovePress
Psychology Research and Behavior Management 2020:13526

Powered by TCPDF (www.tcpdf.org)

https://doi.org/10.1037//0003-066x.55.1.68
https://doi.org/10.1159/000271574
https://doi.org/10.1037/0033-2909.117.3.497
https://doi.org/10.1146/annurev-orgpsych-032516-113108
https://doi.org/10.2307/2089716
https://doi.org/10.1037/0003-066X.48.6.621
https://doi.org/10.1037/0003-066X.48.6.621
https://doi.org/10.1037/0022-3514.85.3.453
https://doi.org/10.1037/0022-3514.85.3.453
https://doi.org/10.5465/amj.2011.0180
https://doi.org/10.1111/j.1467-9310.2007.00469.x
https://doi.org/10.1111/j.1467-8721.1992.tb00002.x
https://doi.org/10.1111/j.1467-8721.1992.tb00002.x
https://doi.org/10.1037/0033-295X.102.2.246
https://doi.org/10.1177/0146167207301011
https://doi.org/10.1037/0022-3514.93.6.1040
https://doi.org/10.1037/0021-9010.76.2.179
https://doi.org/10.1207/S15327965PLI1104_01
https://doi.org/10.1007/s10902-017-9898-2
https://doi.org/10.1007/s10902-017-9898-2
https://doi.org/10.1016/j.tate.2011.11.013
https://doi.org/10.1111/jonm.12855
https://doi.org/10.1111/jonm.12855
https://doi.org/10.5465/1556378
https://doi.org/10.1177/0149206308318611
https://doi.org/10.1111/j.1467-6494.1984.tb00879.x
https://doi.org/10.1080/10400419.2013.843401
https://doi.org/10.1016/1053-4822(91)90011-Z
https://doi.org/10.1016/j.obhdp.2011.11.009
https://doi.org/10.1146/annurev-psych-010416-044153
https://doi.org/10.1146/annurev-psych-010416-044153
https://doi.org/10.1006/obhd.1995.1030
https://doi.org/10.1006/obhd.1995.1030
https://doi.org/10.2307/1130568
https://doi.org/10.1037/a0022676
https://doi.org/10.1111/j.2044-8325.1990.tb00506.x
https://doi.org/10.4135/9781452231556
https://doi.org/10.5465/amj.2011.61967925
https://doi.org/10.5465/3069429
http://www.dovepress.com
http://www.dovepress.com


65. Tierney P, Farmer SM. Creative self-efficacy development and crea-
tive performance over time. J Appl Psychol. 2011;96(2):277–293.
doi:10.1037/a0020952

66. White RW. Motivation reconsidered: the concept of competence.
Psychol Rev. 1959;66(5):297–333. doi:10.1037/h0040934

67. Zhen R, Liu RD, Ding Y, Wang J, Liu Y, Xu L. The mediating roles
of academic self-efficacy and academic emotions in the relation
between basic psychological needs satisfaction and learning engage-
ment among Chinese adolescent students. Learn Individ Differ.
2017;54:210–216. doi:10.1016/j.lindif.2017.01.017

68. Hu B, Zhao YD. Creative self-efficacy mediates the relationship
between knowledge sharing and employee innovation. Soc Behav
Personal. 2016;44(5):815–826. doi:10.2224/sbp.2016.44.5.815

69. Chen Y, Zhang L. Be creative as proactive? The impact of creative
self-efficacy on employee creativity: a proactive perspective. Curr
Psychol. 2019;38(2):589–598. doi:10.1007/s12144-017-9721-6

70. Farmer SM, Tierney P, Kung-McIntyre K. Employee creativity in
Taiwan: an application of role identity theory. Acad Manage J.
2003;46(5):618–630. doi:10.2307/30040653

71. Gao UX, Biemann T, Jaros SJ. How affective commitment to the
organization changes over time: a longitudinal analysis of the reciprocal
relationships between affective organizational commitment and income.
J Organ Behav. 2016;37(4):515–536. doi:10.1002/job.2088

72. Cheung TS, Chan HM, Chan KM, King AYC, Chiu CY, Yang CF. On
Zhongyong rationality: the Confucian doctrine of the mean as
a missing link between instrumental rationality and communicative
rationality. Asian J Soc Sci. 2003;31(1):107–127. doi:10.1163/
156853103764778559

73. Ji LJ, Nisbett RE, Peng KP. Culture, control, and perception of
relationships in the environment. J Pers Soc Psychol. 2000;78
(5):943–955. doi:10.1037/0022-3514.78.5.943

74. Lee YT. What is missing in Chinese–Western dialectical reasoning? Am
Psychol. 2000;55(9):1065–1067. doi:10.1037/0003-066X.55.9.1065

75. Du J, Ran M, Cao P. Context-contingent effect of zhongyong on
employee innovation behavior. Acta Psychol Sin. 2014;46
(1):113–124. doi:10.3724/SP.J.1041.2014.00113

76. Brislin RW. Translation and content analysis of oral and written
materials. In: Triandis HC, Berry JW, editors. Handbook of Cross-
Cultural Psychology. Boston: Allyn and Bacon; 1980:389–444.

77. Hayes AF. Introduction to Mediation, Moderation, and Conditional
Process Analysis: A Regression-Based Approach. New York:
Guilford Press; 2013.

78. Lu JG, Hafenbrack AC, Eastwick PW, Wang DJ, Maddux WW,
Galinsky AD. “Going out” of the box: close intercultural friendships
and romantic relationships spark creativity, workplace innovation,
and entrepreneurship. J Appl Psychol. 2017;102(7):1091–1108.
doi:10.1037/apl0000212

79. Maddux WW, Galinsky AD. Cultural borders and mental barriers: the
relationship between living abroad and creativity. J Pers Soc Psychol.
2009;96(5):1047–1061. doi:10.1037/a0014861

80. Friedman RS, Fishbach A, Förster J, Werth L. Attentional priming
effects on creativity. Creativ Res J. 2003;15(2/3):277. doi:10.1080/
10400419.2003.9651420

81. Mercurio ZA. Affective commitment as a core essence of organiza-
tional commitment: an integrative literature review. Hum Resour Dev
Rev. 2015;14(4):389–414. doi:10.1177/1534484315603612

82. Cropanzano R, Mitchell MS. Social exchange theory: an interdisciplinary
review. J Manag. 2005;31(6):874–900. doi:10.1177/0149206305279602

83. Choi ST, Thi BH, Park BI. Inclusive leadership and work engage-
ment: mediating roles of affective organizational commitment and
creativity. Soc Behav Personal. 2015;43(6):931–943. doi:10.2224/
sbp.2015.43.6.931

84. Mathisen GE, Bronnick KS. Creative self-efficacy: an intervention
study. Int J Educ Res. 2009;48(1):21–29. doi:10.1016/j.ijer.2009.02.009

85. Tierney P, Farmer SM. The pygmalion process and employee creativity.
J Manag. 2004;30(3):413–432. doi:10.1016/j.jm.2002.12.001

86. Mueller JS, Melwani S, Goncalo JA. The bias against creativity: why
people desire but reject creative ideas. Psychol Sci. 2012;23
(1):13–17. doi:10.1177/0956797611421018

Psychology Research and Behavior Management Dovepress
Publish your work in this journal
Psychology Research and Behavior Management is an international,
peer-reviewed, open access journal focusing on the science of psychol-
ogy and its application in behavior management to develop improved
outcomes in the clinical, educational, sports and business arenas.
Specific topics covered in the journal include: Neuroscience, memory
and decision making; Behavior modification and management; Clinical

applications; Business and sports performance management; Social
and developmental studies; Animal studies. The manuscript manage-
ment system is completely online and includes a very quick and
fair peer-review system, which is all easy to use. Visit http://www.
dovepress.com/testimonials.php to read real quotes from published
authors.

Submit your manuscript here: https://www.dovepress.com/psychology-research-and-behavior-management-journal

Dovepress Zhou and He

Psychology Research and Behavior Management 2020:13 submit your manuscript | www.dovepress.com

DovePress
527

Powered by TCPDF (www.tcpdf.org)

https://doi.org/10.1037/a0020952
https://doi.org/10.1037/h0040934
https://doi.org/10.1016/j.lindif.2017.01.017
https://doi.org/10.2224/sbp.2016.44.5.815
https://doi.org/10.1007/s12144-017-9721-6
https://doi.org/10.2307/30040653
https://doi.org/10.1002/job.2088
https://doi.org/10.1163/156853103764778559
https://doi.org/10.1163/156853103764778559
https://doi.org/10.1037/0022-3514.78.5.943
https://doi.org/10.1037/0003-066X.55.9.1065
https://doi.org/10.3724/SP.J.1041.2014.00113
https://doi.org/10.1037/apl0000212
https://doi.org/10.1037/a0014861
https://doi.org/10.1080/10400419.2003.9651420
https://doi.org/10.1080/10400419.2003.9651420
https://doi.org/10.1177/1534484315603612
https://doi.org/10.1177/0149206305279602
https://doi.org/10.2224/sbp.2015.43.6.931
https://doi.org/10.2224/sbp.2015.43.6.931
https://doi.org/10.1016/j.ijer.2009.02.009
https://doi.org/10.1016/j.jm.2002.12.001
https://doi.org/10.1177/0956797611421018
http://www.dovepress.com
http://www.dovepress.com/testimonials.php
http://www.dovepress.com/testimonials.php
http://www.dovepress.com
http://www.dovepress.com

