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ABSTRACT 

This paper investigated the potential difference in motivations between 

managers and creatives in creative industries. Its aim was to find out if managers 

and creative employees of creative industries have a significant difference in 

motivational factors and what might the difference be. In addition, the relationship 

between motivation and other demographic areas such as gender, salary and culture 

is also tested. An deep review of the previous research led to two hypotheses and 

several research questions. 

The theoretical framework was selected in order to present quantified results 

of the motivation pattern. The Self-determination theory (SDT) has been a ground 

breaking motivational theory in that it focuses on the quality of motivation instead of 

the quantity. This research was done by using a quantitative research method in 

order to broaden the already existing knowledge and to provide proof for those 

results. The research tool used is an 18-item Work Extrinsic Intrinsic Motivation 

Scale (WEIMS). The research sample from 109 creative industries employees was 

collected amongst marketing agencies in Finland, Sweden and Denmark.  The 

statistical research results include descriptive statistics, factor analysis and logistic 

regressions analysis. 

The factor analysis the results showed that employees can be divided into 

three groups: Intrinsic motivation. Extrinsic motivation, Amotivation. However, the 

logistics results that there are no differences between motivation factors amongst 

managers and creatives in the creative industries. In addition the descriptive 

statistics show both employee groups being highly intrinsically motivated, although 

extrinsic motivation is present as well.  

Moreover, the results depicted some interesting finding from other 

demographic areas of the research. In particular relationship between different 

motivations and cultures was established. The results indicated that there is a strong 

relationship between extrinsic motivation and Finnish employees.  

The results of this research went against some previous studies of 

motivations in creative industries. On the other hand the results supported what is 

generally known about motivation. The results can be used at management of 

companies when making decisions for employee rewards as well as in the scientific 

community as a starting point or support for future researches. 
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INTRODUCTION 

Over the past century a notable amount of research focusing on motivation 

has been produced (see e.g. Deci, Ryan & Kostner, 1999). As part of the 

organizational research field, work motivation especially has been widely studied 

since the 1950s (see e.g. Maslow, 1954; Herzberg, 1968; Vroom, 1964; Porter & 

Lawler, 1968). Highly motivated employees have found to be proactive, enthusiastic, 

willing to learn new things and apply their talents responsible and as such represent 

a competitive advantage and critical asset for many firms (Deci & Ryan, 2000a; 

Tremblay et al., 2009). Yet, it has been debated what are the factors that enhance 

work motivation (Deci et al., 1999), which is why investigating these factors is of high 

importance for both scientific community as well as commercial enterprises. A 

number of research papers focuses on work motivation in general, but much is not 

known about work motivation amongst creative industries (see e.g. Deci et al., 1999; 

Gagne & Deci, 2005). Indeed, studies about creative industries have only started to 

emerge in the last decade (Caves, 2000; Bilton, 2006; Hesmondhalgh, 2012). Yet, 

reasonably little has paid attention to work motivation. Taken this together, in this 

research I will investigate the factors affecting creative industry employees’ work 

motivation. In particular, the main interest will be to find out if there are differences in 

factors affecting creatives and managers. The research is done amongst marketing 

agencies in Finland, Sweden and Denmark and will advance the research on work 

motivation as well as the research of creative industries in Nordic countries.  

Two directions of motivation research – content theories and process 

theories, have dominated the early work motivation research (see e.g. Vroom, 1964; 

Skinner, 1996; Deci et al., 1999). These theories created the foundation for a 

development steps that have since seen recognition of psychological needs and 

separation of intrinsic and extrinsic motivation – a central focus for this research. 

Intrinsic motivation is motivation that originates from the enjoyment of performing a 

task (Amabile, 1996), it can be seen as early as in babies by need of exploring new 

things and is therefore considered as the primary influencer of human behavior (see 

e.g. Deci, 1971, Amabile 1983a, Deci et al., 1999) Extrinsic motivation is created via 

external factors that can be punishments or rewards (Deci et al., 1999). Although 

some exceptions exist, extrinsic factors are widely considered to be of neutral or 

even diminishing nature towards intrinsic motivation (see e.g. Amabile, 1996; Deci et 

al., 1999) and thus having a negative influence on work motivation in total. This 
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dichotomy has been the starting point for wide array of work motivation research, 

including those few that have been conducted in the creative industries (Glynn, 2000; 

Voss, Cable & Voss, 2000; Lampel, Lant & Shamsie, 2000). Work motivation 

researches in creative industries have so far been conducted as qualitative research 

that looks into social meanings and individual perceptions (Brewer, 2003). In order to 

broaden the knowledge of previous research and to provide scientific proof, this 

research will be conducted as quantitative research (ibid).  

The theoretical framework of this research, the Self-Determination Theory 

(SDT) was first published in 1985 (Deci & Ryan, 1985). Characteristic to SDT is that 

it doesn’t bring into focus the quantity of the motivation, as its earlier counterparts, 

but focuses on the quality of motivation (Tremblay et al., 2009). It also challenges the 

dichotomy (intrinsic vs. extrinsic) of motivation by splitting extrinsic motivation into 

continuum withholding four different levels of externally regulated motivations (Deci & 

Ryan, 2000a). The SDT framework was first provided with organizational empirical 

support by French researchers that developed a 31-item instrument in the early 

1990s (Blais, Lachance, Vallerand, Brière & Riddle, 1993). The 18-item Work 

Extrinsic Intrinsic Motivation Scale (WEIMS) used in this research was then 

developed and tested in English in 2009 and has been widely used by recent studies 

(see e.g. Tremblay et al., 2009; Fernet, 2010; Dysvik & Kuvaas, 2011 Gilles, Huart, 

Colombat & Fouquereau, 2013). Accordingly, this research will utilize WEIMS in 

order to find out more detailed information about employee motivation in creative 

industries (see e.g. Glynn, 2000; Lampel et al., 2000). In addition, this research will 

introduce a new tool, in form of WEIMS, for the future work motivation research in the 

creative industries (Tremblay et al., 2009) 

Creative industry is an industry on it’s own but also an industry within 

traditional industries and is often described as the odd ones or the mötley crews 

when compared to the traditional industries such as production or retailing industries 

(Caves, 2000). This heterogeneity of creative firms, compared to traditional firms, is 

never as apparent as when looking at the scope of areas where they are forced to 

balance, such as profit making vs. art for art’s sake, market innovation vs. demand 

analysis or mass entertainment vs. artistic integrity (Lampel, Lant & Shamsie, 2000). 

One of the intriguing areas of research in creative industries is the need to balance 

between what is the most selling product and what kind of products are creative 

employees motivated to do (ibid). In other words the balance between intrinsic 

motivation of creative employees need to be balanced with the need of profit making 

(ibid). 
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 The common paradigm in creativity research is that intrinsic motivation, the 

enjoyment one gets from performing a task, is the single most contributing factor to 

the creativity (Amabile, 1996; Deci et al., 1999) and thus can not be neglected. On 

the other hand what comes to businesses, as Nobel price winner Milton Friedman 

(1970) wrote: "there is one and only one social responsibility of business – to use its 

resources and engage in activities designed to increase its profits so long as it stays 

within the rules of the game…” and therefore profitability has also a central role.  

This situation where creative firm needs to balance between how to facilitate 

creativity and at the same time remain profitable is a typical impediment for creative 

companies (Lampel et al., 2000). As mentioned earlier some previous studies in the 

creative industries have shed light on this mismatch (Glynn, 2000; Voss, Cable & 

Voss, 2000; Hackley & Kover, 2007). These qualitative data collections have 

indicated that the managers are seen as being money oriented and extrinsically 

motivated and often hindering the potential quality of intrinsically motivated creative 

employees (ibid).  

 It might be that these interviews at the creative firms have illustrated a clear 

dichotomy between the creative employees and managers (Glynn, 2000; Voss, 

Cable & Voss, 2000; Hackley & Kover, 2007). However, it might be possible that the 

reason for this dichotomy is not the difference in motivation of managers and creative 

employees but instead it is the fundamental difference in the job function (Deci & 

Ryan, 2000a). The purpose of this research is to find out if a relationship between 

extrinsic or intrinsic motivation and job function exist. The job function of creative 

employees is to be as creative as possible within the given boundaries, whereas the 

job function of managers is to create profit (Lampel et al., 2000). In this view, and 

which is supported by prior studies (see for example Deci & Ryan, 2000b), both 

employee groups can be and most likely are equally intrinsically motivated to work 

with their corresponding functions.  

In this research, drawing to the exhaustive research in creativity, creative 

industries and motivation I will lay the premises and conduct a quantitative research 

that aims to find out the motivation patterns of managers and creatives in Nordic 

countries. The research sample is collected amongst 107 employees in marketing 

agencies in Finland, Sweden and Denmark. A set of background questions were also 

distributed that enabled possible additional discoveries.  

The results of current research are of interest because of several reasons. 

Firstly, as creative industries are becoming more and more prevailing, also the 
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knowledge of employee motivation will be more and more sought after. This will add 

on to the current motivation studies of creative industries’ employees and as such 

create a clear contribution. Secondly, this research will contribute to the general work 

motivation research by providing an example from creative industries that is often 

seen as different from the traditional industries (Caves, 2000). Thirdly, this research 

will also include additional results on relationships between different motivations and 

other demographic variables such as culture, salary level and gender. Therefore the 

results will also contribute to many other research areas. Lastly this research will 

bring a significant contribution to the employee motivation research at creative 

industries by using Work Extrinsic Intrinsic Motivation Scale (WEIMS) and thus 

introducing a new tool for the future research (Tremblay et al., 2009). 

The research will be laid out as follows: I will first be laying the foundation of 

what it is to be creative and why are creative industries, and therefore their 

employees different from the traditional. This will be followed by introduction to 

previous research on work motivation. There after I will focus on the problem 

formulation and the theoretical framework of Self-Determination Theory (SDT), which 

will be followed by research method. Finally I will focus on the results followed by 

analysis and potential uses. As last I will cover limitations and further research 

suggestions before ending with a conclusion. 
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THE ROLE OF CREATIVITY 

In a wide sample of background literature creativity is defined as something 

new (Amabile, Conti, Coon, Lazemby & Herron, 1996), novel and diverse ideas, 

(Winston & Baker, 1985) created independent of the space by an individual (McLean, 

2005). Because this research is focusing on creative employees as well as 

managers, I will start by uncovering what does it take from an individual to be 

creative, how much of the creativity can be related to individuals personality and 

what are the extrinsic factors that influence individual creativity.  And finally why does 

the individual need organizations to transform the potential into results.  

Before discussing the concept of creative individual we need to understand 

the concept of creativity in general. The connotation of word creativity is yet 

dependent on the scientific area that is talking. In psychology the aforementioned 

definition holds and as Schawlow (1997) puts it “the labor of love aspect is 

important”. This means that the emphasis is on the independent curiosity that is not 

restrained or guided by extrinsic factors such as salary (ibid). On the other hand, 

what psychologist call creativity, business scientists and managers call innovation 

(Moisio, Lempiälä & Haukola, 2009). This emphasizes the standpoint that in the 

organizational setting the novel idea alone is not enough, but it must be in 

accordance to the goals and business area of the company (Amabile, 1983, Amabile, 

1996; Sternberg & Lubart, 1999). If the novel idea doesn’t fullfil this requirement it is 

of significantly lower value to the company (Moisio et al., 2009). As such creativity – 

new, novel and diverse idea – is the first phase of the product development cycle, 

which will end with an innovation – an acceptance of the product by the market 

(Moisio et al., 2009).   

With this latter definition in focus creativity will need to overcome several 

problems that might occur on the way to successful market launch. Before the 

success of an idea is declared it needs to defeat an ocean of challenges starting 

from the technical obstacles, fierce competition, legal restrictions to customer 

acceptance (Moisio et al., 2009). Due to many creative ideas never seeing the 

production line it can be said that a creative idea without an innovation is of 

diminished value (ibid). Yet, there is no such process as innovation without creative 

ideas and thus creativity is indispensable in feeding the development (ibid).  The 

source of creativity is generally believed to reside inside individuals (ibid), but to what 
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extent is it part of the personality and what else contributes towards individual 

creativity.  

 

INDIVIDUAL CREATIVITY 

A number of literature have studied creative individuals (see e.g. Mednick, 

1962; Amabile, 1983b; Evans 1991; Amabile et al. 1996; Titus, 2000; McLean, 2005) 

and the general consent amongst the studies is that creative individuals do exist 

(Amabile, 1996; Sternberg & Lubart, 1999; McLean 2005).  In general, prior studies 

have shown that creativity resides inside individuals’ personality, in traits, 

backgrounds and work styles (see e.g. Barron, 1955; Barron, 1968; MacKinnon, 

1965). Additionally, some studies state that creative people are in fact a little crazy in 

their head, whereas others support a thought that creative people are geniuses 

(Bilton, 2007). More recently, studies suggest that creativity is not something that 

either madman or brilliant person possesses but rather a mixture of factors in 

combination of individuals own personality that can be either hindered or supported 

by external factors (Amabile, Hill, Hennessey & Tighe, 1994; McLean, 2005; Bilton, 

2007).  As will be discussed later in this chapter, creativity is seen as combining old 

and new, being extraordinary and traditional, irrational and rational and keeping all 

these in equilibrium (Caves, 2000; Bilton, 2007).  

In addition to the abovementioned, further theories on motivation emerged in 

1960s in form of the sociological theory of creativity (Mednick, 1962) that has since 

given premises to many motivation researchers (see e.g. Amabile, 1983b; Evans, 

1991). This research direction focuses on trial and error principal that consists of two 

or more ideas that are connected together in order to create a new relationship or 

association (Mednick, 1962; Titus, 2007). Due to the high importance of new 

associations an alternative name for the theory is the associatonists theory of 

creativity (Evans, 1991). Mednick (1962) finds that individual creativity is built on 

foundation of three factors: background knowledge, skills enabling finding new 

associations and serendipity. His findings also guide the later research in that he 

recognizes that these combinations cannot be solely creating something new but that 

it also needs to be useful (ibid). This aspect can be seen as an imperative in the 

research done since (see e.g. Moisio et al., 2009). 
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A widely cited research done by Amabile (1997) focuses on individual 

creativity and its constructs. The main focus in her research is to show the effects of 

social and environmental factors on intrinsic motivation and therefore also on 

creativity (ibid). These factors give hands-on tools for companies trying to encourage 

and facilitate creativity amongst their employees. Similarly to her prior research, 

Amabile (1997) states that creativity, to some extent, resides in person’s personality 

(Amabile, 1983b; Amabile et al., 1994). The part that resides inside personality is 

intrinsic motivation (Amabile, 1997). Amabiles (1997) model of individual creativity 

consists of three parts: expertise, task motivation and creative skills, of which 

expertise and creative skills have their origins in the aforementioned research by 

Mednick (1962). Both Mednick (1962) and Amabile (1997) agree that the by 

increasing these three elements we are able to increase the level and frequency of 

creative actions. These elements are depicted in the “creative intersection” in figure 1 

(Amabile, 1997). 

  

Figure 1 Creative intersection (Amabile, 1997) 
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EXPERTISE 

Expertise refers to pre-possessed knowledge that gives the means to 

compose various response possibilities that will then be aimed at creating a new 

response to the problem (Amabile, 1983b).  This means that a person is utilizing his 

previous work experience, knowledge learned on purpose or by accident, opinions or 

skills in order to come up with new, creative solutions (ibid). Further it has been 

found that the amount of creative solutions is connected to the amount of knowledge 

a person has (Newell & Simon, 1972). 

The quantity of knowledge is however not the only factor influencing the 

possibility of creating new solutions (Amabile, 1983b). It has also been found that the 

knowledge needs to be domain-related-knowledge (ibid). In other words the various 

types of knowledge need to be connected in order for them to be able to result in 

new solutions (ibid). As Amabile (1983b) expresses it: “Certainly, it is impossible to 

be creative in nuclear physics unless one knows something (and probably a great 

deal) about nuclear physics”. On the same note, not only the type of information but 

also how it is organized may play a significant role in the contribution it is able to 

create (ibid). Wickelgren (1979, p.382 in Amabile, 1983b) argues: "the more we 

concentrate on ... heavily contextualized (specific) concepts and propositions, the 

less capacity we will have available to learn general principles and questions that 

crosscut different areas and perspectives". In other words, creating knowledge 

around the general themes in the domain is more beneficial and will contribute on 

higher level towards problem solving than learning detailed solutions for specific 

problems without understanding the larger picture (Amabile 1983b). 

CREATIVE SKILLS 

Several prior studies state that although expertise plays an imperative role in 

creativity, it is still not enough (Amabile 1983b, Amabile 1996, Titus 2007). A person 

might have extensive knowledge in the technicalities and the processes but if he/she 

only tries to solve the problems the same way that has been tried before, the 

likelihood to come to a new outcome is very low (Amabile, 1983b). In other words, 

the person is lacking the pivotal creative thinking skills (ibid). These skills refer to the 

cognitive style we use when solving problems (Amabile, 1997). Creative thinking 

skills enable a person to be able to find new ways to solve problems, adapt to new 

techniques for exploration and be persistent when encountering a struggle (ibid). 
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These kinds of skills, also called as cognitive style, reside in ones personality 

and are the means to creative problem solving (Amabile, 1997). These skills are 

constructed of abilities such as orientation towards risk taking (Gordon, 1961), 

breaking out of conventional perceptions (Newell, Shaw & Simon, 1962) and working 

styles and personality traits such as tolerance for ambiguity, strength of will to carry 

on in front of a hardship and aptitude to stand in front of social disapprovement 

(Barron, 1955; Amabile 1983b). Although these skills reside inside ones personality, 

researchers have also found that they can also be learned (Amabile, 1983b). Thus, 

by undertaking training, for example for cognitive flexibility, brainstorming and 

intellectual independence, can result in higher creative skills (Amabile, 1983b; 

Amabile, 1997).  

INTRINSIC TASK MOTIVATION 

As mentioned, a comprehensive amount of studies on motivation has been 

made (e.g. Maslow 1954; Herzberg, 1968; Amabile et al. 1996, Locke, 1996; Deci 

Ryan & Koestner, 1999a).  However, it is of essence to be able to recognize between 

the two different kind of motivation – extrinsic and intrinsic (Deci et al., 1999a). 

Intrinsic motivation is originating from one self; it is born due to interest, curiosity, 

enjoyment, personal sense of challenge, or high valuation towards a task (see e.g. 

Amabile, 1997, Deci et al., 1999; Deci & Ryan, 2000b). Intrinsic motivation depicts 

the level of motivation one has towards an assignment or task when no external 

factor is present (Crutchfield, 1962; Osborn, 1963; Rogers, 1954 in Amabile, 1983b). 

In other words, intrinsic motivation is rarely acting on it’s own, but rather creates a 

base level of task related motivation. This level of motivation in every particular 

moment is both affected by and dependent on external social and environmental 

factors (Amabile, 1997). These factors, also known as extrinsic motivation, can be 

considered as goals and they are of two kinds: encouraging and controlling (Amabile, 

1997, Deci et al, 1999). An example of encouraging factors are money/rewards, 

whereas time limit or other boundaries are examples of controlling factors (Amabile, 

1997). However, many researchers find that these factors have negative effects on 

intrinsic motivation regardless of whether they are controlling or encouraging (Deci et 

al., 1999a). Additionally, researchers find that in most situations one of them, 

extrinsic or intrinsic motivation, acts as a dominant motivator (Amabile, 1997). And 

although it has been shown that extrinsic motivators may have a positive effect on 

the assignment, it is also widely agreed that intrinsic motivation is facilitating the 

performance to a higher level (Deci et al., 1999). Taken this together, it is important 

to investigate which one is the dominant one.   



 13 

In relation to creativity, motivation has been found to decide whether a task 

will be executed at all and on which level will the performance be (Amabile, 1997). As 

Amabile (1997) explains a person might have the task related knowledge and the 

creativity related knowledge needed for a particular task, but it will be the task 

motivation that will define whether the task will be executed and with what level of 

effort. In this light the task motivation is the most imperative particle of the “creative 

intersection” (see figure 1) (Amabile, 1997).  Where the other two are enabling the 

execution of the task and dependent on certain types of knowledge that one needs to 

possess, the motivation is determining whether the task will be done at all (ibid). To 

underline the importance of intrinsic motivation previous studies have recognized that 

intrinsically motivated people are able to draw information from broader areas and 

are putting in more effort into getting the needed skills for particular target domain 

than people only working with extrinsic motivation (Harter, 1978; Dweck, 1986 in 

Amabile 1997).  In addition this has been shown to increase the level of creativity 

(ibid). 

Amabiles (1997) model of is used widely and even developed further (Titus, 

2007). Titus has created his creative marketing breakthrough model based on 

research done by Amabile (1983b, 1997) and Mednick (1962). Creative marketing 

breakthrough model has four contributors to creativity: Task motivation, Cognitive 

flexibility, Disciplinary knowledge and Serendipity (Titus, 2007). The three first-

mentioned and equivalents to Amabile’s (1997) Task motivation, Creative skills and 

Expertise. Serendipity refers to “the occurrence and development of events by 

chance in a happy or beneficial way” (Titus, 2007). As Titus states (2007) serendipity 

has recorded to be part of many historical creative moments such as the invention of 

penicillin and discovery of radio waves and thus the inclusion as part of creativity is 

legitimate. However, serendipity is not controlled by the individual himself or 

influenced by any external factor, but is just a positive factor that might facilitate 

creativity, and hence it’s not explained further in this research.  

To conclude, creativity in business framework has two requirements: (1) it 

needs to be something new (see e.g. Amabile, 1983, Amabile, 1996; Sternberg & 

Lubart, 1999) and ; (2) it needs to be valuable. 1. Something new is created by 

individuals who utilize their task related skills, creative skills and especially intrinsic 

motivation to reach the target (Amabile, 1997). Groups of individuals, often in form of 

firms, are helping to bring the value into being (Amabile, 1997; Caves, 2000). What is 

valuable is defined by the market and is often called an innovation (Moisio et al., 

2009). In the next chapter I will shed light on the creative industries, how are they 

http://www.oxforddictionaries.com/definition/english/occurrence
http://www.oxforddictionaries.com/definition/english/development
http://www.oxforddictionaries.com/definition/english/event
http://www.oxforddictionaries.com/definition/english/chance
http://www.oxforddictionaries.com/definition/english/happy
http://www.oxforddictionaries.com/definition/english/beneficial
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different and how do they merge with industries such as retail or manufacturing 

industry. Finally I will describe marketing industry and reason why it is a good 

industry to use as a case industry for this research. 
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CREATIVE INDUSTRIES 

Creativity is the word that has been on everyones lips over the last 20 years. 

If anything is wanted to make sound modern and up-to-date, one just needs to add a 

word creative to it and it sounds like it is something that should be paid attention to. 

This is seen as much in business schoolbooks, in relation to sports performances, to 

describe a young kid playing or in regard with accounting. There seems to be no 

boundaries on what can be called creative. (Bilton, 2007) 

According to Head of content at Recruitment consultancy Workfish, Susanne 

Kyle, creative managers are sought after more than tenfold to the level of 2008.  An 

inherent outcome of this is that creative jobs are also what is sought after by many. 

In her best-selling business book No Logo (2001) Naomi Klein describes creative 

industries. She brings forward an example from creative industries that have been 

allowed to skew the employment market by appealing to the people in the beginning 

of their working careers (Klein, 2001). In her book the situation where people are 

willing to work full working hours, as interns, just to get the experience or opportunity 

to build their network and have a compelling line on their CVs, has been put against 

free trade zones where people are producing materials for multinationals with a 

salary as low as few cents per hour (ibid). This is perhaps a too harsh comparison, 

but in this case it deliverers the message that the firms at creative industries are in 

fact very desired employees (Klein, 2001). 

Creative seems to be everywhere and at the same time nowhere (Bilton, 

2007). In other words, it is hard to describe what the real meaning of it is (ibid). This 

might have gone to a point where the exaggerated use of the term might have 

devalued it self (ibid). Additionally, although creative industries has transformed the 

meaning, compared to cultural industries, to focus more on the individual and not an 

artistic institution (Bilton, 2007), many researchers state that one can not survive 

without the other (Lampel, Lant & Shamsie, 2000). This is the case that Lampel, Lant 

and Shamsie (2000) argue when in their study of the balances of creative industries 

– specifically a balance between individual inspirations versus creative systems. One 

of their examples is about media firm where visionary CEO comes with an idea, but 

he is only able to execute the idea with help of business unit knowledgeable and 

resourceful enough to handle it (Lampel et al., 2000). In this way he can also turn his 

sight into new projects faster than in a case where he needed to part of the 

operations (ibid). To conclude, as already discussed in the introduction, creative 
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individual often needs a firm to establish the potential of a creative idea, while the 

firm also need a creative individual to come up with the idea (ibid).  

CREATIVE INDUSTRIES – THE NEXT STEP OF ECONOMIC DEVELOPMENT 

According to Caves (2000), creative industries are those connected with 

culture, artistism and entertainment. These industries are traditionally called cultural 

industries (Hesmondhalg, 2002).  These two are often confused with each other 

(Caves, 2000) and cultural industries are more widely used name for creative 

industries although clear differences exists (ibid). Cultural industries are built upon 

products that create cultural value for its customers such as music, theatre, opera, 

dance or high-arts (Hesmondhalg, 2002), whereas creative industries can be 

considered more broadly (see next chapter). The term cultural industries reside that 

the creative nudge is born in cultural context (ibid). These kinds of birthplaces for 

creativity can be found in cultural values, ideas or traditions (Bilton, 2007). Cultural 

industries are also most often industries that have the strongest association with 

creative industries, which has led some researchers to believe that the rapid 

expansion of creative industries is the next step on the scale of economic 

development (Bilton, 2007).  

CREATIVE INDUSTRIES – AN ESSENTIAL ELEMENT FOR INDUSTRIES 

ACROSS THE ECONOMY 

Many researchers have broadened this definition of creative industries to 

cover other areas than the aforementioned cultural industries (see e.g. Caves, 2000, 

Stenberg, 1999; Hadley & Kramer, 2002). Simultaneously even countries like 

Canada, Australia and UK have also started to adopt the term Creative industries 

when talking or writing about cultural industries (Hesmondalgh & Pratt, 2005). 

Researchers have incorporated industries such as publishing, visual art, performing, 

tv, film, music and games to be part of the creative industries (Hesmondalgh & Pratt, 

2005; Throsby, 2008). These are all industries that create products for their cultural 

value (Throsby, 2008). Additionally, research has also stated that creative industries 

reach areas that are not inherently utilitarian and not cultural such as advertising, 

software production, telecommunication, architecture, design, biotech and 

pharmaceuticals research (Hesmondalgh & Pratt, 2005).  This is currently the 

prevalent definition also used by the EU (EU, 2012). This viewpoint is fundamentally 

different from that of cultural industries (see e.g. Hesmondalgh, 2002). In this 
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perspective the focus is not placed on financial out comes created by the creative 

industries, but the centre of this ideology is in describing creative industries as an 

essential element of economy as whole (Hesmondalgh & Pratt, 2005; EU, 2012). 

This is illustrated vividly by brand Nike who has turned from a manufacturing giant 

into a creative marketing oriented company producing their apparel in third world 

countries and generating profits with brand experiences on their highest level (Klein, 

2001). This is part of the general trend where traditional industries have become 

more reliant on individual skills and value of intellectual property such as patents, 

industrial design rights, copyrights, and trademarks, which illustrate the importance of 

creative industries as part of traditional industries (Seltzer & Bentley, 1999; Bilton, 

2007).  

On the other hand this growing demand for creative skills is seldom seen as 

an integrate part of firms from traditional industries such as manufacturing or retail 

(Caves, 2000, Lampel et al., 2000). For this reason creative industries are often 

characterized with project based work (Caves, 2000) that performs tasks such as 

marketing, design or legal work that are not an integrate part of traditional industry 

firms’ core competences (Lampel et al., 2000; Scott & Davis, 2007). For the same 

reason many employee contracts are project based and the employee turnover is 

higher (Lampel et al., 2000) and payments often lower than in traditional industries 

(Caves, 2000). Researchers found that a creative employee needs to be able to take 

multiple jobs to meet ends, stand uncertainty and accept lower payment compared to 

an employee of traditional industries (Menger, 1999; Caves, 2000). The employees 

of creative industries have been referred as the “labour of love” because they must 

be working for the love of the work itself and not because of the compensation 

(Caves, 2000). 

To conclude, there are two different ways to look at the creative industries: (1) 

seeing them as traditional cultural industries (Caves, 2000; Hesmondalgh, 2002, 

Bilton, 2007) ; or (2) seeing them as a significant element of the value creation in 

traditional industries (Hesmondalgh & Pratt, 2005; Bilton, 2007; EU, 2012). In order 

to get a better understanding of the sample of the current study, it is important to 

highlight two dimensions of creative industries: products and processes 

(Hesmondhalgh & Pratt, 2005). These two ways for a company to be creative will be 

introduced in the following chapters. 
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PRODUCT 

As mentioned earlier, industries where the product is creative are often called 

Cultural industries (Hesmondhalgh, 2002).  Cultural product is characterized by 

symbolic value that it creates (Moeran & Strangaard, 2011). Opposite to symbolic 

value is functional value, or as Moeran and Strangaard (2011) phrase it: utility value. 

Most of our everyday purchasing is concerning different kinds of functional values. In 

these quantifiable economic value or commodity exchange value is exchanged for a 

products that are e.g. groceries, fuel, clothes, cars etc. (ibid). In case of functional 

value the product is not bought because of the product on its own, but because of the 

function that it can perform (ibid). In other words it is used as a tool to get to the 

desired result (ibid). According to Hesmondhalgh (2002), symbolic value emerges in 

the contexts of creative products and thus is subject to everyone’s subjective 

judgement. It is value that we experience by consuming messages that different 

creative industries have created in forms of experiences, images or ideas (ibid).  

These symbolic goods are also characterized by a very distinct attribute 

compared to functional goods, in that they are so called “nobody-knows” product 

(Caves, 2000). Nobody-knows market is one where a product is subject to subjective 

interpretations and herd behaviour (ibid). Additionally, there is no statistical method 

of estimating how successful a product will be (ibid). One research on Hollywood film 

industry studying producers and executives with wide experience and many 

predictive assistive methods tried to generalize the commercial success factors of 

films (ibid). However, they had no statistical way to extrapolate which film would 

actually become successful (Caves, 2000 p.3). More recently, Lampel, Lant & 

Shamsie (2000) discovered certain polarities that need to be balanced in order to be 

able to achieve competitive advantage over others and as such could lower the 

uncertainty to some degree (ibid). One of these polarities originate in the nature of 

the way we consume creative products in that creative products and services are 

characterized with one time purchases compared to functional products that are of 

purchased many times (ibid). The research finds that although something new needs 

to be added to the creative products on faster cycle, the development should not be 

too drastic or it might feel foreign for the consumers and thus receive a negative 

response (Lampel et al., 2000). 

To conclude, the characteristics of symbolic value in cultural products are 

drastically different from those of economic value of functional products (Moeran & 

Strangaard, 2011). The more the symbolic value the product has and the less 
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function it serves, the more creative the industry is and the harder the success of the 

product is to estimate.  (Moeran & Strangaard, 2011, Bourdieu, 1984:BIlton).  

PROCESS 

In opposition to cultural/creative product stands functional product that are 

produced, sold, bought and used to perform a certain function and thus create 

functional value (Moeran & Strangaard, 2011). Several researches have been done 

to explore the area of creative processes in functional products (see e.g. Boden, 

1996; Runco & Pritzker, 1999; Stenberg, 1999; Hadley & Kramer, 2002). 

Researchers, although having various perspectives to the topic, conclude that 

creative process is one where you combine something old in order to produce 

something new (ibid). Hence, processes in which the methods dealing with such 

rudimentary skills as search, experimentation and filtering are, when combined with 

autonomy, freedom to experiment and intrinsic motivation, resulting in something 

new - creative (Amabile, 1996, Hadley & Kramer, 2002). In other words, when two or 

more things that already exists is bundled together for the first time, the process has 

been creative (Hadley & Kramer, 2002).  

CREATIVITY IN MARKETING AGENCIES 

Marketing industry can be located to the middle of both creative product and 

creative process scale (Hesmondhalg & Pratt, 2005). Although using creative 

processes, such as searching, cross fertilisation of ideas, and experimentation, they 

are not utilizing these as extensively as biotech or pharmaceutical companies are. 

Still they do employ more of these processes than e.g. tourism or festivals that 

particularly are high on symbolic value but utilizing low level of creative processes 

(ibid). 

 So marketing agencies are using bit of both sides of creativity – products and 

processes. They make products that create and rely on cultural connotations, renew 

interpretations, image and status (ibid). They are nevertheless, in comparison to 

events, arts or music, on a lot lower level of symbolic content and thus a lot higher 

level on functional content (ibid). This factor stems from the same reason that 

creative products are often about making a compromise between extraordinary ideas 

and something that is familiar enough for people to understand (Hesmondhalg, 2002; 

Lampel, Lant and Shamsie, 2000). Hence, although never repeating completely the 

same campaign (product) as before, marketing agencies rarely create something 

completely new but rather combine already existing ideas and campaign in order to 
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create new.  Some might argue that there would be no advertising industry without 

the function of creating revenue, or as Williamson (1978) puts it “advertising campaigns 

emerge as a function of capitalistic processes”, for the company subject to the particular 

advertising, and thus the level of creativity can be seen very low (ibid). 

This sort of balance between radical creativity and humdrum development is 

distinctive for the creative industries and also at its most visible in the subjects of 

research – in people employed by the advertising agencies – the managers and the 

creatives. (Lampel, Lant, Shamsie, 2000; Bilton & Leary, 2010) 
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PREVIOUS RESEARCH ON MOTIVATION 

Motivation as a word originates from a Latin word Movere that means to 

move Ushioda, 2011). What factors move a person, why does he/she make certain 

choices or don’t do certain actions are the types of questions the science is striving 

to answer (ibid). Motivation research has, for a long time, focused on these reasons 

(see e.g. Deci, 1971; Deci et al., 1999). The psychological motivation research, 

according to Steers, Porter and Bigley (1996), originates in the principle of hedonism. 

The very innate human behavior, which either pursues pleasure or strives to avoid 

pain (ibid). In other words people are pragmatic beings that are consciously making 

decisions between different behavioral options and behaving in certain matter 

because they would like to reach as high threshold of satisfaction with as little effort 

as possible (ibid). This theory has since early 20th century been developed by instinct 

theorists such as Freud (1915) and McDougall (1908) to include unconscious and 

instinctive behavior. This researches were soon followed by the behavioral theorist 

Hull (e.g. 1943) with his Drive theory based on four biological needs. According to 

Hull (1943) the underlining motivation for humans is to secure the existence of 

descendants and the needs contributing for this is hunger, thirst, sex and avoidance 

of pain. His theory claims that for every action taken, humans consider the previous 

situation and the level of need satisfaction that this particular action has delivered 

(ibid). Since the mid-1900s the motivational theory has been developed to a great 

extent to cover other areas of human behavior related to the most innate motives of 

human motives of actions (e.g. Skinner, 1953; McClelland, 1971).  

Around the middle of the 20th century the first research on work motivation 

was also being conducted (Herzberg, 1959). And since then work motivation has 

been developed as one of the central areas of the organizational research (Skinner, 

1996). Work motivation is defined by Pinder (1998) as set of forces stemming from a 

person and from her surroundings. These forces define what is being done, for how 

long, with how big of an effort and how will it be done (ibid; Amabile, 1997). In order 

to understand the processes and reasons behind these questions and to be able to 

affect these actions as well as job satisfaction and performance, a comprehensive 

amount of research has already been done (see e.g. Deci et al., 1999; Gagne & 

Deci, 2005). As stated earlier, although many areas of work environment have an 

influence on employee performance, employee motivation is of highest importance 
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when job satisfaction, ability to learn new and effectiveness are of interest (Amabile, 

1997).  

In the current psychological motivation research field the different theories 

can be divided into two groups: Content theories of motivation (Skinner, 1996: 13) 

and Process theories of motivation (Skinner, 1996: 20). According to Steers et al. 

(1996) content theories include theories that focus on the needs and how people 

strive to reach them. Early researches on content theories find physiological needs 

as the main driver for humans (Hull, 1943). But also psychological needs have been 

found essential for human motivation (Murray, 1938; White, 1959). Today some of 

the most widely known content theories are Maslow’s (1954, 1968) Hierarchy of 

needs and Herzberg’s (1959) motivation-hygiene theory (Gagne & Deci, 2005; 

Latham & Pinder, 2005).  Although both theories have got a lot of criticism for the 

lack of evidence or lack of attention to individual differences, they are widely 

accepted and referrenced (King, 1970, Skinner, 1996). Besides the fact that they 

have both been used in work motivation research, the motivation-hygiene theory was 

also one of the first motivation theories created for organizational setting and not only 

for philosophical purposes (Skinner, 1996).  

The process theories, on the other hand, focus on the decision process an 

individual goes through when evaluating the different outcomes of his/her possible 

next action (Skinner, 1996). The process theories don’t neglect the importance of 

goal but they emphasize that the decision process is not innately defined but a 

combination of individual ponderings of desired outcomes (ibid). Process theories are 

also often called Cognitive theories because they shed light on the individual 

differences in cognitive thinking processes (Skinner, 1996, Latham & Pinder, 2005). 

Especially widely used theory is Vroom’s (1964) Expectancy theory that has later 

been extended to Porter-Lawler model of work motivation theory (Porter & Lawler, 

1968; Gagne & Deci, 2005; Latham & Pinder, 2005).  

As is apparent from this chapter, no one theory can cover the whole field of 

motivation but many independent but intertwined elements needs to be considered. 

In this research, in order to find out whether managers and creative employees 

emphasize the importance of different factors (needs), I am relying on the Self-

determination theory (SDT) created by Deci & Ryan (1980). SDT is built on the 

foundation of two primary types of motivation: intrinsic motivation and extrinsic 

motivation. Intrinsic motivation appears when people do something for the pleasure 

of doing it, whereas extrinsic motivation occurs in situations where something is done 
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because of external forces – incentive or punishments (Deci et al. 1999; Moran, 

Diefendorff, Kim & Liu, 2012).  

Self-determination theory (SDT) can be placed in the Content theories in that 

it doesn’t consider the thought process of an employee (Deci & Ryan, 2000a). Some 

clear differences can still be found. Number of researches connect SDT to Hull’s 

(1943) Drive-theory in that both believe that humans have primary needs connected 

to his/hers environment and that those need are inborn. Yet, SDT considers Hull’s 

theory imperfect in that it focuses solely on the physiological, rudimentary level 

needs such as surviving, hunger or sex, and hasn’t considered the psychological 

needs of humans (Deci & Ryan, 2000a). As Deci and Ryan (2000a) explain it, a large 

account of innate behaviors such as curious exploring, play or manipulative 

exploration is not considered by the Drive theories. In this regard SDT is closer to 

Murray’s (1938) and White’s (1959) theories of personality that consider needs more 

as psychological than physiological. Yet, a clear distinction can be made between 

these two as well, in that Murray (1938) believed psychological needs such as 

avoidance of humiliation, greediness and dominance originating from persons 

surroundings and thus being learned behavior where as SDT believes them being 

inborn. In this regard the SDT focuses on three inherent needs (intrinsic motivations) 

that facilitate individual’s psychological growth, integration and wellbeing (Deci & 

Ryan, 2000a). These needs are autonomy, competence and relatedness. These will 

be introduced later in a chapter Theoretical framework. In addition, SDT states that 

work environment is a highly influential factor that is able to influence the satisfaction 

of these three needs (ibid). With this last remark, SDT also differentiates itself from 

other content theories (Murray, 1939; Hull, 1943; White, 1959).  

On the other hand SDT can be also seen developed from the process 

theories in that it states that one is prone to choose a particular behavior based on 

what the expected result will be (Vroom, 1964; Porter & Lawler, 1968). However, 

even in the process theories extrinsic motivation is considered as inferior to the 

intrinsic motivation, and is often strived to transfer psychologically into motivation 

closer to intrinsic.  

RELATIONSHIP BETWEEN MOTIVATION AND JOB FUNCTIONS 

Creative industries are widely characterised by the paradigm of balance 

(Hirsch, 1972) and project based work (Caves, 2000; Lorenzen & Frederiksen, 

2005).  Balance to satisfy the market demand as well as the artists demand for 
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artistic production that occur in different parts of the value chain of creative 

companies (Lampel et al., 2000). These balances emerge in decision making 

processes on novelty level of products, make or buy decision, value creation 

locations and artistic integrity vs. profit making (Caves, 2000; Lampel et al., 2000; 

Hesmondhalgh, 2002).   Lampel et al. (2000) call these the opposing imperatives of 

creative industries and by that they illustrate the importance of understanding both 

ends of the polarities in order to understand the business. In this research I will focus 

on the imperative of artistic integrity vs profit making, in other words the difference 

between intrinsically motivated creatives and extrinsically motivated managers (ibid). 

 

Artistic integrity vs. profit making is a balance where a creative firm needs to 

consider where is the golden path between the best possible product and the most 

selling product (Lampel et al., 2000). As Glynn (2000) discovers in her research 

amongst the employees at Atlanta symphony orchestra, the different stakeholder 

groups within the company employees represent different aspects of the company 

identity. The creative musicians espoused “a world class orchestra in a world class 

city” identity and they felt that the administration espoused more of a “the best 

orchestra we can afford” type of an identity (ibid). The managers at the orchestra 

believed that the finances were the key and that great performances are not enough 

to solve their financial problems. These kinds of complications are identified to 

originate in the motivation of the employees (ibid). Creatives that often work on 

project based assignments are more motivated to create the best possible creative 

outcome regardless of the financial health of the company (Caves, 2000; Glynn, 

2000). On the other side of the internal battlefield are managers, often working on 

fulltime contracts (Glynn, 2000). They are considering investments as sunk costs and 

as such something that needs to be earned back (ibid). And moreover since creative 

industries are a “nobody-know” market, the managers need to do this without proper 

tools to estimate the success of their products (Caves, 2000). 

 

Apart from this clear polarization of identity, researchers suggest that creative 

industry has several overlapping values that are causing friction between various 

work groups (Voss et al., 2000). These over lapping values found in non-profit 

theatre industry are: values of company employees, larger stakeholder group values 

and value of achieving national recognition as well as the opposing values of value of 

financial performance and value of market success (Voss et al. 2000). In other 

words, Voss et al. (2000) find, as did the two aforementioned studies, that the value 

difference exist on a extrinsic-intrinsic level of motivation where the creatives are 
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intrinsically motivated and the managers extrinsically motivated.  

 

Additionally, Hackley and Kover (2007) find that a similar dichotomy exist 

amongst marketing agencies. They state that copywriters’ viewpoints were coherent 

with ones of actors and musicians in the previous studies, in that they all felt that they 

shared contradicting identity sentiments to those of their superiors (ibid). Despite the 

fact that marketing is stemming from the needs of commercial industries, creatives 

working for agencies feel that the commercial importance of their work is much more 

of an obstruction than a facilitator of excellence (ibid). Some of the copywriters even 

went so far to describe commercial advertising as ‘bullshit’ and instead praising 

values such as art and literature (ibid). 

 

In his previous study amongst advertising agencies, Hackley (2003b) finds 

that the contradiction between identities of managers and creative workers made the 

managers to describe their creative employees as problems or babies that need to 

be taken care of. The studied managers brought up their doubt of industry legitimacy 

in the actions of their creatives that they often saw merely imitating or copying others. 

Parallel and contradicting to these doubts the managers could not challenge the 

value of their creative employees who are the source that bring the originality into 

their campaigns (Hackley, 2003b). 

 

In the first chapter I brought light to creativity and what it takes to be a 

creative individual. There after I have discussed the ambiguous nature of 

organizational framework of creativity and how it might be a next step on the string of 

economic development or a mimicked sub-sector of cultural industries (Lash & Urry, 

1994) that has been adapted and exploited widely in traditional industries (Bilton, 

2007). And finally I have introduced previous research on motivation and one of the 

balancing paradigms of creative industries – managers vs. creatives (Lampel et al., 

2000). In the subsequent chapter I will sum up the background theory before I 

construct the research hypothesis and research questions. Before I outline the 

research problem that I will be focusing on I will shed light on the other areas of 

motivational research that will additionally be explored in the current research.  
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RELATIONSHIPS BETWEEN MOTIVATIONS AND OTHER VARIABLES 

Because of the undeniable importance of work performance and the inherent 

cause-effect relationship of higher work motivation and better work performance the 

range of motivation research can be seen to reach to all the corners influential to 

human behavior (Herzberg, 1959; Deci et al., 1999). In this chapter I will briefly 

elaborate those related areas of research that have covered employee 

characteristics and employee motivation and that are further investigated as part of 

this research. These areas are: salary level, age, experience, education level, gender 

and cultural differences. 

Salary is probably one of the most researched area in connection to 

motivation (e.g. Herzberg, 1968; Deci et al. 1999). It is usually considered as an 

incentive that is received when given task is executed and thus the research setting 

is usually to investigate how higher or lower salary affects employee motivation. 

Nevertheless, one of the most cited motivation theories by Herzberg (1968) also 

recognizes the importance of salary in connection to what he calls the hygiene 

factors. In his theory salary is an important factor and as such part of the basic level 

needs that need to be fulfilled before motivation factors that make employees more 

effective can be utilized (ibid). In this study salary will be comprehended  as was 

done by Herzberg (1968). This means that in order to an employee to be satisfied 

with her work, her salary would need to be on a satisfactory level (ibid). In other 

words a higher salary would result in better job satisfaction. Lee and Sabharwal 

support this statement (2014) in their research that identified a significant positive 

relationship between salary satisfaction and job enthusiasm.  

In addition to salary, as Kalkowski and Fritz (2004) state, the gender 

difference in motivation has been a hot topic in job motivation research since the day 

women started working. There has been a number of studies made; some claiming 

men to have higher work motivation and some claiming women (Miner, 

1974;Forgionne & Peeters, 1982; Eagle, Karau, Miner & Johnson, 1994, Gupta & 

Gehlawat, 2013). The small differences that have been found have been in regard 

with specific job functions/characteristics such as highly competitive environment, 

regular acknowledgement of success, working sector or regularity of training (ibid). 

Some researchers have found those differences to disappear as working years 

accumulated (Forgionne & Peeters, 1982; Kalkowski, 2004). A little research has 

done to find out the qualitative difference in motivation of men and women, which is 



 27 

why the results could inspire new area of research with regard to motivation 

differences amongst men and women.  

The same lack of research in motivation quality is present when looking into 

research relating motivation and work experience. Still, a lot of research has been 

done to discover the possible connection between work experience and job 

satisfaction, an aspect that is considered highly correlated with job motivation 

(Padmaja, Bhar & Gangwar, 2013). A number of researchers find that the 

relationship is highly positive (see e.g. Sarker, Crossman & Chinmeteepituck, 2003, 

Gupta & Gehlawat, 2013; Padjama et. al, 2013). Interestingly some researchers have 

also recognized that the relationships between experience and job motivation might 

be U-shaped and the motivation would peak after some years of experience and then 

gradually start decreasing again (Ishfaq, Musarrat, Nawaz, Iqbal, Ali, Shaukat & 

Usman, 2010) Researchers have also discovered correlations between experience, 

salary and age (Ishfaq et al,, 2010). 

     Also supporting the above-mentioned correlations of age and experience, 

job satisfaction has been found to have a positive relationship with age (Barnes-

Farrell & Matthews, 2007; Ng & Feldman, 2010; Inceoglu, Segers & Bartram, 2012). 

Similarly to experience there are plethora of positive, negative and even U-shaped 

relationships found between age and job motivation (see e.g. Clark, Oswald & Warr, 

1996; Inceoglu et al., 2012). Prien, Pitts and Kamery (2004) find that in general job 

satisfaction decreases after age of 45. On contrary a positive connection has been 

also found between age and intrinsic motivation as well as a negative connection has 

been found between age and extrinsic motivation (Mahr & Kleiber, 1981; 

Heckhausen, 1997; Kanfer & Ackerman, 2004). In addition, another research find 

that the sources of job motivation shift from being more extrinsic type when an 

employee is younger, towards more intrinsic types as the employee gets older 

(Inceoglu et al., 2012).  

 In regard with level of education, Tarak (2012) finds that work motivation is at 

its highest amongst employees who are just graduated from secondary school and at 

its lowest amongst university graduates. Tarak’s findings were supported by another 

study done amongst 9600 employees in the Nordic countries (Eskildsen, Kristensen 

& Westlund, 2004). The results found university graduates to be less motivated than 

other workers (ibid). Also similar relationship has been established between job 

satisfaction and level of education (e.g. Clark et al., 1996, Sousa-Poza & Sousa-

Poza, 2000; Wharton, Rotolo & Bird, 2000). 
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Finally, cross cultural studies seem to be of most scarce resource in prior 

motivational research. In one of the few Sousa-Poza and Sousa-Poza (2000) studied 

Job satisfaction amongst 15,324 employees across 21 nations including Sweden and 

Denmark. They foresearch states that employees in Denmark are most satisfied 

while Norwegian employees were ninth and Swedish employees were tenth satisfied 

of the 21 nations (ibid). Finland was not part of this research. Another research by 

Eskildsen et al. (2004) was done to discover possible motivational differences 

between Nordic countries. Eskildsen et al. (2004) research confirmed what Sousa-

Poza and Sousa-Poza had already found that Danish employees were more satisfied 

than their counterparts in Finland or Sweden. Interestingly though it was also found 

that the difference in motivation between Finnish and Danish employees was 

insignificant (p=0.929) but that Swedish employees score at a significantly lower level 

of both satisfaction and motivation (see figure 2) (ibid). The results done by Eskildsen 

et al. (2004) support the result of Sousa-Poza and Sousa-Poza (2000) in that also in 

their results Sweden is at a lot lower level than other Nordic countries.  

 

 

Figure 2 Motivation and Job satisfaction in Nordic countries (Eskildsen 
et al., 2004) 

In this chapter I have highlighted some of the previous research done in 

respect to motivation, job satisfaction and various background information 
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(education, gender, culture, salary, experience, education level). In addition to the 

primary research objective to discover potential differences in managerial and 

creative employees, the information from this chapter will be used to in regression 

analysis results from the abovementioned variables. In the next chapter I will now 

introduce the hypothesis of the research as well as an additional research questions. 
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PROBLEM FORMULATION 

This research is aiming at producing new information for the research fields of 

creative industries and work motivation. In the creative industries qualitative research 

methods have been predominantly used for measuring employee motivation and 

thus this research is aiming to add to the already existing research. This research 

strives to contribute to the motivation research in that work extrinsic intrinsic 

measurement scale motivation measure is used in a new industry and adding thus to 

the existing areas of Sports, Education and Environment (Tremblay et al., 2009). The 

research hypothesis are based on the prior research on creativity, creative industries 

and motivation (see previous chapters) 

MOTIVATION MODELLING CAPABILITIES ON JOB FUNCTION 

Not a lot of research has been done on the relationship of work motivation 

and creative industries. General studies focusing on creative industries state that 

creative industries are a “nobody-knows” industry where success is uncertain 

(Caves, 2000; Hesmondhalgh, 2002). Furthermore researchers have found out that 

employee turnover in creative industries is high and employment contracts are 

project based (Menger, 1999; Lampel et al., 2000; Caves, 2000). Based on these 

findings creative employees are intrinsically motivated (Caves, 2000). This is also 

supported by prior studies (see e.g. Lampel et al., 2000; Glynn, 2000). Prior studies 

are mainly based on qualitative data and they indicate that creative employees doing 

high quality work are often restricted by managers who are driven by the profitability 

of the company (Glynn, 2000; Voss et al., 2000; Hackley 2003b; Hackley & Kover 

2007). Additionally, an extensive amount of research on creativity support the 

connection between intrinsic motivation and creativity (e.g. Amabile, 1996; Deci et 

al., 1999). It is stated that intrinsic motivation is an integral part of creative employee 

(Amabile, 1996) and that employer can enhance creativity by promoting feelings of 

higher self-determined regulation (Deci & Ryan, 2000a & b; Tremblay et al., 2009)  

In sum, there are a number of prior studies focusing on motivation and work 

motivation (e.g. Deci et al., 1999; Gagne & Deci, 2005; Latham & Pinder, 2005). 

However, only limited amount of studies have focused on the creative industry. In 

contrast to some findings stating some people being extrinsically motivated, a 

number of researchers find that humans are intrinsically motivated from the day they 

are born (Deci & Ryan, 2000a). Additionally, it has been shown that inborn 
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psychological needs – namely intrinsic motivation – such as growth, integration and 

wellbeing are essential to everyone, whereas extrinsic motivation have been shown 

to lower employees interest towards assignments, increase counter productive 

actions and result in increased employee turnover (Deci & Ryan, 2000a; Vallerand & 

Ratelle, 2002; Tremblay et al., 2009; Moran et al., 2012). I consequently argue that 

intrinsic motivation is not a privilege of creative employees but is equally important 

and experienced by managers. I therefore test the following hypotheses: 

 

H1: There is no relationship between intrinsic motivation and job function 

 

H2: There is no relationship between extrinsic motivation and job function 

 

In addition to above stated hypotheses I will also explore whether there is a 

relationship between different motivations and other demographic factors, such as 

age, education, nationality, gender, salary level or experience. There is evidence that 

longer experience would result in higher motivation (Sarker, Crossman & 

Chinmeteepituck, 2003, Gupta & Gehlawat, 2013; Padjama et. Al, 2013) as well as 

that higher education would lead to lower motivation (Eskildsen et al., 2004; Tarak, 

2012). On the other hand, research on motivational differences between age groups 

as well as genders have been widely inconclusive (see e.g. Eagle et al., 1994; Clark 

et al., 1996) Similarly the relationship between motivation and salary has been 

debated by many studies (Herzberg, 1959; Deci at al., 1999). Lastly, research 

between different motivations and cultures has found evidence that Danish 

employees are more motivated than their Nordic colleagues, while Finnish 

employees also score higher than Swedish employees (Eskildsen et al., 2004). How 

ever there is no research done on the quality of motivation (extrinsic vs. intrinsic) and 

therefore this study takes an interesting next step and empirically investigates the 

following research questions:  

RQ1. Is there a relationship between different motivations and culture? 

RQ2. Is there a relationship between different motivations and experience? 

RQ3. Is there a relationship between different motivations and salary? 
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RQ4. Is there a relationship between different motivations and age? 

RQ5. Is there a relationship between different motivations and gender? 

RQ6. Is there a relationship between different motivations and level of education? 

To conclude, this research generates new, quantitative, proof for work motivation 

research in creative industries by testing whether the explanatory capabilities of 

alternative motivations differ when the effect of demographic factors, namely job 

function, salary level, gender, work experience, age, education level and culture, are 

considered. For these results, I will employ factor analysis and logistic regression 

univariate analysis. 
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THEORETICAL FRAMEWORK 

SELF-DETERMINATION THEORY 

Deci and Ryan (1980) first published the SDT in 1980. SDT was ground 

braking at the time because it focused on the quality of motivation and not on the 

quantity. Deci’s question was what kind of motivation do employees have (ibid). Into 

it’s current form of six qualitatively different types of motivation the theory was 

developed by Deci and Ryan (1985). Before, SDT motivation was divided into two 

different types: intrinsic motivation and extrinsic motivation. In addition, the third 

option is amotivation that is not to be motivated. As Deci and Ryan (2000a) 

themselves define it, intrinsic motivation is: “inherent tendency to seek out novelty 

and challenges, to extend and exercise one's capacities, to explore, and to learn.” 

This is the most natural kind of behavior for humans and seen already at infancy as 

curiosity and playfulness without external incentives (ibid). In addition to intrinsic 

motivation being innately human it is also found to be the most effective type of 

motivation for employee performance, amongst others in tasks requiring creativity 

(Deci, et al., 1999; Tremblay, et al. 2009). Extrinsic motivation is willingness or 

pleasure that is experienced while performing a task because of external incentives 

such as positive feedback, salary or possibilities to advance in one position (Deci et 

al., 1999). In an organization context the underlining difference is that extrinsic 

motivation is born from any other incentive except from the work itself (ibid). 

Deci’s SDT research was originated as part of his prior research where he 

was focusing on the two aforementioned, then prevalent, forms of motivation (Deci, 

1971). Prior to 1971 an overwhelming amount of studies had focused on how 

external rewards can control human behavior and consolidate wished behavioral 

patterns (Deci et al., 1999). Deci’s (1971) research aimed at providing information 

about the effect that extrinsic incentives have on intrinsic motivation. In his research 

he noticed that extrinsic incentives or punishments are not always experienced as a 

tool to control someone (ibid). In addition, researchers find that some information, 

particularly verbal guidance, can be seen as informative rather than controlling 

(Eisenberger & Armeli, 1997; Deci et al., 1999). If the verbal guidance was directly 

connected to a particular task and given before the execution of the task it is most 

likely experienced as controlling (ibid). But if the verbal guidance is neutral, not about 

one specific task and especially not given after the task execution, it is likely to be 
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experienced as informative and therefore supporting the intrinsic motivation of the 

employee (Deci, 1971; Eisenberger & Armeli, 1997; Deci, et al., 1999). 

Apart from this somewhat special case of that can have positive and negative 

effects on intrinsic motivation other external incentives are generally considered as 

detrimental to intrinsic motivation (Deci et al. 1999). Already in his early research, 

Deci (1971) also noticed that the amount of intrinsic motivation varied hand-in-hand 

with the extrinsic motivation. If extrinsic incentives were increased, the level of 

intrinsic motivation decreased (ibid). These effects would be especially diminishing if 

the reward was given, or the person was informed about it, before the task (Bradley 

& Mannell, 1984). A visible example was witnessed in Sweden where government 

introduced monetary rewards to people who donate blood (Mellstrom & 

Johannesson, 2008). In other words they started giving external rewards to people 

for actions that had traditionally considered as action of altruism (ibid). This action 

resulted in significant decrease in amount of blood donors and cancellation of the 

policy (ibid). Bradley and Mannell (1984) also find that if the information about the 

result was given after a person had accepted the task the results would have not 

been as dramatic. In addition research by Pittman, Emery and Boggiano (1982) 

found that if negative effects of external rewards were once experienced in execution 

of certain task the effects will last a long time and would be experienced even if the 

task was being performed in a completely different situation.  

 

NEEDS RELATED TO SDT 

The early research on SDT focused on the different types of motivations there 

is and the aim was to find out which one would be producing most efficient 

functioning and well-being (Deci & Ryan, 2000a; Gagne & Deci, 2005). Thus it didn’t 

specify the factors contributing to these motivations (Deci & Ryan, 2000a). In 1985, 

when developing the theory further, Ryan, Connell and Deci published a research on 

SDT where they incorporated it with Cognitive evaluation theory (Ryan, Connell & 

Deci, 1985). In this study they found that there are three major causes to intrinsic 

motivation, namely autonomy, competence and relatedness (ibid).  

Until 1985 the cognitive evaluation theory (CET) had been the paradigm of 

employee motivation (Deci & Ryan, 2000a; Gagne & Deci, 2005). It resided only two 

causes for intrinsic motivation: autonomy and competence (Gagne & Deci, 2005). 

Autonomy means that one is having the control over her actions to herself and 
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competence that one feels knowledgeable regarding the task (ibid). These two 

causes were studied extensively in laboratory and on field studies (e.g. Deci, 1976; 

Deci, Cascio, & Krusell, 1975; Scott, 1975) and the autonomy was found to be of 

more influence (Gagne & Deci, 2005). In fact competence independently showed 

little effect of intrinsic motivation (ibid). In 1985 Ryan, Connell and Deci added a new 

cause for motivation – relatedness (Ryan et al., 1985). Relatedness refers to 

situations where an individual can feels autonomous although being controlled by 

external factors (ibid). This kind of situation would appear when one internalizes and 

integrates the reason for doing the task and understand and value the purpose of it 

(ibid).  

Typically these kind of extrinsically motivated situations are in nature not 

interesting and they are mainly performed out of duty or in order to achieve 

appreciation of a superior (Ryan et al., 1985).  By facilitating the feeling of 

relatedness, competence and autonomy one can affect the internalization process of 

activities (ibid). Autonomy has also found to have of a critical value for task 

integration (Deci & Ryan, 2000a). In sum, by increasing the experience of 

satisfaction on these three needs employer can achieve more effective functioning 

and higher well being of an employee (ibid). On the other hand, were these needs 

left unsatisfied the effects would also be the opposite to the abovementioned (ibid).  

The approach of Needs as predictors for human behavior is not accepted 

unanimously across the scientific field (see e.g. Vroom, 1964). The SDT is 

nevertheless based on empirical research and is consolidated with vast amount of 

research supporting the claim that autonomy, competence and relatedness are of 

high importance for and strongly effecting motivation (Deci & Ryan, 2000a; Deci & 

Ryan, 2000b)   

SIX TYPES OF MOTIVATION 

The theory of SDT withholds that there are six different types of motivation 

that can be placed on a continuum in order that represents the state of internalization 

with the activity (Tremblay et al., 2009). For each type there is a different level needs 

that it can be associated with (Deci & Ryan, 2000a). This explains, what was already 

mentioned earlier, that SDT, opposite to prior studies does not measure the quantity 

of the motivation but focuses on the quality (Deci & Ryan, 2000a; Gagne & Deci, 

2005).  
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The six different types of motivation can be seen on SDT continuum and in 

relation to one another in figure 3. On top one can see the traditional way of looking 

at the motivation where one has no motivation or have either intrinsic or extrinsic 

motivation. There is researchers who are focusing on these three types (see e.g. 

Vallerand & Ratelle, 2002). For example Vallerand and Ratelle (2002) argue that the 

reason to use only three types is that they give a broad view to motives behind 

human behavior, the effect of each of them is drastically different and they are a 

useful tool to illustrate the experiences that humans have. On the other hand, in the 

middle of the scale, one can observe the change SDT has made into the motivation 

scale (see figure 3). As it is apparent the extrinsic motivation is no more called 

extrinsic motivation but it has been divided into four sub-types that differ in the quality 

of motivation (Deci & Ryan, 2000a).  

 

 

Figure 3 The Self-Determination Continuum including the nature of regulation and the 
degree to which each is representing autonomous motivation (Gagne & Deci, 2005) 

 

The are basically five motivation types. On the far left is amotivation that 

means that person has no motivation to perform a task or in relation to this research 

a person has no apparent reason to work at the position he/she currently is (Deci & 

Ryan, 2000a). When a person experiences amotivation it means that he/she doesn’t 
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value the task, they don’t feel competent in executing it or they don’t believe that they 

will achieve an expected outcome from it (Ryan, 1995; Banduro, 1986). The result of 

experiencing amotivation is a lack of intent to act. (Deci & Ryan, 2000a) 

On the right from amotivation are different levels of extrinsic motivation (see 

e.g. figure 3). Extrinsic motivation is some sort of heading for these for sub-types. 

These types are depicting the process of how a person is trying to internalize the 

externally assigned task so that he could understand the value and in the most 

integrated level a person could feel that the values of the task is in coherence with 

his own values (Deci & Ryan, 2000a). The first extrinsic motivation level is external 

regulation (ibid). This is the most traditional of the extrinsic motivations. It is the least 

autonomous form of motivation where individuals action is performed due to control 

or reward contingency (ibid). This is the motivation form that has created a famous 

carrot and sticks metaphor, which means that the aim of the behavior is to either 

achieve a reward or avoid a punishment (Skinner, 1953). External regulation is one 

that is recognized by the behaviorists (ibid). In particularly Skinner (1953) in his 

Operant conditioning theory claimed that people solely make decisions to act if they 

are been rewarded or threatened to be punished.  

The next step of the continuum is called introjected regulation (see figure 3). 

When motivated by introjected regulation a person internalizes the regulation through 

his self-esteem (Deci & Ryan, 2000a). In other words, on this level people are 

typically acting in order to avoid guilt or to boost their self-esteem or ego (Deci & 

Ryan, 2000a). Research has found that motivated by introjected regulation are ones 

that feel the need to provide feeling of self worth or one that need to show that they 

are up to the task (ibid). Since the task itself has still no value or importance to the 

person, it has often been said that the only difference between introjected and 

external regulation is that where external regulation is done outside of the person the 

introjected is done from the inside (e.g. Williams, Grow, Freedman, Ryan, & Deci, 

1996). 

Next on the right is the Identified regulations. At this level the person 

understand and values the goal of the activity and can therefore feel the importance 

towards the task (Deci & Ryan, 2000a). An example of this would be a person doing 

sports because he would like to lose weight or just have a healthier life style (Deci & 

Ryan, 2000b). In this case the person would understand that it is important to 

exercise and thus the motivation is not anymore introjected (ibid). Nevertheless it is 
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not higher either because the reason for doing sports is an external and not just the 

pleasure one gets from it (ibid).  

The most self-determined form of extrinsic motivation is integrated regulation 

(see figure 3). It is the highest level of internalization with the regulation in that in it 

one doesn’t only understand the value and importance of the task but also integrates 

with other aspects of it (Deci & Ryan, 2000a). In this form of regulation the activity is 

not anymore done only because of external reason but it is also self-determined – 

autonomous (ibid). Gagne and Deci (2005) state that there are a lot of similarities 

between intrinsic motivation and integrated motivation. The fundamental difference 

still exists in that although the activity might be self-determined, the ultimate goal for 

performing the activity is not the activity itself but something external (Deci & Ryan, 

2000a). Intrinsic motivation as the last step on the self-determination continuum, 

where there exists no difference between external regulation and self-determination 

(ibid). If someone is intrinsically motivated to do something, he will do it even if there 

is no external regulation on doing it (ibid).  

The way to interpret the scale is not to see the two ends as opposites 

(Tremblay et al., 2009). Deci and Ryan (2000b) state that if someone has a low 

intrinsic motivation, it doesn’t mean that she/he has high amotivation. On the other 

hand if someone has high amotivation all the other types of motivations need to be 

low (ibid). In addition, researchers have found that the scale should also result in 

midrange-to-high item-to-total correlations (see appendix 2) (Ryan & Connell, 1989).   
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METHOD 

QUANTITATIVE DATA ANALYSIS 

 In order to advance the prior qualitative research in creative industries and 

achieve more general results on employee motivation, quantitative research was 

chosen to be performed. Quantitative research can used to broaden the knowledge 

gained amongst prior qualitative data gathering and to provide proof of scientific 

significance of the prior findings (Garwood, 2006). 

   Quantitative data analysis is analysis involving numerical form of data 

compared to qualitative where the data is in text form (Garwood, 2006). Further, 

quantitative methods have stated to create facts compared to qualitative methods 

that create practical interpretations of meanings and actions (Miles & Hubernman, 

1994; ibid) The data for quantitative research can be in many forms such as ratings, 

counts or scales and it can be collected as well amongst general population, a small 

sample size of people or as part of a controlled laboratory experiment (Garwood, 

2006). It has also been stated that quantitative method should be used when a lot is 

already known and hypothesis and research questions can be easily formed (ibid).  

 For this research quantitative research provide an ability to test and expand 

the knowledge already gained in prior employee motivation studies in creative 

industries (Garwoord, 2006). In order to test the hypothesis and answer to the 

research question of this paper a numerical data needs to be collected and analyzed. 

For this purpose quantitative research is more appropriate research method than 

qualitative research that focuses on smaller scale social phenomenons (Brewer, 

2003).  

RESEARCH DATA  

In order to gather numerical data on employee motivation in creative 

industries I needed to gather data from the employees of creative organizations. The 

research data was collected amongst the marketing agencies in Finland, Sweden 

and Denmark. Marketing industry is of inherent part of creative industries and thus 

qualify as sufficient source for data gathering (Caves, 2000; Lorenzen & Frederiksen, 

2005) The gross cultural aspect was chosen to discover whether there are 

motivational differences amongst the Nordic countries’ employees. The target 
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population are employees that are either working with creative projects or processes 

or managers or alike that are responsible for the profitability of the company. This 

type of categorization was defined in order to test the hypothesis.  

The data was collected by contacting the CEOs of 36 agencies (12 in 

Denmark, 12 in Sweden and 12 in Finland). The firms were chosen based primarily 

on their business model so that they would be as homogenic with each other. This 

excluded some marketing agencies that would only operate with mobile applications 

or communication agencies that focus only on written articles and press releases. 

Secondly firms that had offices in all of the three target countries were emphasized 

because this would allow even deeper analysis of possible cultural differences. Initial 

contacts were made by phone, which were then followed by an email in case the 

company wanted to participate. Out of 36 companies 8 were not reached by phone 

and 2 were not willing to participate due to busy autumn schedule. Despite the fact 

that 26 companies eventually received an email only 20 of them participated, in many 

occasions after several reminders..  

The study sample was collected using a quantitative questionnaire that had 

two parts (see appendices 3-6). First part of the questionnaire included 9 background 

questions. The second part included the motivation scale WEIMS that has 18-

agreement scale items ranging from 1 doesn’t correspond at all to 7 corresponds 

exactly. This scale has been tested and used to study employee motivation (Fernet, 

2010; Dysvik & Kuvaas, 2011 Gillet, Huart, Colombat & Fouquereau, 2013). In 

addition, prior to this research WEIMS has not been used in creative industries 

research and will thus serve as a good addition to possible research tools. The 

questionnaire was prepared with SurveyXact tool. The questionnaire was accessed 

from the email by clicking a link. By clicking the link, employee would be taken to the 

electronic questionnaire and could start answering by choosing the desired 

language. Whenever someone had opened a link a new reply was created in the 

system. On aggregate 46 questionnaires were opened and partially completed and 

could not be used in the analysis. During the data gathering two of the companies 

were in contact with me to ensure the confidentiality of the results and another to 

give some improvement recommendations for the Swedish version of the 

questionnaire. 

Before the actual data gathering the questionnaire was tested amongst 5 

people who work or have until very recently worked in a marketing agency. The pilot 

resulted in numerous iterations in job function descriptions. The participants quickly 
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recognized that the simple manager vs. creatives setting would not be suitable for 

the study since many of the managers are also involved in the creative tasks. This 

resulted into two descriptions that are supported by previous studies (see e.g. Glynn, 

2000; Voss et al., 2000) and suitable for the purpose of the study (see appendix 3-6).  

In order to facilitate the answering and reduce misunderstandings the questionnaire 

could be done in English, Swedish, Danish or Finnish. The motivation questionnaire 

was already translated to Finnish and Swedish by prior research (Koivula, 2010 and 

Boström & Johansson, 2011). For the Swedish translation I used three Swedes to 

construct and modify the questions from English. The Finnish back ground questions 

were done by myself and tested amongst 3 employees from marketing industry. 

Finally the Danish questionnaire was formatted by 3 native Danish speakers and 

tested by 1 marketing industry employee. The importance of several iterations came 

apparent as many of the translations were bounced back and forth many times to 

ensure that the correct terms were used in order to reduce misunderstandings. The 

Swedish questionnaire was also checked and modified slightly after the feedback I 

received from one of the companies. Nevertheless the difference turn out to be 

between modern and old Swedish and as such didn’t raise a reason to redo the 

already completed Swedish surveys. Also two researchers from Copenhagen 

Business School tested the cover letter. The aim for both the cover letter and the 

questionnaire design was to motivate and facilitate answering so that not a lot of time 

would be needed to use in open-ended questions. 

The data gathering was conducted over two months and included the original 

call and email as well as two additional reminders if needed. Respondents were not 

given an option of “I don’t know” and had to give an answer to most of the questions 

before allowed advance in the questionnaire. This act might have resulted in lower 

completion-rate, as it was obvious from the questionnaire results that many had 

completed the last question on the first page but had not continued on the second 

because they were requested to fill the missing areas. For the future studies it would 

be recommended to be more flexible with background information. Perhaps this 

would result in higher number of completed motivation questionnaires – the focus 

point of the questionnaire. Fully completed results were received in total from 107 

employees. This amount is found suitable for the data analyses methods used in this 

research (De Winter, Dodou & Vieringa, 2009).  
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RESPONDENT PROFILE 

Respondents were between 20 and 56 years old. On the figure below (Figure 

4) one can observe that there are not many employees born in the early eighties. 

Additionally one can notice that although marketing methods and channels have and 

are also currently increasing and marketing expenditure of companies along with it, 

the marketing industry is not ruled by people who have stepped into the job market 

around and after the technology bubble in early 2000s, which would mean an 

average a of around 34 or under, but that the average age is actually 36.4. This is 

also visible from the graph. Only one respondent didn’t want reveal his age and thus 

the head count for this is 108. 

 

 

 

 

 

 

 

 

 

 

 

 

 

56.88 % of the respondents were women (n = 62) and 41.12 % men (n = 57). 

26.6 % of respondents were Danish (n = 29), 44.0 % Finnish (n = 48) and 30.2 % 

Swedish (n = 32). 54.10 % of respondents have worked more than then years in 

marketing industry. On the other hand 29.4 % has worked for less than year under 

Figure 4 Quantities of different birth years represented in the research 
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their current employer, which could indicate that although remaining in the same 

industry seem to be a common custom, changing an employer is also habitual for 

creative industry employees. Other experience statistics are shown below (see table 

1). 

 

 

Table 1 Experience in marketing and at current employer 

 

Most common educational background is Bachelor or other similar level 

education with 46.8 % (n = 51) before Master Degree or similar with 34.9 % (n = 38), 

High School or similar 16.5 % (n = 18) and Primary or Secondary School 1.8 % (n = 

2). Most of the respondents seem to belong to the higher salary classes with 31.2 % 

(n = 34) earning more than 5000€ per month and 25.7 % (n = 28) between 4000 and 

5000€ per month. 23.9 % (n = 26) is earning between 2000€ and 3000€ and 1.8 % (n 

= 2) between 1000€ and 2000€. The lowest salary group with 5.5 % (n = 6) of 

respondents and salary lower than 1000€ includes mostly trainee position 

employees. However also one Owner is part of this group, which could indicate that 

he is getting his earnings from stock option schemes and thus doesn’t have monthly 

income.  

4.5 % (n = 5) of the respondents were Trainees, either fixed term part-time or 

full-time. 3.7 % (n = 4) of the respondents were fixed term full-time, owners and 

permanent part-time employees. In addition one respondent had a fixed part-time 

contract and one worked 25 % and was on sick leave for the remaining 75 % of the 

time. That means that majority of the respondents, namely 82.6 % (n = 90) were 

permanent full-time employees. According to a lot of research people working in the 

creative industries are often self-employed entrepreneurs or freelancers (Caves, 

2000). These individuals are then hired by project based firms who don’t have a 

constant but occasionally occurring need for their skills (see for example: Caves, 

2000; Lampel et al., 2000; Whitley, 2006). This phenomenon is not present in this 

research and indicates a possibility for future research.  
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In order to be able to test the research hypothesis it was essential to be able 

to divide the respondents into two groups, one that would be considered as the 

creatives and another that would represent the managers. For this purpose I 

implemented a question on job function. This tasks created some unexpected 

problems in that these roles are not so specifically defined in European agencies 

compared to the American agencies were the business oriented managers are 

clearly focusing solely on business and not part of the creative processes as an 

owner of a marketing agency described in the group discussion. As a result of the 

group discussion with employees at marketing agencies as well as support from 

previous studies (Voss, et al., 2000; Glynn, 2000; Hackley & Kover, 2007) the 

descriptions were revised several times and eventually the three reply alternatives 

were shaped as follows: 

 

a. I am responsible for development and execution of creative ideas in 

campaigns 

b. I am responsible for the profitability of the company / I have a supervisory 

position 

c. My job is none of the above (what then?) 

 

25.7 % (n = 28) of the respondents replied option C. Only two of the replies 

didn’t describe their tasks and had to be left out of the final analysis. The rest were 

situated into groups A and B according to their answers. Only four of the respondents 

were put into group B after inspecting their tasks such as owner, HR & salary, both 

being administrative tasks. Majority of the respondents had responsibilities such as 

TV, media planning, research or project management. Based on the fact that these 

tasks are not managerial tasks but can be seen as part of earlier explained creative 

tasks, they were located into group A (Caves, 2000). The final distribution was 57.9 

% (n = 62) Creatives and 42.1 % (n = 45) Managers.  

RESEARCH TOOLS 

The measure used in this study is taken from previous work motivation 

research (Tremblay et al., 2009: see appendix 3-6). The measure has its origin in 

Blais Inventory of Work Motivation (BIWM) (Blais et al., 1993). Tremblay et al. (2009) 

in their English translation (WEIMS) also reduced the amount of items to reduce both 
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scale complexity and respondents completion time. They also introduced the concept 

of integration (see e.g. Deci & Ryan, 2000a) that was only developed after the BIWM 

(Ryan, 1995). The current version of the scale includes 18 items that supports the 6 

factor structure of SDT with 3 items serving as indicators for each factor (Tremblay et 

al. 2009).  

WEIMS is designed to study employees’ work motivation by differentiating 

between the six motivation levels of SDT (see chapter theoretical framework). The 

reliability and validity of WEIMS has been tested and approved on health care 

workers and soldiers (Tremblay et al., 2009). It has been also been cited by 

numerous articles and used in areas such as service industry, education and police 

(see e.g. Fernet, 2010; Dysvik & Kuvaas, 2011; Gillet et al., 2013). The scale 

includes 18 agreement scale items that contributes to the questions “Why do you do 

your work?”. The agreement scale has seven response options that range from 1 = 

“Doesn’t correspond at all” to 7 = “Corresponds exactly”. Item 10 for example stand: 

“Because it is part of the way I have chosen to live my life.” The aforementioned six 

motivation types and the corresponding questionnaire items are as follows: 

Amotivation = 3,12,17; External Regulation = 2, 9, 16; Introjected Regulation = 6, 11, 

13; Identified Regulation = 1, 7, 14; Integrated Regulation = 5, 10, 18 and Intrinsic 

Motivation = 4, 8, 15.  

DATA PREPARATION AND STATISTICAL MODELLING APPROACH 

When an appropriate amount of responses was received the data was 

transferred from SurveyXact to Excel format and saved as excel file. In Excel the 

data formatting was easier and thus also getting an overview of the data was 

facilitated. Data from the background information was also generated and transferred 

to charts and tables in Excel. Thereafter the original data was also modified to fit and 

transferred to the statistical analysis software SPSS 21.  

The statistical analysis performed to the data included factor analysis and 

univariate logistic regression analysis. First part of the data analysis was performed 

by factor analysis. This is done to enable estimations on data validity by confirming 

or unconfirming the factors other researchers have discovered as well as to reduce 

the data to fit the logistic regression model (Tremblay et al., 2009).  Factor analysis 

resulted in factor items that were used to investigate correlations between different 

items and further evaluate the coherence of this and prior research. Factor analysis 

was followed by Cronbach’s alpha reliability test, which tests the internal consistency 
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of the items loading on each factor. Finally logistic regression analysis (univariate 

method) was conducted. Logistic regression analysis measures the relationship 

between independent and dependent variable (Walker & Duncan, 1967). It examines 

the potential of independent variable in estimating the dependent variable. The 

univariate analysis is used to test the hypothesis and answer to the research 

questions. Logistic regression is a fit tool for this in that it measures the relationship 

of independent and dependent variables. 

FACTOR ANALYSIS 

Often one of the first steps of quantitative data analysis is data reduction 

(Blaikie, 2003). Data reduction can be performed in many different ways and 

therefore one needs to be aware that the data reduction method is creating a suitable 

background for the subsequent research methods (ibid). Factor analysis was used to 

confirm the results of prior research and to reduce the data into suitable form to be 

used in logistic regression model (Sharma, 1996; Tremblay et al, 2009). In most 

cases the more information from one can draw from data the more desirable it is. 

Often, though, the information turns out to be problematic and requires some 

modifying before it can be used in analysis (Sharma, 1996). Especially sensitive is 

the case of regressions analysis that is used in this research (ibid). For this reason 

the first statistical tool used is called factor analysis. Factor analysis is used to 

reduce data (Sharma, 1996). Data reduction in this case is used because sometimes 

many independent variables have direct or indirect relationships to the dependent 

variables (ibid). With factor analysis one can test if some of these variables correlate 

with each other and thus can be comprehended as one factor (ibid). Research 

variables are often creating several factors, each illustrating a different 

characteristics of the data. The idea of factor analysis is to create such factors that 

the variables in them are as homogenous as possible but as heterogeneous as 

possible with variables in other factors (ibid). 

After the factor structure is establish each factor will be named after the 

characteristics residing in the variables, for example if a research was concerning 

characteristics of a hotel the factors could get names such as child friendliness, 

youthful or luxurious (Sharma, 1996). In the naming it is important that the 

correlations of different variables are consider in that the higher the loading the 

higher the impact should be on factor name (ibid). In some instances factor analysis 

has been criticized because it leaves room for subjective considerations (Heikkilä, 



 47 

1998). In this research the effort has been put on finding argumentation from prior 

scientific literature and in that avoid the subjectivity. 

In this research I used a factor analysis method called principal component 

analysis (PCA). PCA is often used incorporation with regressions analysis and its 

aim is to reduce the number of variables and explaining as high variance as possible 

(Kroonenberg, 2004). The difference to other factor analysis is that in other methods 

one is aiming to explore latent factors from the data (Sharma, 1996). In this research 

robust amount of background theory is used for the purpose of factor modeling 

(Tremblay et al., 2009). Hence in order to keep the explanation percentage of 

variance high, Based on the example of several prior research, I will refer to PCA as 

factor analysis (see e.g. Bell, McCallum & Cox, 2003; Kawashima & Shiomi, 2007).  

Factor analysis gives several type of information. The most interesting are 

results of communalities and factor loadings. Communalities explain how much of the 

single variable variance can be explained by the factor. Communalities get values 

between 0 and 1. The closer the value is to 1. the better the factor can explain the 

variance and the “stronger” the data (Costello & Osborne, 2005). As Costello and 

Osborne (2005) state “strong”, that is communality above 0.8 according to Feliger & 

Fava (1998), data is rarely found in practice. Values ranging from low 0.40 to 

moderate 0.70 are found and accepted (Velicer & Fava, 1998). In case many 

communality values drop below 0.40 two options should be considered: a) dropping 

the variable as unrelated to others or b) exploring the possibility of adding a factor. 

Costello and Osborne (2005) also recommend trying other methods, such as 

variables per factor count, to determine the right variables and factor structure.  

As stated earlier, factor loadings of variables should be used to determine the 

name of the factor (Sharma, 1996). Values like the ones present in table Ωéü can 

vary from -1 to 1. Loadings nearing -1 or 1 indicate that the factor has a great 

influence on the variable (Costello & Osborne, 2005). Whereas loading close to zero 

would be found on variables that are hardly influenced by the factor (ibid). Factor 

loadings affect whether a variable is included in the model in two ways. First they are 

actually one part of the communality in that communality is calculated by summing 

squared factor loadings (Tabachnick & Fidell (2001). Second, and the reason why 

communality is not always reliable, is that a variable might be loading high on many 

factors and thus increasing the communality although simultaneously causing 

possible flawness in the factor structure (ibid). These variables should be considered 

to be removed especially if the high loadings are close to each other and if all the 
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high loading factors have three or more variables that load with values of 0.50 or 

higher (Costello & Osborne, 2005). Tabachnick and Fidell (2001) state that a 

communality of 0.32 should be considered as the bottom line of accepting a variable. 

These guideline resulted in three factor model that can be seen in table 3.  

LOGISTIC REGRESSION ANALYSIS 

Logistic regression was chosen to perform univariate analysis and answer 

research questions and test research hypotheses. Regression analysis is a similar 

method to correlation analysis in that they both analyze relationships between 

variables (Nummenmaa, 2008). Difference exists in that correlation coefficient gives 

a linear association, whereas regression analysis is propabilistic in nature and thus 

not definitive (Sharma, 1996). Additionally correlation analysis require both variables 

need to measured on a same scale (ibid).  

Results from regression analysis will depict the relationship between 

independent and dependent variables. It is used when testing if dependent variable 

can be modeled based on independent variables (Nummenmaa, 2008). Based on 

Nummenmaa, (2008) the sample size needs to be bigger than 100 and independent 

variables cannot be collinear. There are other requirements for logistic regression but 

since they are only valid for linear regression analysis the tests were not necessary 

(ibid). Having a sample size of 109 fulfills the above-mentioned requirement. 

Collinearity appears when two, or more in which case it is called multicollinearity, 

variables are highly correlated (ibid). Collinearity would cause problems when 

determining relationships in regression analysis due to uncertainty of causality when 

many variables give similar results (ibid). Collinearity is tested by calculating 

variables VIF (Variance inflation factor) (Gujarat, 2003). Gujarat (2003) suggests that 

all VIF-values above 5 should be paid attention. In this research the values for each 

factor ranged from 1.016 to 1.074 and hence no further examination was needed 

(ibid).   

Logistic regression is used to model probabilities of relationships between variables 

(Sharma, 1996). Typically it is used in situations where the dependent variable is 

categorical while the independent is dichotomous (Anderson, 1982; Nummenmaa, 

2008). In this research the relationship between dichotomous job function and 

categorical motivation factors are explored. It also doesn’t rely on the data to be 

linear or normally distributed as linear regression analysis (Nummenmaa, 2008). 

Logistic regression is often used in situations where variables are known to have an 

effect but the relationship of the effects is not clear (ibid). This research was initiated 
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to explore whether there is such thing as cause-effect relationship between certain 

motivations and job function, which conveys that although theories exist, the 

conclusive knowledge between independent and dependent variables was yet to be 

discovered. One of the requirements for logistic regressions, according to 

Nummenmaa (2008), is that the categorical dependent variable is dichotomous. 

Therefore all the dependent variables were re-coded to represent either 0 or 1. The 

results of logistic regression are not modelling quantities but focusing on whether or 

not there is a cause-effect relationship between the variables. And if the relationship 

is discovered, what is the probability of occurrence for each case. (Sharma, 1996; 

Nummenmaa, 2008) 

This research was initiated to find out whether person’s job function could be 

predicted based on his motivation. In the analysis Job function was dependent 

variable and motivation factor scores were used as independent variables. 

Dependent variable, job function, was then coded into dichotomous variables 0 and 

1, respectively I am responsible for the profitability of the company / I have a 

supervisory position and I am responsible for development and execution of creative 

ideas in campaigns. The background theory used for this research is most extensive 

on the positive relationship between creativity and intrinsic motivation, which is why 

creatives were dummy coded as 1. 

The same procedure of recoding the variables into two groups (0 and 1) was 

done with all of the dependent variables (salary, year of birth etc.). Because the 

additional dependent variables were not originally dichotomous the split value was 

decided to be the median value. This was done in order to establish as equally sized 

groups as possible and thereafter denote better reliability. These corresponding 

values are on displayed below in table 2. 

 

Tabel 2. Explanation of dummy coded variables 
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Regression analysis is comprised of two parts: testing the prediction 

capability of independent variables and what is the relationship between independent 

and dependent variables (Nummenmaa, 2008). How well variables fit into the model 

is estimated by p-value (sig). In order to confirm that the result is statistically 

significant one needs to obtain p-values (sig) under 0.05, 0.01 or 0.001, the smaller 

the value the better (Sharma, 1996). An independent variable with regression 

coefficient that doesn’t significantly differ from 0 (p>0.05) can be removed from the 

model, because it doesn’t predict the outcome of the dependent variable (ibid). If the 

p-value (sig) is below 0.05 it means that the independent variable can be used to 

predict the outcome of the dependent variable (ibid). Once the fit is established, one 

has to understand the beta weights and odds ratio [Exp(B)] in order to find out the 

possible cause effect relationship between the test variables (ibid). Beta weight is 

indicating the direction of the relationship in that if it is above 0 it indicating that a 

higher independent variable value would result to higher propability of dependent 

variable 1 and lower probability of dependent variable 0 (Garson, 2010). Odds ratio 

will compliment this by estimating the strength of this change (ibid). For example if 

the odds ratio gets a value 1.60 it means that a one unit increase in the independent 

variable will sequel in 60% higher likelihood of dependent variable to receive a value 

that was coded into number 1 (Sharma, 1996; Garson, 2010).  
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RESULTS 

RESULTS 1 – DESCRIPTIVE STATISTICS 

Table 2 presents the descriptive statistics of the motivation variables for 

managers and creatives in the sample. The table has been re-named and re-

arranged. The original questionnaires can be seen in appendices 3-6. Panel A 

contains statistics from creative employees. The study sample had 62 employees of 

whom job function is to be part of the development or execution of creative ideas.  

Panel B presents statistics of managers. This research had 45 employees whose job 

function is to be responsible for the profitability of the company.  

When observing the panels one can see that there is few differences in 

statistics between the panels.  In both panels the mean values of motivations are 

highest on intrinsic motivation and seem to drop gradually when going through the 

self-determination continuum. Both panels also show lowest values on amotivation. 

In addition both panels show most unanimous answers on questions on intrinsic 

motivation and amotivation in that answers on most of those questions range 

between 5-6 options (see table 3). On other motivation types the answers range from 

1-7 options on every question. In addition the standard deviation is lowest on intrinsic 

motivation and second lowest on amotivation that is in line with the previous 

observation of uniformity in those answers. Panel B managers tend to show higher 

values on almost every motivation type than panel A creatives. The only motivation 

type that clearly break this trend is amotivation where creative seem to show 

distinctively higher values.  

In sum, these results seem to support what was anticipated regarding the 

motivation levels of managers and creatives. Creatives and managers both seem to 

show high level of intrinsic motivation compared to other motivation types. However, 

further statistical analysis is needed in order to confirm the scientific significance of 

these results. In the following chapter the results of the other two analysis methods 

will be laid out.    
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Table 3. Descriptive statistics 
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RESULTS 2 – FACTOR ANALYSIS  

The second statistical method used is factor analysis data reduction method. 

Factor analysis was used because of two reasons: To test if and what kind of 

relationships do the variables have with each other and are they in coherence with 

previous research (Tremblay et al., 2009) and to reduce the data so that can be used 

in logistic regression analysis (see table 4)(Blaikie, 2003). Table 4 presents the 

loadings that each variable has towards their factor. These loadings will be explained 

thoroughly in the following chapter. The original research scale had 18 items, each of 

them ranging from 1 (Does not correspond at all) to 7 (Corresponds exactly). The 

final factor analysis resulted in three factor model including 16 out of 18 variables 

(see table 4). In the following chapter the table and the steps to the final model will 

be explained.    

To test whether the data was appropriate for factor analysis Kaiser-Meyer-

Olkin (KMO) measure of sampling adequacy and Bartlett’s test of sphericity are 

created as part of the factor analysis (Sharma, 1996). KMO test is measuring 

variables’ shared variance (Beavers, Lounsbury, Richards, Huck, Skolits & Esquivel, 

2013) and it is suggested to follow the following recommendations (see table 6). 

According to the KMO the adequacy was on tolerable level and very close to 

middling (KMO=.0.685) (see table 5). Bartlett’s test of sphericity is a model that uses 

a determinant, a single value that states the possible amount of linear combinations 

within the factor matrix, to measure if this amount is statistically different from zero 

(Pett, Lackey, Sullivan, 2003; Beavers et al., 2013). The null hypothesis of Bartlett’s 

test is that the amount equals to zero and the matrix is therefore not factorable (Pett, 

et al., 2003). In the current research Bartlett’s test of sphericity produced a significant 

test result (p<.001) and thus rejected the null hypothesis and confirmed factorability 

of the matrix (see table 5).  
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Table 5. Sampling adequacy tests 

Table 4. Exploratory factor analysis of the Work Extrinsic Intrinsic 
Motivation Scale. For the original questions see Appendix 1 
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Table 6. Interpretation guideline for Kaiser-Meyer-Olkin test (Beavers et al., 
2013)  

 
 

After the factoring capability was confirmed, principal component analysis (PCA) 

factoring method was used to achieve the final factors (Kroonenberg, 2004). Varimax 

rotation method was chosen due to its capability of keeping the factors separated 

(Blaikie, 2003). The factors are kept separate form each other by maximizing the 

variables’ factor loadings on one factor and minimize the loadings on others (Blaikie, 

2003). The default extraction model (eigenvalues above 1.0) resulted in six factor 

model (see appendix 1). The factor model resulted in one factor having only two 

loading variables, which is not sufficient (ibid) (Costello & Osborne, 2005). Also the 

variables loaded in such a way that the six factor model was not appropriate in that 

the self-determination continuum was not present in the factor structure (Tremblay et 

al. 2009). Finally, due to many studies proving that eigenvalues is not sufficient 

enough method to use when determining factor count (Costello & Osborne, 2005) 

further analyses were conducted.  

The model that fit best to the prior research was a three factor model (Table 

4). This can be supported by the Scree plot -test in figure 5 (Costello & Osborne, 

2005). Although a three factor model disables the possibility to extract detailed data 

from all the six levels of motivation, this is also supported by many researchers (see 

e.g. Deci et al., 1999; Vallerand & Ratelle, 2002). For the final factor analysis results, 

two introjected regulation 6 and 13 variables (6. Because I want to succeed at this 

job, if not I would be very ashamed of myself & 13. Because I want to be a “winner” 

in life) were deleted. INTRO 13 didn’t load on any factor above 0.32 (Tabachnick & 

Fidell, 2001) and INTRO 6 loaded on two of them with only 0.03  (factors 1 and 3) 

difference, which would have resulted in flawed factor structure (ibid). Since the 

quality of the factors where INTRO 6 and INTRO 13 were present didn’t suffer by 

removing them, the cut off was justified (ibid). Thereafter the three factors were 
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named after the respective variables that load with the particular factor. Factors were 

named after the variables loading on them, emphasis being put on the higher loading 

factors (Sharma, 1996). Thus the factors 1,2 and 3 were respectively named Intrinsic 

motivation, Amotivation and Extrinsic motivation (see table 4). 

 
Figure 5. Scree plot -test 

 

Next phase of the analysis was to examine the reliability of the three factors. 

The reliability was tested by Cronbach’s alpha reliability test (Blaikie, 2003). 

Cronbach’s alpha measures factors capability of producing consistent results (ibid). 

As can be seen in the table 7 the factor number one had an acceptable alpha 

coefficient of 0.794 (Nunnally, 1978; Taylor, Ntoumanis & Standage, 2008; Tavakol & 

Dennick, 2011). The variables that loaded on this factor included all intrinsic 

motivation, integrated regulation and identified regulation variables and introjected 

regulation variable 11 and hence the factor will be handled as intrinsic motivation in 

the further analyses. Loadings of the variables on intrinsic motivation ranged from 

0.488 to .701 and the average was above 0.5, which confirms a strong factor 

(Costello & Osborne, 2005).  
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Factor number two got nominal loadings from 0.413 to 0.820.The mean for 

factor 2 was close to 0.6, which means that the factor 2 is strong as well (Costello & 

Osborne, 2005). And since the positively high loading items were amotivaiton 3, 12 

and 17, the name for this factor will be amotivation. This factor nevertheless resulted 

into some unexpected findings regarding the theory (Tremblay et al., 2009) in that in 

addition to amotivation variables, two of the intrinsic motivation variables received 

high negative loadings on this factor (see table 4). These two negative loadings 

resulted in Cronbach’s alpha coefficient of 0.273, which is too low compared to the 

widely recognized standard of 0.7 as the lower limit (Nunnally & Bernstein, 1994; 

Kline, 1999; Tavakol & Dennick, 2011).  

 On the third factor the loading variables are external regulation 2, 9 and 16 

(see table 4). There are no additional variables and the loadings are between 0.632 

and 0.886, which gives another strong factor (Costello & Osborne, 2005). In the 

future analysis this factor will be called extrinsic motivation. Cronbach’s alpha for 

extrinsic motivation is 0.714, which means that it is a reliable item to use in the 

upcoming analyses (Nunnally, 1978; Taylor et al., 2008). 

 

    Table 7. Cronbach's Alpha reliability test 

 

To sum up the results from factor analysis, the three factors were not able to 

fully support the background theory (Tremblay et al., 2009). The factor analysis 

couldn’t establish a suitable six factor model, which led to a final model structure 

including three factors: Intrinsic motivation, Amotivation and Extrinsic motivation. 

Intrinsic motivation factor included variables from integrated regulation, identified 

regulation and introjected regulation, whereas extrinsic motivation included only 

external regulation variables. In addition amotivation factor received high negative 

loadings from two intrinsic motivation variables. Since this research is not focusing 

on amotivation, but on intrinsic and extrinsic motivation and their capability of 

predicting employee characteristics, these two intrinsic motivation variables are not 

deleted. In addition, the expected quasi-simplex pattern of correlation matrix was not 
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present (see appendix 2). The correlation matrix resulted in several weak correlation 

and several mismatches in the middle of the continuum (ibid). Furthermore, 

integrated, indentified and introjected regulation correlated more with intrinsic 

motivation than with external regulation (see appendix 2). On the other hand the 

results are supporting the view of Skinners operant conditioning theory and many 

other motivation studies and hence the split between extrinsic and intrinsic variables 

make this model scientifically supported (Skinner, 1953; Deci et al., 1999). These 

factors are also still suitable for testing both of the hypotheses and answering the 

research questions.  

RESULTS 3 – LOGISTICS REGRESSION ANALYSIS 

The background theory used for research hypotheses suggest that people 

working in managerial job functions as well as those working with creative tasks, are 

both intrinsically motivated. Univariate analysis of logistic regressions was used to 

study the relations ship between the different independent motivation factors 

(intrinsic, extrinsic and amotivation) and the dependent variables, job function 

(Sharma, 1996). In addition to job function, measures between independent 

motivation factors (intrinsic, extrinsic and amotivation) and other variables, i.e. 

gender, culutre, salary, age, experience in marketing and education, were performed 

(see table 8). The analyses were done to estimate the prediction capability of 

motivation for the aforementioned dependent variables (Nummenmaa, 2008). Each 

independent variable was tested independently in order to see results of prediction 

capabilities of each motivation type.  

JOB FUNCTION 

In table 8 panel A illustrates the contribution of different motivation types to 

job function. The dependent variables are dummy coded 0 representing managers 

and 1 creatives. One can observe that the unstandardised beta weights (B) of 

intrinsic and extrinsic motivation are both very similar, -0.044 and -0.055 respectively. 

In other words, if either of the two independent variables increases the likely hood of 

the person being creative decreases. The same result can be seen in the odds ratios 

[Exp(B)]. The results from odds ratios [Exp(B)] show that by increasing either intrinsic 

or extrinsic motivation score by 1 unit, the likelihood of one being creative will drop by 

4.3% and 5.4% respectively. Results for amotivation [B=0.093 and Exp(B)=1.098] on 

contrary show that a one unit increase in this factor would increase your chances of 

being a creative employee by a 1%.  
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In addition, when changing focus to the two correct prediction columns 

(correct 0 and correct 1) it can be observed how well could the motivation types 

predict the observed job functions had there been a significant relationship between 

them. The Correct 0 column illustrates a naive classification rate that shows the 

amount of correct classifications, if everyone was expected to be creative (Sharma, 

1996). The correct 1 column represents the predictive capacity of the motivation 

types (ibid). The predictions of intrinsic and extrinsic factors contributed to a 1% 

increase where as amotivation still expected everyone to be creatives (see table 8). 

These findings indicate that both of the hypothesis can be supported in that the there 

is no significant relationship found between intrinsic motivation and job function or 

extrinsic motivation and job function.  



 60 

 

Table 8. Logistic regression analysis results 
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CULTURE 

The second part of this research was established to research the potential 

relationships between different motivations and other dependent variables: salary, 

experience in marketing, education level, gender and culture. This was done by 

univariate analysis where dependent variables were dummy coded into zeros and 

ones (see table 2). Results of these regression analyses are shown above (see table 

8 panels B-I). 

In logistic regression models were created to estimate the prediction capability for 

culture (see table 8, panel B). The results illustrate the estimation capability of person 

being from Finland compared to Denmark or Sweden. Of the results, extrinsic has 

the highest capability of prediction. The unstandardised beta (B) is a lot higher than 

on the other two motivation levels and indicates that high extrinsic motivation levels 

would indicate that a person is more likely to come from Finland (ibid). Namely, one 

unit increase in the extrinsic motivation factor would result in 33.8% increase in 

likelihood of person being from Finland. Extrinsic motivation resulted also in Correct 

1 value of 67%, which is 11% higher than the correct 0 naïve classification rate of 

56%. This result is also statistically highly significant at a level of 0.001 and can thus 

be scientifically supported and used in further studies. The results for intrinsic 

motivation and amotivation are showing that one unit increase in the factor scores 

will result in modest increase in probabilities of person being Finnish, 2.3% and 9.9% 

respectively. The prediction capability of these variables are close to zero or even 

negative and the results are scientifically insignificant. Therefore, intrinsic motivation 

and amotivation are not useful variables when predicting Finnish culture from 

Swedish/Danish.  

The results comparing Finnish employees to Danish/Swedish are 

consolidated by the other two logistic regressions following in Panels C and D (see 

table 8). Panel C shows the results between an employee being Danish compared to 

Swedish/Finnish. The unstandardized beta (B) value show that there is a negative 

relationship between all independent variables and the probability of a person being 

Danish compared to Swedish/Finnish. One can further see that probability of person 

being Danish is decreased by 4.5%, 14.1% and 13.7% if the variables for intrinsic 

motivation, extrinsic motivation and amotivation are increased by one unit 

respectively. Scientifically significant is only extrinsic motivation at a level of 0.05. 

However non of the three motivation types were able to improve the naïve 
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classification correct 0 value and thus they can not be used in predicting Danish 

employees from Swedish/Finnish. 

 Panel D shows the findings of motivation prediction capabilities between 

Swedish employees compared to Finnish/Danish (see table 8). The results of 

unstandarized beta (B) are 0.019, -0.16 and 0.01 for intrinsic motivation, extrinsic 

motivation and amotivation respectively. In other words there is a positive 

relationship between intrinsic motivation and amotivation and a person being 

Swedish, but negative relationship between extrinsic motivation and a person being 

Swedish.  The result for extrinsic motivation odds ratio suggests that by one unit 

increase in extrinsic motivation the probability of person being Swedish is decreasing 

by 14.8%. On intrinsic motivation and amotivation the odds ratios show a 2% and 1% 

increase respectively. The result for extrinsic motivation is scientifically significant at 

a level 0.05. In addition, extrinsic motivation was the only independent variable 

whose prediction capability increased from the naive classification rate by 2.8 

percentiles (see table Ö). 

EXPERIENCE, SALARY AND YEAR OF BIRTH 

Another interesting group of results were estimated to models for experience 

in marketing, salary level and year of birth (see table 8, panels E, F and G). All three 

independent variables seem to get similar looking results (ibid). Due to these visible 

similarities a correlation matrix for these three variables was also created (see table 

10). The table shows significant correlation between all three variables and explains 

the similar models estimated from regression analyses (ibid). On intrinsic motivation 

and extrinsic motivation, the results for unstandardized beta (B) are very similar, 

showing positive relationship to almost all three dependent variables. The only 

exception is the relationship between extrinsic motivation and salary level that results 

in a negative value (-0.047). In addition, the odds ratio [Exp(B)] is varying from 0.2% 

to 7.2% in most cases, a unit increase on independent variable resulting in higher 

likelihood on the corresponding dependent variable. As expected after the negative 

beta value, the relationship between extrinsic motivation and salary level make an 

exception to the pattern with an odds ratio Exp(B) of -4.6%. Also the classification 

capabilities (Correct 1) are on both sides of the naïve classification rate with highest 

improvement being 1.9 percetiles and lowest decrease being 3.7 percentiles. 

Moreover, non of the relationships show scientific significance and they can thus be 

not used in future research. On contrary, amotivation is showing potential with highly 

significant relationships. However, the results of Cronpach’s alpha internal reliability 



 63 

test resulted in too low value and thus these results can not be used in future studies 

either (Tavakol & Dennick, 2011). 

 

Table 10. Correlations matrix for age, salary and experience 

 

GENDER 

Panel H depicts the results for different motivation types prediction capabilites 

for gender (see table 8). The unstandardized beta (B) show that there is a positive 

relationship between an intrinsic and extrinsic motivation and an employee being a 

woman (ibid) and negative relationship between amotivation and an employee being 

a woman. Furthermore, the odds ratio [Exp(B)] show a 2.6%, 6.4% and -13.2% 

increase in probabilities of employee being a woman if intrinsic motivation, extrinsic 

motivation and amotivantion increase by unit respectively. The intrinsic motivation 

classification value (correct 1) improved by 0.9 percentile from the naïve values 

(correct 0), whereas the extrinsic motivation and amotivation showed no 

improvement, which together with insignificant p-values (sig) concluded in a 

relationship that is insignificant and can not be used by future studies. 

EDUCATION 

Finally, panel I (see table 8) show results on Education. All three motivation 

types resulted in positive unstandardized beta values (B), which indicates that 

employees with higher education would be more motivated. The odds ratios [Exp(B)] 

show that the propability of an employee having a higher education is increased by 

3.8%, 2.8% and 5.1%, if intrinsic motivation, extrinsic motivation and amotivation 

were increased by one unit respectively. The classification values (correct 1) didn’t 

show any improvement on any of the independent variables. In addition, all three 

independent variables resulted in insignificant p-values (sig) and thus the result can 

not be used in future studies. 

To sum up, the results from logistic regression analysis are supporting the 

two hypothesis of the current research.  Furthermore, the results showed that there is 
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some demographics that could be predicted based on employee motivations. In table 

11 the results are depicted based on whether the independent variable showed 

prediction capability and if so what was the relationship like.  

 

Table 11. Summarized results based on their significance and possible 
relationship type 

 



 65 

ANALYSIS AND DISCUSSION 

It is evident that prior studies have resulted in contradictory findings regarding 

the motivation pattern of managers and creative employees. In this chapter I will go 

through the most important results and analyze and discuss their relation to previous 

research. Afterwards I will go through the potential uses of this research before I 

finally shed light on the limitations and suggest further research areas.  

ANALYSIS OF MOTIVATION BETWEEN JOB FUNCTIONS 

Based on the findings of the current research, the motivation pattern of 

managers and creative employees are not very different from each other (see tables 

3 and 8). The relationship resulted to be insignificant between intrinsic motivation and 

job function as well as extrinsic motivation and job function. The statistical testing 

method couldn’t classify these two groups from each other, which means that the 

motivational patterns are similar and one cannot provide proof of one group being 

more intrinsically or extrinsically motivated. This finding supports both of the research 

hypotheses that state that no relationship between motivation and job function should 

be found. However, the results indicate that both managers and creatives are 

strongly motivated by intrinsic motivation although extrinsic motivation is also clearly 

present (see table 3).  

According to the first logistic regression analysis results neither intrinsic 

motivation nor extrinsic motivation is capable of classifying creative employees from 

the managers. The fact that the result is statistically insignificant can be seen 

supporting prior research in that people in general are found to be intrinsically 

motivated due to pursuing to satisfy their psychological needs of growth, well-being 

and integrity (Deci et al., 1999; Deci & Ryan, 2000 a & b). Further support to previous 

studies give the descriptive statistics that show intrinsic motivation being the primary 

motivator regardless of the job function (see table 3). On the other hand these results 

stand in opposition to prior qualitative studies made in the creative industries that find 

creatives being intrinsically motivated and managers extrinsically motivated (Glynn, 

2000; Lampel et al., 2000; Voss et al., 2000; Hackley & Kover, 2007). As mentioned 

these studies were based on qualitative data collection, namely employee interviews, 

and could thus not make a representative general claims. In particular, in these 

studies many of the interviewees mentioned managers being money oriented. This 

claim as such could yield to results that managers care about money and as such 
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are extrinsically motivated. Based on the results of the current research this is 

nevertheless a biased claim, because as much as creatives who work because they 

enjoy their creative tasks, managers can also enjoy working with managerial tasks 

that often entail keeping businesses profitable. Thus both job functions could be, and 

as this research supports, are intrinsically motivated to work on their separate job 

functions. In addition, to the previous studies showing that creative employees are 

intrinsically motivated (Amabile, 1996; Deci et al., 1999; Lampel et al. 2000) this 

research suggest that also managers are intrinsically motivated and should be 

rewarded and incentivized by the same means as the creatives: by increasing 

autonomy, competence and relatedness - the three widely recognized contributors to 

intrinsic motivation (Deci & Ryan, 2000a & b).  

Additionally, not only was the model unable to create a significant relationship 

between motivations and job function but opposite to the prior theories the intrinsic 

motivation seemed to be higher amongst the managers compared to the creatives 

(Glynn, 2000; Lampel et al., 2000). This led to a further investigation of possible 

connections between salary and job function. This showed a strong correlation 

between higher salaries and managerial job functions. This finding is in-line with 

Herzberg (1968) and Maslow (1954) who both suggested that higher level / 

motivation factors are only strived when lower level / hygiene factors have been 

fulfilled. For further research it would be worth investigating the results with salary 

levels taken into considerations. It is also interesting to notice that the means for all 

three external regulation variables are getting mean values between 3.35 and 4.24 

(see table 3) meaning that although generally lower than the values of intrinsic 

motivation variables they are still considerable higher than 1 (ibid). This is slightly 

contradictory to the previous research that considers external rewards of diminishing 

nature towards intrinsic motivation (Deci et al. 1999). This could have been 

supported if the rewards in question had been a so called supplementary rewards to 

intrinsic motivation, such as verbal feedback (ibid), but the fact that all three of the 

external regulation variables are clearly salary related(see Appendix 3-6) would 

propose that these result stand in line with theories of Maslow (1954) and Herzberg 

(1968).  

The third logistic regression made to predict a model for job function 

classification was based on amotivation factor scores. From these results one can 

observe that there is a slightly higher, although insignificant, probability of Creatives 

to be amotivated than managers (see table 8). This is interesting since many theories 

have found intrinsic motivation being of essence for creative tasks and also 
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associated widely with creative employees (Amabile, 1996, Deci et al., 1999; Voss et 

al., 2000; Hackley & Kover, 2007). Based on these theories one would expect that if 

extrinsic motivation doesn’t play a big role in work motivation, one would be inclined 

to choose a job where he can work with intrinsically motivated tasks and not become 

amotivated. Still the results are suggesting, similarly to the above two analyses, that 

the difference between creatives and managers is at most marginal (see tables 8 and 

11).  

These results of amotivation are still overshadowed by the results of 

Crombach’s alpha internal consistency test values that were below acceptable 0.70 

(Tavakol & Dennick, 2011).  As can be seen in the rotated factor matrix (table 4), 

amotivation variables are not the only ones to load highly on this factor but also two 

intrinsic motivation variables give high negative loadings. As stated by prior research, 

all forms of motivation are expected to have high negative loadings if amotivation is 

high (Deci & Ryan, 2000b; Tremblay et al., 2009). Therefore it is peculiar to see that 

all the other variables have received higher positive or lower negative scores, though 

not significant, than intrinsic motivation variables. In other words, if the results had 

been in line with prior SDT research all the other variables except for amotivation 

variables should have scored highly negative correlations and thus none of them 

would have appeared on the amotivation factor. Since this area has not been studied 

widely, further research should be directed to find out if and what are the reasons for 

different intrinsic motivations to score higher negative values on amotivation than 

extrinsic motivation.  

ANALYSIS OF ADDITIONAL RELATIONS BETWEEN MOTIVATIONA AND 

OTHER DEPENDET VARIABLES 

MOTIVATION BETWEEN CULTURES 

Previous research in motivation and different cultures had identified Danish 

employees as most satisfied of all. Also the level of motivation was recognized very 

high (Eskildsen et al, 2004). In contrast to these findings, it was found that Danish 

employees have lower level intrinsic and extrinsic motivation compared to Finnish 

and Swedish employees (see tables 8 and 11). Since only one of them, extrinsic 

motivation, is statistically significant, one could theorize that as an indication of this 

and prior research Danish people are intrinsically motivated at their jobs. One could 

also interpret the results to confirm the previous studies in that this research found 

Danish people as the least amotivated (Eskildsen et al., 2004). This could support 
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the findings that indicate that Danish employees are the most satisfied (ibid). If so, 

further research should be done to investigate if job satisfaction is in fact connected 

to amotivation than it is to being highly intrinsicially or extrinsically motivated.  

 Results regarding estimation probabilities of extrinsic motivation for an 

employee being Finnish turned out to be most significant result in the research (see 

table 11). By using extrinsic motivation to estimate possible cultures the results 

predicted 67% of the respondents correctly. It is 11% increase to the naïve 

classification rate and as such a good result. This was the most significant result of 

the research and would thus support that future research would be aimed at 

discovering the underlining reasons for this result. Especially since Eskildsen et al. 

(2004) find Finnish employees recording higher levels of motivation than job 

satisfaction (see figure 2). A future research could be aimed to explore if there is a 

higher correlation between general job motivation and extrinsic motivation than there 

is of intrinsic motivation and general job motivation. On the other hand Eskildsen et 

al. (2004) find also that Swedish employees scored higher on job motivation than on 

job satisfaction. But since the pattern of extrinsic and intrinsic motivation found in this 

study is not similar amongst Finnish and Swedish people, the aforementioned 

causality suggestion is not very strong. Still this result holds highly interesting 

possibilities for future research for both areas of construction of motivation and for 

cross-cultural differences in the Nordic countries.  

The results on Swedish employees were not supporting the prior research 

either (Eskildsen et al., 2004). A big difference in motivation of Swedish employees 

and Danish employees found by Eskildsen et al. (2004) was not present in this 

research. In fact the answers for questions covering intrinsic and extrinsic motivation 

by Swedish and Danish participants are very close to each other (see table 8). Both 

being significantly not extrinsically motivated compared to Finland and neither 

resulting in significant results on Intrinsic motivation when compared against the 

other two nations (ibid).  

MOTIVATION  BETWEEN SALARY LEVELS, AGE GROUPS AND EXPERIENCES 

As would be expected and what was also shown in the results of the current 

research, salary, age and experience were inherently highly correlated variables (see 

table 10). Congenitally, their logistic regression results and motivation estimation 

capabilities, although both insignificant, were also very much alike (see tables 8 and 

11). The results were insignificant for all the variables and thus cannot be used to 

create further assumptions of their estimation qualities. One can yet see that on 



 69 

almost every variable, longer experience, higher age and higher salary yielded in 

higher motivation, both extrinsic and intrinsic (ibid). The only difference is higher 

salary that resulted in lower extrinsic motivation (ibid). This means that had the 

results been significant, one would be able to say that older people with more 

experience that have higher salary are more motivated than their counterparts except 

for what comes to extrinsic motivation of higher salaries. It is also not a far-fetched 

assumption that these people are correlated with managers. Hence I can gently hint 

that this could further support the hypothesis that creative people are not more 

intrinsically motivated than managers.  

Although prediction capabilities of amotivation are not representative in this 

research, it can be hypothetically said that if they were, they would have supported 

previous researches findings in that the higher salary, the higher job satisfaction and 

motivation (e.g. Lee & Lin, 2014). Also similar indications can be drawn about age 

and intrinsic motivation and experience and intrinsic and extrinsic motivation. On 

contrary what was previously found about the relationship between age and 

motivation and how the nature of motivation is changing when employee gets older 

can not be supported by these results (Clark et al., 1996; Inceoglu et al., 2012). 

Thus, further research is needed to reach scientifically significant results that can be 

used in future research.  

MOTIVATION BETWEEN EDUCATION LEVELS AND GENDER 

Previous researches have found that higher education level would result in 

lower level of motivation (Eskildsen et al. 2004; Tarak, 2012). The results of the 

current research did not support these findings. Even if the results were considered 

as significant the difference would still be only marginal and thus something that 

would be difficult to apply for real life situations (see tables 8 and 11).  

The results of gender estimation capabilities of extrinsic and intrinsic 

motivation, although insignificant, are similar to previous research in that not a major 

difference can be depicted between men and women (see table 8 and 11) 

(Forgionne & Peeters, 1982; Kalkowski, 2004). On the other hand a significant 

difference was noted between likely hood of person being amotivated, results 

showing that men scoring significantly higher on this measure (see table 8). Further 

research would need to be conducted to be able to explain this phenomenon but if 

men have higher average salaries than women, one cannot find support in the 

motivation / hygiene theory either (Herzberg, 1968). 
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The results and analyses chapters have illustrated the difficulty of employee 

motivation research. As shown in the background studies a lot of research has been 

already done in work motivation (see e.g. Deci et al., 1999). However, the results of 

the current research that showed several insignificances and controversies 

compared to the previous studies have shown that there is a long way to go until we 

know enough of this topic. These results, nevertheless, work as a good indicative 

results for future studies as well as business leaders planning on rewarding his/her 

employees. In the following chapters some of these uses and future studies will be 

suggested before rounding off with limitations and conclusion. 
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POTENTIAL OF USES 

How to motivate intrinsically motivated employees? The uses of the results 

are multifold. First, WEIMS was developed to estimate the work motivation of 

individuals and as such it has proven to serve it’s purpose (Tremblay et al., 2009). 

These results of employee motivation from two different job functions can be used to 

show a potential trend amongst creative industry employees (see table 8). In addition 

the results will give new knowledge that can be used in marketing industry firms 

when planning incentives and rewards for employees as well as in the process of 

ensuring a job retention, employee engagement and general well being of employees 

(Deci et al., 1999; Gagne & Forest, 2008). High scores on Intrinsic motivation as well 

as on self determinant levels of extrinsic motivation (see table 3) indicate that 

employees of marketing agencies should be rewarded with incentives such as higher 

level of autonomy, possibilities for further development of skills and tasks that they 

can identify as important for themselves rather than better salary, better working 

conditions or status, all factors related to extrinsic motivation (Deci & Ryan, 2000a, 

Gagne & Deci, 2005; Tremblay et al., 2009). 

Second, this research can be used to spur further the motivation research in 

the creative industries and as such it has brought its contribution by adding a useful 

tool, WEIMS, to creative industry research toolbox. In this regard a significant results 

need to be achieved until research can be fully used and thus to expand the current 

topic to larger sample size offers a potential and most likely a fruitful research topic. 

Further, as previous said, prior research has found that managers’ and creative 

employees’ motivation originate from different sources (see e.g. Lampel et al., 2000). 

The results of this research stands in contradiction with this claim in that it finds that 

both groups are motivated intrinsically and there is no relationship between different 

motivation and job functions (see tables 8 and 11). What became apparent at the 

discussion amongst the employees of marketing agencies when designing the 

questionnaire as well as when looking at the number of answers that replied to have 

both had managerial and creative responsibilities, is that possibly marketing 

agencies are a special case where managers have either been largely involved in 

creative tasks or they might still be heavily involved despite also having a managerial 

role. In order to confirm these results, a further research in other areas of creative 

industries is encouraged. 
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Third area of potential uses of this research is to use it in addition to other 

already existing studies. The supplementary research results can be used the least 

and an inspiration and as a starting point for future research in the various areas of 

motivation. When comparing the results of this research to previous ones, many of 

them, including the most significant one concerning motivational differences between 

different cultures (see table 8 and 11), are indicating that motivation as a research 

field might be in the very beginning and having very few certainties in which the 

research community is agreeing unanimously.  
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LIMITATION AND FURTHER RESEARCH 

This research has several limitations and thus it leaves a door open for a 

numerous of future research topics. This research found, and is supported by many 

prior researches (see e.g. Deci et al., 1999; Deci & Ryan, 2000a), that creative 

employees like managers are equally motivated by intrinsic motivation (see tables 2 

and 8). But as Hackley & Kover (2007) suggest that marketing agencies might be a 

special case in the wide array of industries in that they are known for not having a 

division of labour (Scott and Davis, 2007). This means that in many cases marketing 

agency managers would have been highly involved in tasks such as creative task 

execution or account management in the beginning of their careers and therefore 

could possibly hold a different motivation to work in at their current job than a 

manager in another industry. For reasons like this creative industries are a special 

case amongst traditional industries and the results can not be generalized (Caves, 

2000). This suggests that further research amongst creative industries as well as 

amongst other industries is encouraged to test whether these results can be imitated 

and generalized. Further it would be useful to compare the results among managers 

who have a background in the creative side against managers who have purely 

managerial relationship to the firm to uncover possible, aforementioned, differences 

(Hackley & Kover, 2007).  

Another limitations raises itself from the study method, which include only one 

type of measure, a self-reporting measure, and thus exposes the results to common-

method variance, which could lead to skewness in the results between work 

motivation and demographic variables (Tremblay et al., 2009). Although previous 

studies suggest that three questions per motivation type is suitable enough to have 

fulfilled the diversity requirement of measure, it could be that the variability of 

questions was too limited and thus support for these results is much needed (ibid). 

This could be done by conducting another study with another method, such as peer-

review, in juxtaposition to self-assessment questionnaire.  

In relation to common method bias another interesting limitation occurs due to 

socially desired behavior. Socially desired behavior is a problem when it is expected 

that a person is aware of what is being researched and what is a socially desired 

result (Tremblay et al., 2009). In this research the purpose of the study was clearly 

brought forward in the questionnaire design (see appendices 3-6). Furthermore, 

based on the fact that creative industries are characterized by high level of unpaid 
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internships and insecurity of employmentship (Menger, 1999; Caves, 2000; Lampel 

et al., 2000), it can be suggested that the respondents expect certain motivations, 

such as “Because I derive much pleasure from learning new things”, to be more 

desired than others, such as “for the income it provides me”. This awareness might 

have resultet in higher answers on intrinsic motivation and lower answers on extrinsic 

variables denoting to low answers on aberrant claims, amotivation and turnover 

intentions. One way to tackle the problem of socially desired replies would be, 

similarly to common method, to conduct a concurrent questionnaire with implicit 

answer options and make a comparison between these two.  

Another interesting area for potential future researches are external factors 

and their influence on motivation. It has been shown in previous studies that external 

factors are highly influential when it comes to motivating employees (see e.g. 

Amabile, 1997; Gagne & Deci, 2005). The complication to study this in regard with 

managers is that one of the most important factors effecting the motivation has been 

shown to be encouragement / critique from superior personnel. In case of 

management there is no superior personnel providing either encouragement or 

critique. To follow the organizational attributes used by Amabile (1997) one could, 

nevertheless, study the effects of external forces by utilizing factors such as 

organizational encouragement, freedom, sufficient resources and work group support 

in order to shed light on some prominent external influencers of employee motivation. 
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CONCLUSION 

The aim of this research was to present the potential difference in motivation 

amongst managers and creative employees in marketing agencies. This study finds 

that there is no relationship between intrinsic motivation and job function or extrinsic 

motivation and job function. 

 After a comprehensive look into the background literature of creative 

industries it is apparent that it is a special case compared to traditional industries 

such as retailing or manufacturing industry. Based on previous research in work 

motivation there is no coherence amongst researchers on employee motivations of 

managers and creatives in creative industries. However this research suggests, 

based on wide sample of back ground literature that creative employees as well as 

managers are generally ought to be intrinsically motivated.  

In order to investigate the research hypothesis and the research question, a 

widely tested motivation research framework (WEIMS) was used. The framework as 

a part of a larger questionnaire was distributed to 109 employees in 36 marketing 

agencies in Finland, Sweden and Denmark. The qualified 107 answers were then 

dealt into factors by using factor analysis data reduction method. The final stage of 

the research was to investigate the potential differences between managers and 

creative employees by using a logistic regression analysis to show the estimation 

capability of these two groups. These results were as hypothesized showing that 

motivation can not be used to estimate whether an employee is a manager or a 

creative (see tables 8 & 11). Further these results were supported by descriptive 

statistics showing that both employee groups we highly intrinsically motivated (see 

table 3). If anything, the results were actually showing a slight tendency of managers 

to be more intrinsically motivated than creative employees. The results were, though, 

scientifically insignificant and thus conclusive interpretations cannot be made before 

further research with a larger sample has been conducted. The results were 

encouraging but should be extended to reach a larger sample size. In addition to the 

further extended research in marketing industry this framework should be used in 

other creative industry firms as well as firms from traditional industries to further 

consolidate the results. 

In addition to the results on job function, several other logistic regression 

analyses were conducted on various demographic variables, such as age, culture, 
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salary and gender with interesting results. Some of them such as cultural difference 

between Finland and the other two countries were highly significant and as such 

would work as a good starting point for further research.  

These results can benefit both, researchers trying to find a potential research 

area in motivation or creative industries, as well as companies that are planning and 

executing incentives for their employees. Based on this research incentives for 

managers and creatives alike, should be supporting intrinsic motivation. 



 77 

BIBLIOGRAPHY 

 

Amabile, T. (1983b). The social psychology of creativity, Journal of Personality and Social 

Psychology, vol. 45, no. 2, pp. 357-376. 

 

Amabile, T.M. (1996). Creativity in context. Westview Press. 

 

Amabile, T. M., Hill, K. G., Hennessey, B. A., & Tighe, E. M. (1994). The Work Preference 

Inventory: assessing intrinsic and extrinsic motivational orientations. Journal of personality 

and social psychology, 66(5), 950. 

 

Amabile, T. M., Conti, R., Coon, H., Lazenby, J., & Herron, M. (1996). Assessing the work 

environment for creativity. Academy of management journal, 39(5), 1154-1184. 

 

Amabile, T. (1997). Entrepreneurial creativity through motivational synergy. The Journal of 

Creative Behavior, 31(1), 18-26. 

 

Anderson, J. A. (1982). Logistic regression. Handbook of Statistics. North-Holland, New 

York, 169-191. 

 

Bandura, A. (1986). Social foundations of thought and action. Englewood Cliffs, NJ, 1986. 

 

Barnes-Farrell, J., & Matthews, R. (2007). Age and work attitudes. Aging and work in the 

21st century, 139-162. 

 

Barron, F. (1955). The disposition toward originality. The Journal of Abnormal and Social 

Psychology, 51(3), 478. 

 

Barron, F. (1968). Creativity and personal freedom. New York. Van Nostrand’ 

 

Beavers, A. S., Lounsbury, J. W., Richards, J. K., Huck, S. W., Skolits, G. J., & Esquivel, S. 

L. (2013). Practical considerations for using exploratory factor analysis in educational 

research. Practical assessment, research & evaluation, 18(6), 1-13. 

 

Bell, S. M., McCallum, R. S., & Cox, E. A. (2003). Toward a Research-Based Assessment of 

Dyslexia Using Cognitive Measures to Identify Reading Disabilities. Journal of learning 

disabilities, 36(6), 505-516. 

 

Bilton, C. & Leary, R. (2002). What can managers do for creativity? Brokering creativity in 

the creative industries. International Journal of Cultural Policy. 8(1) 

 

 

Bilton, C. (2007). Management and creativity: From creative industries to creative 

management. Blackwell Publishing. 

 

Blaikie, N. (2003). Analyzing quantitative data: From description to explanation. Sage. 

 

Blais, M., Lachance, L., Vallerand, R., Brie`re, N. & Riddle, A. (1993). The Blais Inventory 

of Work Motivation [French]. Revue Que´- be´coise de Psychologie, 14, pp. 185–215. 

 

Boden, M. A. (Ed.). (1996). Dimensions of creativity. MIT Press. 



 78 

 

Boström, J., & Johansson, T. (2011). Sjuksköterskors motivation och inställning till att arbeta 

på två olika avdelningar. 

 

Bourdieu, P. (1984). Distinction: A social critique of the judgement of taste. Harvard 

University Press. 

 

Bradley, W., & Mannell, R. C. (1984). Sensitivity of intrinsic motivation to reward procedure 

instructions. Personality and Social Psychology Bulletin, 10(3), 426-431. 

 

Brewer J. (2003). Qualitative Research. In Miller, R. & Brewer, J., The A-Z of social 

Research, SAGE Research Methods.   

 

Caves, R. (2000). Creative Industries: Contracts between art and commerce, Harvard 

University Press, Cambridge, Mass, USA. 

 

Clark, A., Oswald, A., & Warr, P. (1996). Is job satisfaction U‐ shaped in age?. Journal of 

occupational and organizational psychology, 69(1), 57-81. 

 

Costello, A. B., & Osborne, J. W. (2011). Best practices in exploratory factor analysis: four 

recommendations for getting the most from your analysis. Pract Assess Res Eval 2005; 10. 

pareonline. net/getvn. asp, 10, 7. 

 

Crutchfield, R. (1962). Conformity and creative thinking. In Gruber, H., Terrell, G. & 

Wertheimer, M. (Eds.), Contemporary approaches to creative thinking. New York: Atherton 

Press. 

 

Deci, E. (1971). Effects of externally mediated rewards on intrinsic Motivation, Journal of 

Personality and Social Psychology, 18, pp. 105–115. 

 

Deci, E. L. (1976). Notes on the theory and metatheory of intrinsic motivation. Organizational 

Behavior and 

Human Performance, 15, 130–145. 

 

Deci, E. L., Cascio,W. F., & Krusell, J. (1975). Cognitive evaluation theory and some 

comments on the Calder and 

Staw critique. Journal of Personality and Social Psychology, 31, 81–85. 

 

Deci, E. L., & Ryan, R. M. (1980). The empirical exploration of intrinsic motivational 

processes. Advances in experimental social psychology, 13, 39-80. 

 

Deci, E. & Ryan, R. (1985). The general causality orientations 

scale: Self-determination in personality, Journal of Research in Personality, 19, pp. 109–134. 

 

Deci, E. & Ryan, R. (2000a). Self-determination theory and the facilitation of intrinsic 

motivation, social development and well-being, American psychologist, vol. 55, no. 1, pp. 68-

78. 

 

Deci, E. & Ryan, R. (2000b). The “What” and “Why” of Goal Pursuits: 

Human Needs and the Self-Determination of Behavior, Psychological inquiry, vol. 11, no. 4, 

pp.227-268. 

 

Deci, E. Ryan, R. & Koestner, R. (1999). A meta-analytic review of experiments examining 

the effect of extrinsic rewards on intrinsic motivation, Psychological bulletin, vol 125, No 

6,pp. 627-668. 



 79 

 

De Winter, J. C. F., Dodou, D., & Wieringa, P. A. (2009). Exploratory factor analysis with 

small sample sizes. Multivariate Behavioral Research, 44, 147-181. 

 

Dweck, C. (1986). Motivational processes affecting learning. American psychologist, 41(10), 

1040. 

 

Dysvik, A. & Kuvaas, B. (2011). Intrinsic motivation as a moderator on the relationship 

between perceived job autonomy and work performance, European Journal of Work and 

Organizational Psychology, vol. 20, no. 3, pp. 367-387. 

 

Eagly, A. H., Karau, S. J., Miner, J. B., & Johnson, B. T. (1994). Gender and motivation to 

manage in hierarchic organizations: A meta-analysis. Leadership Quarterly, 5(2), 135-159.  

 

Eisenberger, R., & Armeli, S. (1997). Can salient reward increase creative performance 

without reducing intrinsic creative interest?. Journal of personality and social psychology, 

72(3), 652. 

 

Eskildsen, J. K., Kristensen, K., & Westlund, A. H. (2004). Work motivation and job 

satisfaction in the Nordic countries. Employee relations, 26(2), 122-136. 

 

EU, (2012). European agenda for culture: work plan for culture 2011-2014, April 2012. 

 

Evans, J. R. (1991). Creativity in MS/OR: Creative thinking, a basis for MS/OR problem 

solving. Interfaces, 21(5), 12-15. 

 

Fernet, C. (2010). Development and validation of the work role motivation scale for school 

principals (WRMS-SP). Educational Administration Quarterly. 

 

Forgionne, G.A. and Peeters, V.E. (1982). Differences in job motivation and satisfaction 

among female and male managers. Human Relations, 35, 101-18.  

 

Freud, S. (1915). Thoughts for the times on war and death. Standard edition, 14(27), 3-302. 

 

Friedman, M. (1970). The Social Responsibility of Business is to Increase its Profits, The new 

york times magazine, September 13, The new york times company. 

 

Gagne, M. & Deci, E. (2005). Self-determination theory and work Motivation, Journal of 

organizational behavior, 26, pp. 331-362. 

 

Gagné, M., & Forest, J. (2008). The study of compensation systems through the lens of self-

determination theory: Reconciling 35 years of debate (Vol. 49, No. 3, p. 225). Educational 

Publishing Foundation. 

 

Garwood, J. (2006). Quantitative research. The SAGE Dictionary of Social Research 

Methods, 251-252. 

 

Gillet, N.,  Huart, I.,  Colombat, P. & Fouquereau, E. (2013). Perceived organizational 

support, motivation, and engagement among police officers, Professional Psychology: 

Research and Practice, vol. 44, no. 1, pp. 46-55 

 

 

Glynn, M. (2000). When Cymbals Become Symbols: Conflict Over Organizational Identity 

Within a Symphony Orchestra, Organization science, vol. 11, no. 3, pp. 258-298. 

 



 80 

Gordon, W. (1961). Synectics: The development of creative capacity. 

 

Gujarati, D.N. (2003). Basic Econometrics. New York: McGraw Hill Book Co  

 

Gupta, M., & Gehlawat, M. (2013). Job Satisfaction and Work Motivation of Secondary 

School Teachers in Relation to Some Demographic Variables: A Comparative Study. 

Educationia Confab, 2(1), 10-19. 

 

Hackley, C. (2003). ‘We Are All Customers Now...’Rhetorical Strategy and Ideological 

Control in Marketing Management Texts*. Journal of Management Studies, 40(5), 1325-

1352.  

 

Hackley, C., & Kover, A. J. (2007). The trouble with creatives: Negotiating creative identity 

in advertising agencies. International Journal of Advertising, 26(1), 63-78. 

 

Harter, S. (1978). Effectance motivation reconsidered. Toward a developmental model. 

Human development, 21(1), 34-64. 

 

Heckhausen, J. (1997). Developmental regulation across adulthood: primary and secondary 

control of age-related challenges. Developmental psychology, 33(1), 176. 

 

Heikkil , T. (1998). Tilastollinen tutkimus. Helsinki: Edita. 

 

Herzberg, F. (1968). One more time: how do you motivate employees? Harvard Business 

Review, 43, pp. 53–62. 

 

Hesmondhalgh, D. (2002): The Cultural Industries, London, SAGE. 

 

Hesmondhalgh, D. & Pratt, A. (2005). Cultural industries and cultural policy, International 

journal of cultural policy, vol. 11, no. 1, pp.1-14. 

 

Hirsch, P. M. (1972). Processing fads and fashions: An organization-set analysis of cultural 

industry systems. American journal of sociology, 639-659. 

 

Hull, C. (1943). Principles of behavior. 

 

Inceoglu, I., Segers, J., & Bartram, D. (2012). Age‐ related differences in work motivation. 

Journal of Occupational and Organizational Psychology, 85(2), 300-329. 

 

Ishfaq, A., Nawaz, M.,  Iqbal, N., Imran, Al., Shaukat, Z. & Usman, A, (2010). Effects of 

motivational factors on employees’ job satisfaction a case study of University of the Punjab, 

Pakistan. International Journal of Business and Management 

 

Kalkowski, K. L., & Fritz, S. M. (2004). A Survey of Gender-Related Motivation Studies. 

Journal of Leadership Education, 3(2), 19-34. 

 

Kanfer, R., & Ackerman, P. L. (2004). Aging, adult development, and work motivation. 

Academy of management review, 29(3), 440-458. 

 

Kawashima, N., & Shiomi, K. (2007). Factors of the thinking disposition of Japanese high 

school students. Social Behavior and Personality: an international journal, 35(2), 187-194. 

 

King, J. A. (1970). Ecological psychology: An approach to motivation. In Nebraska 

Symposium on Motivation (Vol. 18, pp. 1-33). 

 



 81 

Kline, T. (1999). The team player inventory: Reliability and validity of a measure of 

predisposition toward organizational team-working environments. Journal for specialists in 

Group Work, 24(1), 102-112. 

 

Klein, N. (2001). No Logo: No Space. No Choice. No Jobs, new ed. 

 

Koivula, L, (2010). Oikeudenmukaisesti toimiva organisaatio työmotivaation lähteenä?. 

University of Helsinki 

 

Kroonenberg, P. (2004). Principal componen analysis. In Lewis-Beck, M., Bryman, A. E., & 

Liao, T. F. The Sage encyclopedia of social science research methods. Sage Publications. 

 

Lampel, J., Lant, T. & Shamsie, J. (2000). Balancing Act: Learning from organizing activities 

in Cultural industries, Organization Science, vol. 11, no. 3,pp. 263–269. 

 

Latham, G. P., & Pinder, C. C. (2005). Work motivation theory and research at the dawn of 

the twenty-first century. Annu. Rev. Psychol., 56, 485-516. 

 

Lash, S., & Urry, J. (1994). Economies of signs and space Sage. LondonLashEconomies of 

signs and space1994. 

 

Lee, Y. J., & Sabharwal, M. (2014). Education–Job Match, Salary, and Job Satisfaction 

across the Public, Non-Profit, and For-Profit Sectors: Survey of recent college graduates. 

Public Management Review, (ahead-of-print), 1-25. 

 

Locke, E. A. (1996). Motivation through conscious goal setting. Applied and Preventive 

Psychology, 5(2), 117-124. 

 

Lorenzen, M., & Frederiksen, L. (2005). The management of projects and product 

experimentation: examples from the music industry. European Management Review, 2(3), 

198-211. 

 

Maslow, A. (1954). Motivation and personality. New York: Harper & Row. 

 

Maslow, A. (1968). Toward a Psychology of Being. Wiley 

 

Mackinnon, D. W. (1965). Personality and the realization of creative potential. American 

Psychologist, 20(4), 273. 

 

Maehr, M. L., & Kleiber, D. A. (1981). The graying of achievement motivation. American 

psychologist, 36(7), 787. 

 

McClelland, D. C. (1971). Assessing human motivation. General Learning Press. 

 

McDougall, W. (1908). An introduction to social psychology. Methuen, London. 

 

McLean, L. (2005). Organizational Culture’s Influence on Creativity and Innovation: A 

Review of the Literature and Implications for Human Resource Development. Advances in 

Developing Human Resources, 7(2), 226-246. 

 

Mednick, S. (1962). The associative basis of the creative process. Psychological review, 

69(3), 220-232 

 

Mellström, C., & Johannesson, M. (2008). Crowding out in blood donation: was Titmuss 

right?. Journal of the European Economic Association, 6(4), 845-863. 



 82 

 

Menger, P. M. (1999). Artistic labor markets and careers. Annual review of sociology, 541-

574. 

 

Miles, M. B. & Huberman, A. M. (1994): Qualitative Data Analysis: An expanded 

Sourcebook, 2
nd

 edition, SAGE publications Ltd., London  

  

Miner, J. B. (1974b). Motivation to manage among women: Studies of college students. 

Journal of Vocational Behavior, 5, 241-250.  

 

Moeran, B. & Strandgaard, J. P. (2011): Negotiating values in the creative industries: fairs, 

festivals and competitive events. Cambridge university press, UK. 

 

Moran, C. M., Diefendorff, J. M., Kim, T. Y., & Liu, Z. Q. (2012). A profile approach to self-

determination theory motivations at work. Journal of Vocational Behavior, 81(3), 354-363. 

 

Moisio, E., Lempiälä, T., & Haukola, T. (2009). Palkitseminen ja innovatiivisuus: 

tutkimustuloksia ja havaintoja rahallisesta palkitsemisesta innovatiivisilla työpaikoilla. Työ-ja 

elinkeinoministeriö. 

 

Murray, H. A. (1938). Explorations in personality. 

 

Newell, A. & Simon, H. (1972). Human problem solving. Englewood Cliffs, N.J.: Prentice-

Hall, 

 

Newell, A., Shaw, J. & Simon, H. (1962) The processes of creative thinking. in H. Gruber, G. 

Terrell, & M. Wertheimer (Eds.), Contemporary approaches to creative thinking. New York: 

Atherton Press. 

 

Ng, T. W., & Feldman, D. C. (2010). The relationships of age with job attitudes: a 

meta‐ analysis. Personnel Psychology, 63(3), 677-718. 

 

Nummenmaa,  . (200 ).   ytt ytymistieteiden tilastolliset menetelm t. Helsinki: Tam- mi.  

 

Nunnaly, J. (1978). Psychometric theory. New York: McGraw-Hill. 

 

Nunnally, J. C., & Bernstein, I. H. (1994). Psychological theory.  

 

Osborn, A. (1963). Applied imagination. New York, Scribner. 

 

Padmaja, K. V., Bhar, S., & Gangwar, S. (2013). Work Experience, Motivation and 

Satisfaction—Do they go together?. Journal of Institute of Public Enterprise, 36. 

 

Marjorie A. Pett, Nancy R. Lackey, & John J. Sullivan. (2003). Making sense of factor 

analysis: The use of factor analysis for instrument development in health care research. Sage. 

 

Pinder, C. C. (1998). Motivation in work organizations. Upper Saddle River, NJ. 

 

Pittman, T. S., Emery, J. & Boggiano, A. K. (1982). Intrinsic and extrinsic motivational 

orientations: Reward-induced changes in preference for complexity. Journal of Personality 

and Social Psychology, 42(5), 789. 

 

Porter, L. & Lawler, E. (1968). Managerial attitudes and performance. Homewood, IL: Irwin-

Dorsey. 

 



 83 

Prien, K., Pitts, S. & Kamery, R. (2004). Job satisfaction in older workers: the case of a 

garment manufacturing company in Northwest Arkansas. Journal of Organizational Culture, 

Communications and Conflict, 8(1), 35. 

 

Rogers, C. (1954). Towards a theory of creativity. ETC: A review of general semantics, 11, 

249-260 

 

Runco, M. & Pritzker, S. (Eds.). (1999). Encyclopedia of creativity (Vol. 2). Elsevier. 

 

Ryan, R. M. (1995). Psychological needs and the facilitation of integrative 

processes. Journal of Personality, 63, 397–427. 

 

Ryan, R. M., & Connell, J. P. (1989). Perceived locus of causality and internalization: 

examining reasons for acting in two domains. Journal of personality and social psychology, 

57(5), 749. 

 

Ryan, R. M., Connell, J. P., & Deci, E. L. (1985). A motivational analysis of self-

determination and self-regulation in education. Research on motivation in education: The 

classroom milieu, 2, 13-51. 

 

Sarker, S., Crossman, A., & Chinmeteepituck, P. (2003). The relationships of age and length 

of service with job satisfaction: an examination of hotel employees in Thailand. Journal of 

Managerial Psychology, 18(7), 745-758. 

 

Schawlow, A. (1997). Motivating creativity in organizations. 

 

Scott,W. E. (1975). The effects of extrinsic rewards on ‘intrinsic motivation’: a critique. 

Organizational Behavior and Human Performance, 14, 117–129. 

 

Seltzer, K., & Bentley, T. (1999). The creative age: knowledge and skills for the new 

economy. Demos. 

 

Sharma, S. Applied multivariate techniques, (1996). USA, John Wiley& Sons. 

 

Skinner, B. F. (1953). Science and human behavior. Simon and Schuster. 

 

Skinner, E. (1996): A guide to constructs of control. Journal of personality and social 

psychology, vol. 71, no. 3, 549. 

 

Sousa-Poza, A., & Sousa-Poza, A. A. (2000). Well-being at work: a cross-national analysis of 

the levels and determinants of job satisfaction. The journal of socio-economics, 29(6), 517-

538. 

 

Steers, R. M., Porter, L. W., & Bigley, G. A. (1996). Motivation and leadership at work. 

McGraw-Hill. 

 

Sternberg, R. J. (Ed.). (1999). Handbook of creativity. Cambridge University Press. 

 

Sternberg, R. J., & Lubart, T. I. (1999). The concept of creativity: Prospects and paradigms. 

Handbook of creativity, 1, 3-15. 

 

Tabachnick, B. G., & Fidell, L. S. (2001). Using multivariate statistics. 

 



 84 

Tarak, P. (2012). The Impact of Age and Education on the Level of Satisfaction and 

Motivation Among Employees.The IUP Journal of Management Research, Vol. XI, No. 1, 

pp. 29-37. 

 

Tavakol, M. & Dennick, R. (2011). Making sense of Cronbach's alpha. International journal 

of medical education, 2, 53. 

 

Taylor, I. M., Ntoumanis, N., & Standage, M.(2008). A self-determination theory approach to 

understanding antecedents of teachers' motivational strategies in physical education. 

 

Throsby, D. (2008). Modelling the cultural industries. International journal of cultural policy, 

14(3), 217-232. 

 

Titus, P. A. (2007). Applied creativity: The creative marketing breakthrough model. Journal 

of Marketing Education, 29(3), 262-272. 

 

Tremblay, M., Blanchard, C., Taylor, S., Pelletier, L. & Villeneuve, M. (2009): Work 

Extrinsic and Intrinsic Motivation Scale: Its Value for Organizational Psychology Research, 

Canadian journal of behavioral science. vol. 41, no. 4, pp. 213-226. 

 

Ushioda, E. (2011). Language learning motivation, self and identity: current theoretical 

perspectives. Computer Assisted Language Learning, 24(3), 199-210. 

 

Vallerand, R. J., & Ratelle, C. F. (2002). Intrinsic and extrinsic motivation: A hierarchical 

model. Handbook of self-determination research, 128, 37-63. 

 

Velicer, W. F., & Fava, J. L. (1998). Effects of variable and subject sampling on factor 

pattern recovery. Psychological Methods, 3(2), 231-251. 

 

Voss, G., Cable, D. & Voss, Z. (2000). Linking Organizational Values to Relationships with 

External Constituents: A Study of Nonprofit 

Professional Theatres, Organization science, vol. 11, no. 3, pp. 330-347. 

 

Vroom, V. H. (1964): Work and motivation. New York: Wiley. 

 

Walker, S. H., & Duncan, D. B. (1967). Estimation of the probability of an event as a 

function of several independent variables. Biometrika, 54(1-2), 167-179. 

 

Wharton, A. S., Rotolo, T., & Bird, S. R. (2000, March). Social context at work: A multilevel 

analysis of job satisfaction. In Sociological Forum (Vol. 15, No. 1, pp. 65-90). Kluwer 

Academic Publishers-Plenum Publishers. 

 

White, R. W. (1959). Motivation reconsidered: the concept of competence. Psychological 

review, 66(5), 297. 

 

Whitley, R. (2006). Project-based firms: new organizational form or variations on a theme?. 

Industrial and corporate change. 15(1), 77-99. 

 

Wickelgren, W. (1979). Cognitive psychology. In Amabile, (1983b). The social psychology 

of creativity, Journal of Personality and Social Psychology, vol. 45, no. 2, pp. 357-376. 

 

Williamson, J. (1978). Decoding advertisements (Vol. 4). London: Marion Boyars. 

 



 85 

Williams, G. C., Grow, V. M., Freedman, Z. R., Ryan, R. M., & Deci, E. L. (1996). 

Motivational predictors of weight loss and weight-loss maintenance. Journal of personality 

and social psychology, 70(1), 115. 

 

Winston, A. S., & Baker, J. E. (1985). Behavior analytic studies of creativity: A critical 

review. The Behavior Analyst, 8(2), 191. 

 


