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This study tests a model of creative role identity for a sample of Taiwanese employees.
Results showed creative role identity was predicted by perceived coworker creativity
expectations, self-views of creative behaviors, and high levels of exposure to U.S.
culture. Creativity was highest when a strong creative role identity was paired with
perceptions that the employing organization valued creative work. Implications for
managers and future creativity research are discussed.

[A] sense of identity is the root by which all honest
creative effort is fed.

J. Saunders Redding, from his address
at the First Conference of Negro Writers

The preceding passage highlights a potentially
powerful antecedent of workplace creativity: self-
identification as a creative person. How we see
ourselves—who we think we are—has a great deal
to do with how we act. Although it is known that
creative individuals possess strong self-images of
being creative (e.g., Barron & Harrington, 1981), the
relationship between self-concept and creativity is
far from clear (Dowd, 1989). To date, there have
been few, if any, attempts to examine how self-
identity relates to workplace creativity. The self-
concept of role identity (Burke, 1991; Stryker,
1980) may hold particular relevance for under-
standing how an employee develops a sense of self
relative to creativity, and how this identity relates
to creative action (Petkus, 1996). A role identity is
a self-view, or a meaning attributed to oneself in
relation to a specific role (Burke & Tully, 1977), that
is generated reflexively through perceived appear-
ance to self or others, self-judgment of that appear-
ance, and affect based on that judgment (McCall &
Simmons, 1978). As a specific role becomes closely

tied to an individual’s sense of self or identity, the
individual tends to behave in accordance with this
role identity (Callero, Howard, & Piliavin, 1987) in
order to gain verification of the identity (Petkus,
1996).

The overall goal of the current study was to ex-
amine identity and creative action in the workplace
by integrating role identity theory (Burke, 1991;
Stryker, 1980, 1987) with theory on organizational
creativity (e.g., Amabile, 1988; Ford, 1996; Wood-
man, Sawyer, & Griffin, 1993). For our purposes,
we propose a model of creative role identity that
focuses on two key issues. Figure 1 presents this
model. The first focal issue is the factors associated
with possession of a role identity specific to cre-
ativity. The second issue is the relationship be-
tween that creative identity and employee creative
performance. Our integrated model provides a ba-
sis for identifying antecedents of creative role iden-
tity and also for understanding how it plays out
in an organizational context in terms of employee
creativity.

This study stands to make a number of potential
contributions. First, we introduce a self-concept
attribute tied to an employee’s sense of identity and
creative action. By focusing on role identity, we
address the gap in the literature concerning the
relationship between self-image and creativity us-
ing a well-elaborated self-construct that has been
extensively tested in various research fields (e.g.,
Piliavin & Callero, 1991). Second, conceptual mod-
els (e.g., Amabile, 1988) have noted the relevance
of social context for employee creativity. The cur-
rent study’s application of role identity theory may
shed light on the mechanisms by which a social
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milieu creates a foundation for creativity via self-
image. Third, because role identities tend to mani-
fest themselves in concert with setting (Burke &
Tully, 1977), study findings here could comple-
ment and augment existing interactionist models
that pose employee creativity as a complex product
of personal attributes, behavior, and situation (e.g.,
Amabile, 1988; Woodman et al., 1993). A fourth
contribution is that, consistent with role identity
theory, the study explores the “sense making” in-
herent in developing a creative role identity and
how the interpretation of organizational action in-
fluences the enactment of this sense of identity.
Although sense making is an important component
of an employee’s decision to try to be creative, the
topic has received relatively little research atten-
tion (Drazin, Glynn, & Kazanjian, 1999; Ford,
1996).

In their introduction to a collection of work on
innovation, Drazin and Schoonhoven (1996: 1081)
encouraged inquiry relevant to innovation “among
organizations in emerging economies,” noting the
importance of Asian settings. Studies examining
employee creativity in non-U.S. work settings are
rare (but see Madjar, Oldham, & Pratt, 2002). Asia
has an expanding role in the global economy, and
multinational companies are increasingly moving
“knowledge-creating” jobs to Asian settings
(Bartlett & Ghoshal, 1989). Thus, investigation of
employee creativity in Taiwan is important. Since
ascribed roles and corresponding actions are cen-
tral aspects of the social fabric of Taiwanese culture
(Liu, 1986), a role identity framework holds poten-

tial for understanding employee creative behavior
in that cultural setting. Thus, our study’s final con-
tribution is its exploration of role identity pro-
cesses among Taiwanese employees operating in
their native land as they relate to the creativity
stage of the innovation process.

THEORY AND HYPOTHESES

Definitional Issues

Although it is a common notion that creativity is
discouraged among the Chinese and that it is incre-
mental by U.S. standards, Chinese societies actu-
ally strongly value creative action that is useful and
practical (Gardner, 1989). As is the case in any
cultural setting (Csikmentihalyi, 1999), what is
considered novel in Chinese settings is in large part
culturally defined and domain-defined. However,
Li and Gardner offered a Chinese definition of cre-
ativity as “the solution of problems and products in
a way that is initially original but is ultimately
accepted in one or more cultural settings” (1993:
94) that parallels a commonly accepted Western
definition of creativity as the production of novel
and useful ideas for processes and products (cf.
Amabile, 1988) that are accepted within relevant
domains (Ford, 1996). The core concept of new and
practical ideas is paramount and common to cre-
ativity as it has been defined in both East and West,
and so novelty and usefulness of ideas is at the
center of the definition we adopted in the current
study.

FIGURE 1
A Theoretical Framework for Creative Role Identity
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Creative Role Identity and Its Antecedents

Despite research (e.g., Barron & Harrington, 1981)
reporting that eminent creators hold self-images or
self-concepts consistent with creative work, there
has been little research targeting factors affecting
potential self-concept dimensions specific to cre-
ativity (see Tierney and Farmer [2002] for an ex-
ception). According to role identity theory, the self
consists largely of the various social roles in which
an individual engages (Piliavin & Callero, 1991). A
sense of role identity stems from two main sources:
(1) feedback about the self from social relations and
(2) associated self-views (Riley & Burke, 1995). The
generation of self-meaning by a role identity re-
flects a self-regulatory interpretative process of
sense making in which relevant inputs from others
and oneself are reconciled in an attempt to verify,
support, and validate the identity (Riley & Burke,
1995). Ultimately, a role identity reflects an inter-
nalized set of role expectations, with the impor-
tance of the identity being a function of commit-
ment to the relevant role.

Normative expectations of important “social oth-
ers” are a major source of an individual’s self-
concept through reflexivity, or seeing oneself
through such expectations. These perceptions re-
flect behavioral expectations and, more impor-
tantly, expectations about whom others expect one
to be. Research has provided ample support for the
effects of social expectations on role identity devel-
opment (e.g., Callero et al., 1987). Creativity expec-
tations are also a catalyst for creative performance
(Ford, 1996). Although supervisors’ expectations
may influence innovative behavior (cf. Scott &
Bruce, 1994), coworkers are another social context
factor with the potential to shape employee creativ-
ity (Woodman et al., 1993). Recent studies have
shown coworkers to influence creativity through
encouragement, support, open communication,
and informational feedback (Amabile, Conti, Coon,
Lazenby, & Herron, 1996; Madjar et al., 2002; Zhou
& George, 2001). Given that a sense of identity is
often formed by face-to-face interactions within
small groups (Oyserman & Packer, 1996), cowork-
ers may also be a salient referent for creativity
expectations informing an employee’s sense of cre-
ative role identity (Riley & Burke, 1995). Role iden-
tity theory suggests that employees perceiving that
their coworkers expect them to be creative may be
likely to define themselves as creative.

In Taiwan and other Chinese cultures, the degree
of concern for the expectations of social others is
quite high (Yang, 1981). Given the tendency for
self-construals in Chinese cultures to be particu-
larly sensitive to the perceived views of others

(Markus & Kitayama, 1991), we would anticipate
the influence of perceived coworker expectations
on creative role identity to be strong in Taiwanese
culture.

Hypothesis 1. Perceived coworker creativity ex-
pectations will be positively related to the
strength of creative role identity.

Identity construction is also a function of retro-
spective sense making (Weick, 1995) which places
experienced stimuli in organizing frameworks
(schemata). Self-schemata also affect the formation
of a role identity (Stryker, 1987) in the sense that
they reflect self-expectations or an internal identity
standard. A role identity can develop over time as a
result of an individual retrospectively interpreting
past and continued role activity (Grube & Piliavin,
2000) and becomes internalized because the social
and personal costs entailed in no longer fulfilling a
specific identity-based role increase as role behav-
iors continue over time (Stryker, 1980). Therefore,
past creative behavior, as seen reflexively by the
self, should be a predictor of future creative activity
as an individual strives to make his or her identity
consistent with past role-related behaviors. This
direct self-assessment process (Markus & Wurf,
1987) is pancultural (Markus & Kitayama, 1991),
and so should be applicable to employees in Taiwan.

Hypothesis 2. Self-views of creative behavior
will be positively related to strength of creative
role identity.

In their cultural self-representation theory, Erez
and Earley (1993) incorporated and extended role
identity precepts by considering how culture influ-
ences self-concept. In keeping with a role identity
formulation, they noted that as individuals are ex-
posed to or immersed in different cultures, a self-
regulatory process will ensue for the purposes of
self-enhancement (maintaining positive self-affect
and cognitions) and self-consistency (experiencing
coherence and continuity). Such processes suggest
that cultural elements may serve as identity predic-
tors. Research also indicates that psychological
changes can result from exposure to a nonnative
culture (Berry, 1980), insofar as aspects of identity,
custom, and behavior in the host society are inte-
grated. It is therefore plausible that exposure to a
different culture’s orientation toward creativity
may influence a creative role identity. In addition,
choosing to live in a second culture may indicate to
individuals that they have creativity-related char-
acteristics, such as tendencies to deviate from the
status quo and to take risks. As a result, their senses
of being creative people may be reinforced.
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Although the previous arguments are not culture-
dependent, there are particular reasons why these
effects should be expected in Taiwanese settings. In
contrast to Chinese educational systems that en-
courage mimetic and rote learning, and student
conformity to established standards, those in the
United States tend to promote novelty for its own
sake and are characterized by more transformative
educational techniques designed to stimulate per-
sonal expression (Gardner, 1989). Acculturation
and an associated identity integration should be
particularly great for Taiwanese “sojourners” (Dion
& Dion, 1996) who live in and/or attend school in a
second culture for an extended period. Therefore, it
is plausible that immersion within a U.S. setting, in
which the valuation of creativity is likely to be
higher, may positively affect Taiwanese employees’
senses of creative identity. In addition, exposure to
knowledge and information from other cultures
makes creativity more likely (Csikmentihalyi,
1999), and immersion in the U.S. educational sys-
tem could reinforce the use of divergent problem-
solving skills and experimentation that is critical to
creativity, regardless of the existence of a creative
role identity. Therefore, we offer the following:

Hypothesis 3. Exposure to U.S. culture will be
positively related to strength of creative role
identity.

Hypothesis 4. Exposure to U.S. culture will be
positively related to employee creativity.

Creative Role Identity and Creative Performance

Role identities motivate role performances be-
cause enactment of relevant roles fulfills a critical
need for self-verification (Markus & Wurf, 1987)
and allows relevant others to identify and catego-
rize an individual (Burke, 1991). The more central
an individual’s role identity, the higher the proba-
bility that the individual’s behavior will be consis-
tent with that identity (Stryker, 1980). Thus, the
concept of role identity has been useful in predict-
ing a variety of behaviors (cf. Callero, 1985; Riley &
Burke, 1995; Grube & Piliavin, 2000). It has also
been suggested that a creative role identity may
drive creative performance (Fisher, 1997; Petkus,
1996), although this idea has not been tested.
In general, because role identities are validated
and maintained through role-consistent behavior
(McCall & Simmons, 1978), individuals with strong
creative role identities should be more creative at
work.

An interesting caveat of role identity theory,
however, is that a role identity tends to result in
role-consistent performances only when the de-

mands of a situation are consistent with the enact-
ment of that identity (McCall & Simmons, 1978).
When consistency exists, role support from the
context provides self-verification and confirms the
relevant identity, thereby increasing the probability
of such role performances. When situation-specific
demands are inconsistent with a highly salient role
identity and identity-consistent actions are not val-
ued or confirmed, the identity will be threatened,
and the identity holder will experience feelings of
distress (Burke, 1991). Because strongly held role
identities are central to a sense of self, and an
individual has a commitment to protect his or her
sense of identity (Burke, 1991), in such scenarios
the individual will tend to refrain from role-related
action.

From a sense-making perspective, an employee’s
decision to engage in creative behavior is preceded
by the employee’s estimation of a reasonable re-
sponse regarding such action from the relevant
field (Drazin et al., 2000; Ford, 1996). If the em-
ployee anticipates a negative response, he or she
will avoid creative behavior (Ford, 1996). Because
employees with strong creative role identities tend
to personalize contextual feedback regarding the
value of creativity, they are highly sensitive to the
perceived reception of their creativity. The per-
ceived risk goes beyond the loss of tangible re-
wards; it entails a potential loss of self, or a loss of
the sense of identity. If these employees perceive a
context as unreceptive to creativity, they will judge
that creative action could expose them to feedback
suggesting that who they are is not relevant or
valued. In contrast, employees with weak creative
role identities have no “ego-investment” in being
creative people, so they are less concerned about
whether their organizations value creativity. Per-
ceived valuing of creativity is a key component of
an organizational environment that supports inno-
vation and creativity (Amabile, 1988) and has been
linked to creative performance in a number of field
studies (e.g., Amabile et al., 1996). Applying this
finding to our specific concerns, we would expect
employees’ perception that their organization val-
ues creative action to validate their creative role
identities, which should boost role-consistent cre-
ative performances. In contrast, when employees
with strong creative role identities find themselves
operating under conditions that suggest their cre-
ative behavior is irrelevant or devalued, they will
opt out of creative engagement. In this manner,
perceived organizational valuing of creativity mod-
ifies the extent to which creative role identity will
actually result in creative performance.

Since role identity develops, in part, through so-
cial others, maintenance of meaningful identities
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should be important in almost any society. How-
ever, it may be especially critical in contexts, like
Chinese societies, in which fulfilling the identity
expectations of relevant others is a strong driver of
behavior (Yang, 1981). These considerations sug-
gest that Chinese employees with strong creative
role identities will be particularly sensitive to sit-
uations that have the potential for either enhancing
or threatening a valued identity. In fact Mandarin
Chinese has a word for the prestige aspect of gain-
ing face, mianzi. Those with strong creative role
identities should be particularly motivated to cre-
ate when creativity is valued since obtaining such
mianzi will be identity-validating. On the other
hand, the loss of mianzi would be acute for such a
person if that individual engaged in undesired cre-
ative activity, and so that person would actively
avoid such behavior.

Hypothesis 5. Perceived organizational valuing
of creativity will moderate the relationship be-
tween creative role identity and creative per-
formance in such a way that the relationship
will be positive when valuing is high, and neg-
ative when valuing is low.

METHODS

Research Design

After adopting a role identity–creativity model
derived from United States–based research as our
foundation, we used a focus group and interviews
to refine constructs and their interrelations for ap-
plication to Taiwanese culture (see Berry, 1990).
Taiwanese employees who were working in the
United States but who had had significant work
experience in Taiwan participated in these groups
and interviews. Results indicated that our con-
struct definitions for creativity, role identity, and
the other study variables were culturally meaning-
ful for these Taiwanese people and that exposure to
U.S. culture might be an additional precursor of
creative role identity for them. We created English
survey items that could be easily translated into
Mandarin Chinese and adjusted wordings to make
items more concrete and less hypothetical (see Liu,
1986). The survey was then back-translated and
recentered (Brislin, 1986): our English version was
translated into Chinese and then retranslated into
English by two independent bilingual individuals.
This process was repeated until convergence
among the translations was achieved. We pretested
these instruments with several Taiwanese individ-
uals, debriefing question-by-question for under-
standing and wording issues. After minor changes
were made, the instruments were given to a sample

of 20 Taiwanese graduate students with work ex-
perience in Taiwan for additional pretesting, with
minor changes ensuing.

Sample and Setting

Eleven Taiwanese organizations engaged in some
aspect of creative work were initially contacted,
and 8 agreed to allow the participation of specific
work units in which creativity was required. The
sample consisted primarily of engineers, software
developers, research scientists, doctors, and phar-
macists. Of the 260 surveys distributed, 166 were
returned (a response rate of 64 percent). Sample
demographic means were: age, 34.25 years (s.d. �
9.07); work experience, 9.64 years (s.d. � 8.43);
company tenure, 6.1 years (s.d. � 7.78); and job
tenure, 4.95 years (s.d. � 6.13). All employees held
high-school degrees, and 91 percent reported some
college education. Eighteen percent of the sample
had studied or lived in the United States (x̄ � 3.8
years). Data for the predictor variables were col-
lected by self-administered surveys distributed and
completed on-site with a native-speaking coauthor
present to answer questions and ensure response
confidentiality. We gave a separate survey to super-
visors (n � 31) to collect independent reports of
employee creativity.

Because we collected data from eight organiza-
tions, we used Within and Between Analysis
(WABA; Dansereau, Alutto, & Yammarino, 1984) to
determine whether the study variables were better
represented by variation between or within organi-
zations. WABA provides two significance tests of
whether a variable is best represented at a particu-
lar level: E-tests of practical significance and F-tests
of statistical significance. When the results of both
are significant, the induction of a particular level of
measurement is strongest; when one is significant,
the induction is somewhat weaker. For all the
study variables, the Es were practically significant,
and all the Fs except those for creative role identity
and self-views of creativity were statistically signif-
icant (p � .05); however, the E-tests for these indi-
cated the strongest level of practical significance. A
WABA test conducted for the supervisor-rated cre-
ativity measure to assess supervisor response bi-
ases per subordinate ratings yielded a practically
significant E, and a statistically significant F (p �
.06). These results suggest that the study measures
vary primarily at the individual level.

Measures

Creative role identity. We adapted Callero’s
(1985) role identity scale to measure the extent to
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which the role of creative employee had been in-
corporated into self-identity. This well-validated
five-item scale (Callero et al., 1987; Piliavin & Cal-
lero, 1991) uses five-point Likert scaling for re-
sponses. Guided by our exploratory research, we
modified the items’ wording to reflect centrality of
role identity as a creative employee, and dropped
two items because of translation problems and low
item-total correlations (� � .80). The Appendix
presents the three creative role identity items and
all subsequently described items.

Predictors of creative role identity. Perceived
coworker expectations for creativity were mea-
sured by adapting six items from Callero’s (1985)
subjective social norm scale (� � .74). To measure
employees’ views of their own creative behavior
(henceforth, “self-views”), we used eight items
from the sufficiency of originality subscale of the
Kirton Adaption-Innovation Inventory (KAI; Kir-
ton, 1976) that apply in Chinese work settings (see
Danis & Dollinger, 1998). Research suggests that the
originality subscale can serve as a partial self-report
of creativity level (Goldsmith & Matherly, 1987),
and previous creativity studies (e.g., Amabile, Hill,
Hennessey, & Tighe, 1994) have used the KAI as
such (� � .91). Drawing on existing work (e.g.,
Amabile et al., 1996) and our exploratory research,
we measured perceived organizational valuing of
creativity with six items assessed on a six-point
Likert response scale (� � .89). Exposure to the U.S.
cultural environment was assessed by the length of
time lived in the United States (in years) and the
number of educational degrees obtained there. Af-
ter standardizing each indicator to create a com-
mon metric, we computed a composite score by
taking the mean of the two items (� � .95).

Employee creativity. As in with prior work (e.g.,
Oldham & Cummings, 1996; Zhou & George, 2001),
employee creativity was assessed by supervisor rat-
ings of four items, from Tierney, Farmer, and Graen
(1999), on a six-point scale. This creativity scale
taps actions perceived by participants in our ex-
ploratory research to reflect the Chinese view of
employee creativity (� � .92).

Control variables. We also collected data for
controls likely to provide alternative explanations
for creativity as suggested by previous research
(e.g., Oldham & Cummings, 1996; Tierney &
Farmer, 2002). Educational level was measured on
a five-point scale (1 � “high school,” 5 � “doctor-
ate”). Per Oldham and Cummings (1996), we as-
sessed psychological job complexity with ten items
(two items for each of the five subscales of auton-
omy, task variety, task significance, feedback, and
meaningfulness) from the Job Diagnostic Survey
(Hackman & Oldham, 1980) to create a “motivating

potential score”; the median alpha for the five sub-
scales was .79.

Data Analysis

To check the convergent and discriminant valid-
ity of the five self-reported scales (creative role
identity, coworker expectations, self-views, per-
ceived organizational valuing of creativity, and
psychological job complexity), we conducted con-
firmatory factor analysis using EQS (Bentler, 1995)
to compare several nested models representing
plausible alternative factor scale structures. For in-
stance, one comparison was between the hypothe-
sized five-factor model and a four-factor model
collapsing self-views and perceived coworker ex-
pectations; models and results are available from
the authors. As we did with all later structural
equation modeling (SEM) analyses, we created
three manifest indicators for each latent factor by
randomly assigning items to composites to reduce
the number of parameters assessed, thus improving
the ratio between sample size and estimator. Be-
cause the SEM assumption of multivariate normal-
ity was violated (normalized Mardia coefficient �
10.85, p � .05), we report results using statistics
designed to adjust for nonnormality (Bentler,
1988): a scaled chi-square statistic for overall
model fit, robust versions of the comparative fit
index (CFI), the incremental fit index (IFI), and the
root-mean-square error of approximation (RMSEA),
and robust estimates of standard errors. The hy-
pothesized five-factor model showed good fit in
absolute terms (�2 � 102.48, df � 67, p � .003) and
exhibited better fit than all alternative models on
each of the indexes noted above (CFI � .96, IFI �
.96, RMSEA � .06). These results indicate that the
self-report scales used did possess adequate dis-
criminant and convergent validity.

RESULTS

Descriptive statistics and zero-order correlations
are presented in Table 1. Hypothesis tests were
conducted using structural equation modeling
within EQS. The SEM assumption of multivariate
normality was violated (normalized Mardia coeffi-
cient � 12.62, p � .05), and so the statistics re-
ported below are the robust or scaled versions
noted previously. Structural paths were freed for
estimation according to the hypotheses (Figure 1),
with the addition of paths from the control vari-
ables of education and job complexity to employee
creativity. We also estimated item-factor loadings
and error terms for the three composites assigned to
each structural factor, and appropriate disturbance
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terms associated with endogenous variables. Exog-
enous and control variables were allowed to corre-
late with each other. All other paths were con-
strained to zero.

We used a two-step technique (Mathieu, Tannen-
baum, & Salas, 1992) to examine the interaction
between creative role identity and perceived organ-
izational valuing of creativity (Hypothesis 5). This
approach involves estimating an additive model in
which the measurement and error properties of the
interaction components and their product term are
fixed by setting the path for each component indi-
cator equal to the square root of its reliability and
setting its error term to equal the product of its
variance and one minus its reliability. A correlation
between the latent variables for creative role iden-
tity and perceived organizational valuing is derived
and used to estimate the reliability for the product
term. This value is used to fix the measurement
properties for the product term in the second model
that includes the product term. The final step in-
volves testing the model with, and without, the
path from the latent product term to the creativity
criterion, allowing a chi-square difference test of fit
between the two models.

Results for the hypothesized model (the model
with the latent product term; see Figure 2) show
acceptable fit for the overall model in absolute
terms (�2 � 153.93, df � 85, p � .001; CFI � .93,
IFI � .93, RMSEA � .08). Squared multiple corre-
lations for the structural equations were also ob-
tained (R2s � .45 and .36 for creative performance
and creative role identity, respectively). Standard-
ized parameter estimates for the linkages between
creative role identity and perceived coworker cre-
ativity expectations (.32), self-views of creative be-
havior (.24), and U.S. exposure (.18) were all sig-
nificant, supporting Hypotheses 1, 2, and 3. The

results indicated that perceived coworker expecta-
tions, self-views of creative behavior, and U.S.
exposure had no significant indirect effects on
creativity. The link between U.S. exposure and
creativity was significant (.31), supporting Hypoth-
esis 4. One control variable, educational level, did
show a significant direct association with creativity
(.19).

Results for the model deleting the path from the
product term to the creativity criterion showed a
worse fit (�2 � 158.73, df � 86, p � .001; CFI � .92,
IFI � .92, RMSEA � .09). We calculated the differ-
ence in chi-squares between the two models using
the Satorra-Bentler scaled difference test, since this
statistic performs well under conditions of multi-
variate nonnormality in small samples (Satorra &
Bentler, 1999). This difference was 8.19 (df � 1,
p � .05), indicating that a significant interaction
was present (Cortina, Chen, & Dunlap, 2001) ex-
plaining an incremental 6 percent of variance in
creativity beyond that explained by role identity,
perceived organizational valuing, and the controls.
The standardized parameter estimate for the inter-
action was significant at .31. Parameter estimates
for the interaction components (not shown in Fig-
ure 2, and not interpreted since they were condi-
tional) were: creative role identity, .12 (p � .05);
perceived organizational valuing of creativity, .34
(p � .05). Following Cortina et al. (2001), we gen-
erated an interaction plot (see Figure 3) using the
standardized equation with the Y-axis metric in
standard deviations. Supporting Hypothesis 5, re-
sults showed that the relation of role identity to
creativity is augmented when employees perceive
that their organization values creativity. At very
low levels of valuing creativity, creative role iden-
tity is negatively related to creativity. Valuing of

TABLE 1
Means, Standard Deviations, and Correlationsa

Variable Mean s.d. 1 2 3 4 5 6 7

1. Creativity ratings by supervisor 3.50 1.20 .92
2. Creative role identity 3.96 0.68 .29** .80
3. Perceived organizational valuing of

creativity
4.04 0.98 .49** .22** .89

4. Perceived coworker creativity
expectations

3.22 0.54 .39** .39** .50** .74

5. Self-views of creative behavior 4.10 0.78 .30** .42** .46** .42** .91
6. Exposure to U.S. culture 0.00 1.00 .47** .31** .38** .39** .27** .95
7. Educational level 3.18 1.17 .43** .20* .42** .38** .38** .55**
8. Psychological job complexity 146.46 79.50 .47** .29** .64** .55** .57** .36** .49**

a n � 151 after “listwise” deletion. Coefficient alpha reliabilities are reported on the diagonal.
* p � .05

** p � .01
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creativity seems to make little difference for em-
ployees with weak creative role identities.

The relatively small size, multivariate nonnor-
mality, and nonlinear interaction term of our sam-
ple may affect sample stability adversely. To check
the robustness of the findings, we reassessed the
hypothesized relations using models that increased
the sample-size-to-estimator ratio, thus reducing
the number of covariances estimated and improv-
ing sample stability. This was done first by using
single indicators for latent variables, and again
by removing all exogenous correlations from the
model. The significance of each of the hypothe-
sized relationships remained the same as that re-
ported above, and the significance of fit between
the direct effects and interaction models tested also
showed no change.

DISCUSSION

Consistent with role identity theory, the results
of this study show that when employees perceived
that coworkers expected them to be creative, their
role identities as creative employees were stronger.
The finding supports the notion that work group
cohorts may play an important role for innovation
and warrant further research consideration in this

capacity (Woodman et al., 1993). It also suggests
that practicing managers should be sensitive to the
impact work peers may have on employees formu-
lating a sense of identity and that the communica-
tion of positive peer creativity expectations should
be the norm. Interestingly, perceived coworker ex-
pectations was the strongest study predictor of cre-
ative role identity. This finding runs counter to
McCall and Simmons’s (1978) assertion that indi-
viduals usually attach less importance to others’
expectations than to their own self-views concern-
ing identity-relevant input. One possible explana-
tion for this pattern is this study’s context. In order
to protect the “social self,” Chinese people tend to
act in strong accordance with social others’ expec-
tations (Yang, 1981). Although self-views and oth-
ers’ views should both be important in almost any
cultural context, the relative strength of their ef-
fects on creative role identity may depend on
whether self-construals are independent, as in in-
dividualist cultures, or interdependent, as in more
collectivist cultures (Markus & Kitayama, 1991). In
general, these results suggest that greater attention
be given to the influence of social forces on creative
role identity, especially those involving workplace
and cultural norms and expectations.

Supporting another central tenet of role identity

FIGURE 2
Structural Model Standardized Parameter Estimatesa

a n � 151. �2 � 153.93, df � 85, p � .001. Robust CFI � .93, robust IFI � .93, robust RMSEA � .08. Satorra-Bentler scaled difference
chi-square versus direct-effects (no interaction) model, 8.19; df � 1, p � .05.

* p � .05
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theory was our finding that employees who re-
ported being creative in the past also had stronger
senses of creative role identity. This finding under-
scores the necessity of managers providing employ-
ees with ample opportunities for creative endeav-
ors if they are to develop firm identities as creative
employees. Since such self-views may be sche-
matic, they may reflect culturally based implicit
theories concerning what constitutes a creative em-
ployee. Given this possibility, future research is
needed to determine the degree of past creativity
necessary to inform a positive creative role identity
and if this degree is culturally defined.

More extensive contact with U.S. culture was
also positively related to creative role identity. This
result suggests that multinational managers should
anticipate that employee exposure to a second cul-
ture with a defined creativity orientation may be a
catalyst for employees’ development of a stronger
creativity self-concept. U.S. culture places fewer
limits on creative expression than do Chinese soci-
eties (Gardner, 1989), and during their stay in the
United States, these Taiwanese sojourners probably
had numerous opportunities to try out creative role
practices (McCall & Simmons, 1978) in settings in
which such performance received significant role
validation (Petkus, 1996). The presence of such
support would tend to reinforce and strengthen
creative role identity. These findings are consistent
with a growing body of research suggesting that
culture experienced psychologically has a direct
effect on self-construals (e.g., Erez & Earley, 1993).

Greater U.S. exposure was also directly related to
creativity. Taiwanese sojourners acculturated in
the U.S. environment may tend to develop skills

and to have experiences conducive to enhanced
creative performance. It is important to note that
we measured employee immersion into a country
having a stronger focus on creativity than did their
homeland. Future research needs to delineate
whether enhanced creativity results from exposure
to a more creative culture, or if it is simply a result
of interacting and residing in a culture different
from one’s own (Csiksentmihalyi, 1999). Of course,
an alternative explanation for this finding would be
that those individuals most inclined to seek resi-
dence in another, distinct, culture may have a pro-
pensity for risk taking and creative expression to
begin with.

Because it allows for role performance aligned
with a meaningful identity, an organization that
values creativity should provide an atmosphere in
which demonstrations of creativity affirm the self.
In fact, employees in the current study with strong
creative role identities had higher levels of creative
output when they perceived that their organization
valued creative work. Although work context and
other factors also determine creativity, an employ-
ee’s initial decision to pursue creative action is a
necessary step for creative performance (Ford,
1996). Our finding illustrates one way in which
employees’ sense making regarding their work con-
text may influence this decision. Our findings are
also consistent with role identity theory’s position
that when the acting out of strong role identities is
met with negative reactions, individuals will be mo-
tivated to avoid role-consistent performance in the
same setting as a means of protecting, or hiding, a
core part of themselves. Our results support the pos-
sibility of a paradox: in their diligence to hide their

FIGURE 3
Interaction of Creative Role Identity and Organizational Valuing of Creativity for Creativity Ratings
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creative sides from feedback that would devalue an
important aspect of self, employees with strong cre-
ative role identities will be less creative than those
who give little thought to being creative but may still
be minimally creative owing to other factors.

The results further suggest that, although practic-
ing managers may identify employees with strong
creative role identities and place them in positions
in which they can be creative, the potential of their
creative self-images will not be evidenced unless
the managers demonstrate that the organization
values creativity at all levels. In order for such
value to be apparent to employees, organizations
must diligently implement human resource prac-
tices, work structures, and organizational policies
that support creative action. Failure to provide a
context that appreciates creative-identity-specific
behaviors may ultimately lead creative employees
to seek psychological balance by withdrawing, or
by leaving an organization entirely (Burke, 1991).

Because our study was cross-sectional, the pos-
sibility of reverse causality exists insofar as creative
performances may shape self-views and others’ ex-
pectations, enhancing creative role identity. Future
research should incorporate longitudinal designs to
account for reciprocal causality in the role identity
relations presented in this study. It is also possible
that variance resulting from organizational source
or within-supervisor dependence influenced the
results; however, the WABA results indicated that
variance in the study variables was primarily at the
individual level, and theory supports this as well.
Despite the additional analyses we conducted to
assess robustness of the findings, we cannot com-
pletely discount problems with sample stability,
given the sample size and the lack of multivariate
normality in our sample. Tests of the generality of
these relations in other settings should be a direc-
tion for future research. Finally, researchers con-
ducting future studies should attempt to incorpo-
rate multiple indexes of creative performance.
Such action is particularly important as researchers
begin to examine creativity from a more transna-
tional perspective and need to collect measures
appropriate to a given domain. Because the link
between identity-based self-views and behaviors is
basic to role identity theory, we feel this theory
offers a useful general frame for examining self-
identity in relation to creative behavior across cul-
tures. However, we limited the testing of our pre-
scriptions to the Taiwanese setting, and some
caution is warranted in extending these results to
other cultures. Future work is needed to explore
the cross-cultural applicability of creative role
identity and the particular relationships we detected.

Some sense of identity permeates everyone’s
daily life. We found two aspects of our study re-
sults to be most interesting in relation to this idea.
The first was that some individuals may have iden-
tities specific to creativity; they see being creative
as a central part of who they are. The second aspect
was a preliminary insight as to what occurs when
individuals operate in a context they see as encour-
aging, or discouraging, their senses of who they are.
We feel these results have theoretical implications
for both organizational creativity and role identity.

First, they suggest a unique, creativity-specific
self-image attribute relevant to creative action.
Also, approaching creativity from a role-identity
perspective provides a useful lens for examining
factors that associate with an employee’s sense of
creative identity and for understanding how
sense-making processes and contextual factors
may shape manifestations of such an identity.
Second, the results provide compelling support
for the interactionist view of creativity (e.g., Am-
abile, 1988) in that the potential for creativity
among our sample’s members did lie at the inter-
section of the self and the setting. In our study,
we found a group of employees, inherently pre-
disposed toward creative work through their
identities, who appeared to diligently avoid cre-
ative role behavior if they perceived it was not
valued by their organization.

Although we focused on a single role identity,
individuals have multiple, coexisting identities
(Burke & Tully, 1977). One possible next step in
this line of inquiry would be to expand consider-
ation to include other employee identity constructs
and examine how they influence behaviors either
consistent, or inconsistent, with creative engage-
ment. Role identities are also associated with vary-
ing affect (McCall & Simmons, 1978). As such, the
concept of identity may have relevance for recent
research integrating affect and creative perfor-
mance (e.g., Madjar et al., 2002). The current study
also expands the application of role identity theory,
going beyond previous studies that have investi-
gated identity relative to nonwork behavior (such
as blood donation) to investigate how identity ap-
plies in situ for creative role behavior in the work-
place. Finally, our results also suggest how role
identity constructs apply in a culture distinct from
U.S. culture. The extensive exploratory research and
pretesting we conducted to ensure the cultural valid-
ity of constructs and measurement enabled us to ex-
plain a high level of creativity variance in Taiwanese
work settings, and these settings are growing in prom-
inence on the stage of global innovation.
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APPENDIX

English Translations of Scale Items

Role Identity as a Creative Employee
I often think about being creative.
I do not have any clear concept of myself as a

creative employee. (reverse-coded)
To be a creative employee is an important part of my

identity.

Perceived Coworker Expectations for Creativity
My coworkers in the unit think of me as a creative

employee.
My coworkers in the unit think that creativity is

important to me.
It really wouldn’t matter to my coworkers if I was

not creative. (reverse-coded)
Many other unit employees expect me to be creative.
No one in the unit would be surprised if I was not

creative. (reverse-coded)
Many unit employees would probably be

disappointed in me if I was not creative.

Self-Views for Past Creative Behaviora

Please indicate how often you could be described as a
person who:

Always thinks of other ways to solve problems when
he or she runs into obstacles.

Would sooner create something than improve it.
Has fresh perspectives on old problems.
Prefers changes to occur gradually. (reverse-coded)
Copes with several new ideas and problems at the

same time.
Helps other people develop new ideas.
Has lots of new ideas.

Needs the stimulation of frequent change.

Perceived Organizational Valuing of Creativity
Top management is very supportive of creative work.
I feel creativity is supported and encouraged
New ideas or concepts are fostered.
Top management values creative work.
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I can do creative or innovative work without feeling
threatened by others.

New ideas are encouraged.

Employee Creativity
This employee:

Tries new ideas or methods first.
Seeks new ideas and ways to solve problems.
Generates ground-breaking ideas related to the field.
Is a good role model for creativity.

a These items are adapted from the Kirton Adaption-Innova-
tion Inventory (KAI; Kirton, 1976).
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