Journal of Creativity 33 (2023) 100059

journal homepage: www.elsevier.com/locate/yjoc

Contents lists available at ScienceDirect

Journal of Creativity

The value of creativity: A scoping review

Michelle Leanne Oppert®"%*, Valerie O’Keeffe?, Markus Sgbstad Bensnes¢, Alin L. Grecu®,

David H. Cropley®f

2 University of South Australia, STEM, Australia

b University of South Australia, Centre for Workplace Excellence, Australia

¢ University of South Australia, Justice and Society, Australia

d Flinders University, College of Business, Government and Law, Australia

¢ The American University of Paris, France

f University of South Australia, Centre for Change and Complexity in Learning, Australia

l.)

Check for
| updates

ARTICLE INFO ABSTRACT

Keywords: Growing rhetoric from industry-based white papers and global reports states that creativity is a vital skill for the
Creativity future of work. However, despite centuries of study and debate, there remains a lack of consensus on the exact
Extrinsic nature of the value of creativity. This scoping review followed the PRISMA-ScR guidelines with the objective of
i;‘?;i:temal reviewing and describing the literature since 1980 to find a consensus description of the value of creativity. This

review identifies a three-factor typology comprising extrinsic, instrumental, and intrinsic-inherent value as value
construct propositions. The synthesis of the reviewed literature (N = 86), including a high Cohen’s Kappa for
interrater agreement on the articles (x = 0.993), found that the value of creativity is predominantly instrumental
and functions as a tool for achieving both extrinsic and intrinsic-inherent outcomes. This review sharpens the
understanding of creativity, primarily in the subject matter area of business and workforce, by creating a value-
informed basis that may be valuable for practitioners, scholars, and policymakers responsible for bolstering the
rationale for a renewed focus on creativity as a vital 21st Century skill. Future research and limitations are
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discussed.

Introduction

It is now widely accepted that future human endeavours must be cre-
ative to solve global, wicked problems like climate change, pandemics,
inequities, and food security (see Elia & Margherita, 2018; Fields et al.,
2021; Lehtonen et al., 2019). Similarly, discussions of globalization, the
digital economy, and the changing nature of work and workplaces cite
creativity as an essential response (see Schwartz et al., 2019, for a syn-
opsis). Indeed, creativity is now an accepted part of a global conversa-
tion about the future of work (Organization for Economic Co-Operation
& Development, 2018; World Economic Forum [WEF], 2020a; 2020b;
2020c¢).

However, despite centuries of study and debate (Runco & Al-
bert, 2010), there remains a lack of consensus on the exact nature of
the value of creativity. Recently, scholars have debated including value
in the definition of creativity; however, there is issue with these def-
initions being useful to a variety of stakeholders (Harrington, 2018;
Weisberg, 2015). If creativity is to function as a solution to the chal-
lenges of globalization, change, and the future of work, it is vital
that stakeholders, including educators, scholars, policymakers, and end-
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users understand exactly what value creativity offers. To that end, the
following scoping review examines four decades of creativity literature
with the goal of finding a consensus description of the value of creativity.

Defining creativity

Early literature focused on creativity in a variety of ways: as a gift
from the Gods, as a matter of nature versus nurture, as a form of deviance,
and typically always in a gendered (i.e., male) context (Becker, 2011).
Pre-20th-century understandings of creativity also typically lacked rig-
orous methodology, academic specialization, and the application of
experimental techniques (Becker, 2011). Scholars’ attempts to further
develop the understanding of creativity have ebbed and flowed over
time. Guildford (1950), driven by a desire to address the role of cre-
ativity as a component of human intellect, pioneered the push for
a rigorous, evidence-based and modern definition of creativity. Over
more than seven decades, psychological creativity research has estab-
lished that creativity can be understood in terms of four key facets
or perspectives: personal properties (including, for example, personal-
ity and motivation); cognitive processes (including convergent and di-
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vergent thinking); environmental factors (for example, organizational
climate and culture) and the nature of creative outcomes (for exam-
ple, solutions or products). Rhodes (1961) is usually credited with this
4Ps model, and each of these lenses has been extensively studied in
the years since. Runco and Jaeger (2012) cited a history of authors
and concepts, and noted that Stein (1953) and Barron (1955) first
discussed usefulness and novelty as essential elements of a creative
product. Cummings (1965) and Scott (1965) first explored creativ-
ity and factors associated with organizational climate and culture.
Crutchfield (1962) did early work on the impact of personal properties
such as extrinsic motivation on creativity, while Guilford (1950) first
suggested that divergent thinking was an essential, and neglected, cog-
nitive process essential for creativity.

While many scholars seek to understand creativity through the scien-
tific method, it cannot be separated entirely from socio-cultural factors.
Florida (2002, 2012) argued that creativity is our society’s most valu-
able resource, with creatives becoming the dominant class in the 21st
century. Florida defined the creative class as "scientists, engineers, uni-
versity professors, poets, novelists, artists, entertainers, actors, design-
ers, and architects" (2012, p. 38). These specialists produce transferrable
and useful new forms or designs.

Thanks to Guilford’s (1950) push to understand creativity as a com-
ponent of human intellect, and to the subsequent decades of rigorous
research in educational psychology, creativity now has what is widely
accepted as a stable definition. Plucker et al. (2004) defined creativity
as "the interaction among aptitude, process, and environment by which
an individual or group produces a perceptible product that is both novel
and useful" (2004, p. 90). However, while this definition sets out, very
clearly, what creativity is, the definition still fails to address what cre-
ativity does, in other words: its value. The current definition still fails to
answer the question: what is the value of creativity?

The notion of value

Long considered in the context of the individual, value focuses on
general beliefs and desirable behaviors, often in a hierarchical struc-
ture (see Feather, 2003; Schwartz, 1996). Scholars have attempted to
define value in a general sense, ranging from clear descriptions such
as Braithwaite and Scott’s (1991) definition that value is presumed to
capture individual and social aspirations, to attempts to attach value to
constructs that fit individual and social worldviews and historical ide-
ologies (see Rohan, 2000). In its simplest form, value is how desirable
something is, often stated in terms of its usefulness or exchangeability
for something worth the cost (Collins, 2016).

Extrinsic and Intrinsic value have been debated throughout history
(Rgnnow-Rasmussen, 2015). Intrinsic value refers to value for its own
sake (Bradley, 2013b). In other words, an object can have intrinsic value
"derived from pleasure gained in the mere performance of the activity"
(Reeve, 2001, p. 263). Pearson (2020), for example, noted that an object,
like a painting, only has inherent (i.e., intrinsic) value if it is pleasurable,
not if it serves an extrinsic function.

Harold (2005) debated extrinsic value from a moral philosopher’s
perspective, concluding that intrinsic value provides a foundation upon
which other values (i.e., extrinsic value) can be justified: “If the intrinsic
value is no longer valued, or the connection is severed, then the extrinsic
value loses its justification” (Harold, 2005, p. 89). Extrinsic value comes
from outcomes such as a salary or award, according to Reeve (2001). A
salary allows a person to address other motivations. Awards or accolades
may help a person get promotions at work, which are extrinsically valu-
able. Extrinsic value is recursive, per Harold (2005). Harold’s definition
says an award or accolade is not extrinsically valuable if it does not lead
to promotions. Pearson (2020) reported extrinsic value as different from
intrinsic value because it is not essential to creativity; it exists externally
to the person or situation it affects.

Instrumental value is the potential to add value by enabling or aiding
a process. Bradley (2013a) defined instrumental value as a tool’s useful-
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ness. This can be a tool or the knowledge to complete a task. A fishing
rod is instrumentally valuable if it can be used to catch fish to eat or
sell (Pearson, 2020). Similarly, intangible knowledge (of how to use a
fishing rod) helps users catch fish to eat or sell. Curry (2011) defined
instrumental value as a means to another end (p. 52).

Feather (1995) elaborated on traditional semantic definitions and
describes value as:

“abstract structures that involve the beliefs that people hold about
desirable ways of behaving or about desirable end states. These be-
liefs transcend specific objects and situations, and they have a nor-
mative, or oughtness, quality about them. They have their source in
basic human needs and in societal demands” (p. 1135).

Feather’s definition of value is most useful when viewed through the
lens of creativity because both — value and creativity — are abstract, or
latent, structures rooted in human needs, expectations, and behavior.

In the following sections, scoping review methods, procedure, and
results are synthesized and discussed to provide an overview based on
the included evidence of the value of creativity.

Method
Value constructs proposed

As already indicated, value has a range of meanings in the wider liter-
ature (e.g., Harold, 2005). The authors engaged in an iterative process
of testing and discussing examples of stereotypical meanings of value
against the creativity literature that resulted in a consistent three-factor
typology of value construct propositions for creativity literature: (a) Ex-
trinsic; (b) Instrumental, and (c) Intrinsic-Inherent. As a result of as-
sessing the value concepts with synonyms, merging intrinsic and inher-
ent makes sense considering the difficulties in distinguishing between
the two due to the interchangeability in the literature and definitions.
While some scholars (see Rgnnow-Rasmussen, 2015) consider instru-
mental value to be extrinsic, there are pragmatic differences between
the two, as shown in Table 1. Identifying a stable set of value construct
propositions moves the discussion of value in creativity from an induc-
tive to a deductive approach by creating an a priori protocol for the
categorization of any discussion of creativity (see Table 2). The scoping
review reported in this paper employed the value construct propositions
identified in Table 2.

Scoping review procedure and results

Scoping reviews determine the scope or coverage of a body of litera-
ture on a given topic, characterized through the following: informed by
an a-priori protocol, include systematic and exhaustive searching, aim
to be transparent and reproducible, include steps to reduce error and in-
crease reliability (for example, using multiple reviewers), and ensure the
data be extracted and presented structurally (Arksey & O’Malley, 2005;
Munn et al., 2018). They do not normally include a critical appraisal
or provide recommendations for policymakers (Lockwood et al., 2019).
The present review followed best-practice, using the Preferred Reporting
Items for Systematic Reviews and Meta-Analyses Scoping Review extension
(PRISMA-ScR) guidelines (see Tricco et al., 2018).

Inclusion criteria for this review stipulated that articles must contain
an explicit value statement, value construct proposition (extrinsic, instru-
mental, intrinsic-inherent), or interpretation of the value of creativity
reported in the text. Published, peer-reviewed journal papers, magazine
articles, and newspaper articles were included, provided they were pub-
lished between 1980 and 2021, written in English, and available in full.
Quantitative, qualitative, mixed-methods, political, and opinion articles
were included to chart any growth in value construct propositions over
time and to incorporate a variety of subject matters or reference groups.
gray literature was included as it sheds further light on broader notions
of creativity beyond academia.
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Dictionary definitions of review concepts with adjectives and synonyms.

Journal of Creativity 33 (2023) 100059

Concept

Dictionary Definition

Synonyms

Extrinsic (adjective)

Inherent (adjective)

Instrumental (adjective)

Intrinsic (adjective)

Not an integral or essential part; originating or acting from outside; reasons, forces, or factors that
exist outside the person or situation they affect
Not forming part of or belonging to a thing”

Existing as an inseparable part; qualities of something that are necessary and natural parts of it
Involved in the constitution or essential character of something; belonging by nature or habit™

Serving as a means or influence; relating to, or characterized by an instrument or instruments;
someone or something that is instrumental in a process or event helps to make it happen’
Serving as a crucial means, agent, or tool; of, relating to, or being a grammatical case or form of
expressing means or agency”

Essential to the real nature of a thing; and situated within or peculiar to a part; it is valuable or
interesting because of its basic nature or character, and not because of its connection with other

Adventitious, External, Foreign,
Outside

Constitutive, Essential, Innate,
Intrinsic, Natural

Active, Essential, Influential,
Necessary, Practicality,
Usefulness

Constitutive, Essential, Inherent,
Innate, Integral, Natural

things’

Belonging to the essential nature or constitution of a thing”

Note.
* Definitions from Collins (2016, 2020).
" Definitions from Merriam-Webster (2020).

Table 2
Literature review definitions of value construct propositions.

Value Construct Proposition Review Definition

Extrinsic Value
Instrumental Value
Intrinsic-Inherent Value

Creativity as an act or outcome that results in rewards, revenue, or recognition that leads to further rewards, revenue or recognition.
Creativity as an act that facilitates value through being useful as a tool or the knowledge in which to create or complete tasks.
Creativity as an act or outcome is rewarding, motivating, or meaningful to the individual/s involved.

The review was confined to material from January 1980 to Septem-
ber 2021. The decision to review the literature from 1980 was based on
the considerable advances in digital technology, population growth, and
the advent of the global internet, making the review’s findings relevant
for today. The search term used in this review was confined to “value
AND creativity” only in titles to control the large volume of possible
(and sometimes irrelevant) responses.

The following databases were searched: Business Source Complete
(EBSCOhost) (n = 58), JSTOR (n = 6), PsychINFO (Ovid) (n = 32), Pro-
Quest Central (n = 350), SAGE (n = 63) and Web of Science (n = 98)
resulting in 607 items that initially met inclusion criteria. A separate
Google Scholar advanced search conducted in September 2021 revealed
an additional 142 items that initially met inclusion criteria. Between the
databases and Google Scholar, there was considerable duplication. Re-
moval of duplicates resulted in 608 eligible full-text articles for further
screening. Additional screening removed items if they failed to propose
a value of creativity, if they were unavailable in English, and if they were
book reviews or theses. This final screening stage excluded a further 493
full-text articles, which did not specifically propose what value could be
assigned to creativity, making it difficult to ascertain an outcome and
include it in the synthesis. A total of 86 full-text articles are included in
this scoping review for synthesis. The full screening process is described
in the PRISMA-ScR flowchart (Fig. 1). The 86 articles included in the
review are tabulated in supplementary materials (Table 1).

The value of creativity was identified in each eligible article for syn-
thesis (N = 86) and assigned one or more value construct propositions.
To check the consistency of value construct proposition categorization,
a second reviewer repeated the process for a subset of eligible items
(n = 35; 40%). After discrepancies were discussed and resolved, Cohen’s
Kappa (x) (see Cohen, 1960; Landis & Koch, 1977) was calculated. There
was a near-perfect inter-rater agreement, x = 0.993, suggesting a high
level of consistency in the identification of value construct propositions
in the items included in this review.

Descriptive results

The items included in this review (N = 86) comprised a range of
peer-reviewed publications (for instance, book chapters, journal papers:
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45.34%) and newspaper articles (print and digital: 37.20%), all of which
have increased steadily since the year 2000. Items included address
both empirical studies, and opinion pieces, while approximately half
(n = 43) originated from North America, with those remaining from
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Africa (n = 2), Asia (n = 7), Europe (n = 26), and Oceania (n = 8).
Subject matter areas ranged from the Arts (n = 9), Business and Work-
force (n = 38), Economy (n = 4), Education (n = 4), Philosophy (n = 4),
and Society (n = 10). See Table 2 and Fig. 1 for a summary in supple-
mentary materials. Finally, all three value construct propositions were
represented across the items reviewed and the subject matter areas, as
presented in Figure 2 in supplementary materials.

The value of creativity: results by value construct proposition
with synthesized articles

Extrinsic value of creativity

The extrinsic value of creativity in the articles manifested as pro-
cesses or products that increased the financial outcomes for the inter-
nal and external stakeholders involved. This value can be categorized
into two overarching themes. First, several authors proposed creativity
as valuable in the form of macro-economic worth, primarily through
the lens of arts and culture as part of tertiary industries (Foster, 2009;
Rafalowicz, 2009; Strength of the arts has tangible value:... 2002;
UK Government, 2005). Secondly, many authors (Miles, 1983; Lewis-
Huntstiger, 2017; Zeng et al., 2010) reported on the economic benefit
of tapping into problem-solving to produce novel outcomes with unex-
pected economic benefits, commonly described as a reduction in down-
time costs, effective product, or service creation.

The extrinsic value derived from tourists attracted to museums,
historical repositories, and cultural marketplaces is less overtly ben-
eficial to a country’s gross domestic product than other primary in-
dustries (for example, commodity exports). Rumbold (2010) wrote
about Shakespeare institutions in the United Kingdom, and reported
that they represent cultural economic value for locals and tourists.
Pearson (2020) questioned the value of malevolent creativity, and noted
that museums, such as the London Dungeon, abound with macabre and
malevolent creations that attract many tourists, contribute to the econ-
omy. Cultural capital is often demonstrated through creative cities that
provide space and attach an identity as culturally creative, with some
places leaning into their historical cultures that attract tourists to ex-
perience culture and creativity through designers, performing artists,
and community spaces (Dabinett, 2004; Strength of the arts has tan-
gible value..., 2002). For example, Codignola (2016) wrote that Milan
must mark itself as a creative stronghold of cultural capital, particularly
of their renowned fashion designers. Likewise, Nanjira (2017) shared
that Kenya’s creativity was stifled for a time but had blossomed into a
marketplace that offers its take on all matters of products and services,
including music and fashion. Kenya’s new embrace of its creative cul-
ture is attractive to tourists who wish to experience authentic Kenyan
culture and not just “a performance for an external gaze with the obligatory
lion and elephant in the background” (Nanjira, 2017, p. 3).

While creativity is important to the economy, creativity and the arts
are difficult to quantify (Foster, 2009). However, metrics attempting
to quantify the revenue-based value of creativity are emerging, such
as the ‘Extra Share of Voice’ (ESOV), calculated using points through
the IPA-databank. This UK-based advertising consultancy provides other
services, research, and insights. Field (2011) reported that the more cre-
ative marketing campaigns generated more points per ESOV point, iden-
tifying creativity as a critical driver of effectiveness in advertising and
marketing. Another article reported on measuring the bottom-line of
creativity, utilizing the Award Creativity Score from the Cannes Lions
Awards for Advertising (Brodherson et al., 2017), proposing a measur-
able link between creativity and businesses. Several authors reported
that investing in arts and culture through grants, spaces, or welfare
schemes (Brownstein, 2015; Naughton, 2017; Street, 2008) provided
an economic return that supports artists in creating products or per-
formances they are remunerated for, flowing on in unexpected extrinsic
returns. For example, a graphical redesign of a council’s tangible tax bill
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led to more payments being paid on time, resulting in fewer reminders
and dissatisfied customers (Dowdy, 2006).

In the business domain, the ability to engage in creative problem-
solving resulted in less downtime, using fewer resources, and en-
hanced staff performance (Fernald, 1987; Lewis-Huntsinger, 2017;
Miles, 1983), contributing an overall improvement to the bottom-line
(Cookson, 1997). Novel products and services increased business by un-
derstanding and capitalizing on the growing consumer market. During
the 2000s, the restaurant industry found that being creative with food
and menus led to both an increase in customers and returning patron-
age (Parseghian, 2002; Perkins, 2005). The global financial crisisof 2008
forced many individuals and businesses to re-invent their products and
services, not least in the financial services industry. Banks turned to
incremental innovation by adopting new approaches for trust-building
with customers, such as being ‘unbank like’ through the provision of
free credit score reports or ‘pay-it-forward’ kindness campaigns to sup-
port charities or local individuals (Newman, 2010).

Since intrinsic-inherent and extrinsic values often coincide, it can
be challenging to separate the two. Extrinsic value is derived from con-
sumers’ perceptions of a product. Im et al. (2015) found that the con-
sumers’ perceived ‘coolness’ of a product makes it sell. The research
identified that for consumers to value a new product, it must be mean-
ingful, but if novel, it must be deemed cool. Adding value through in-
creasing the meaningfulness and effectiveness of a product is enhanced
by involving internal stakeholders in the creative problem-solving pro-
cess, as exemplified by Zeng and colleagues’ (2010) co-design process
in ergonomics. Designing ergonomically suitable hardware and software
that includes engaging consumers in design collaboration is a creative
approach to design, providing a holistic product that is utilitarian and
pleasurable for the product-user, resulting in effective products to mar-
ket. The positive economic outcomes from this have continued into the
2010s, with other researchers (Thomas & Canning, 2015) examining in-
dustrial design entrepreneurs and the benefits of engaging consumers as
co-designers in their product-service models. The literature found that
governments and organizations recognize the extrinsic value in recruit-
ing creative people as they produce more creative outcomes, resulting in
revenue (Samuel & Kanji, 2020; Unlocking the Value of Creative Individ-
uals in UK Innovation Projects..., 2019). Moving forward, researchers
have identified economic value in growing sectors of lifestyle and health
care. Gallistl (2020) noted that involving older people in creative pur-
suits in later life can create economic value through the individuals dis-
playing and selling their creative products.

The extrinsic value of creativity reveals a recursive loop that continu-
ously circles back to the value in creating a product or service that leads
to revenue and allows various stakeholders access to intrinsic-inherent
and instrumental value constructs or other extrinsic rewards. These arti-
cles reveal that investing in creativity leads to extrinsic outcomes, often
resulting in economic benefits, thus, a return on investment.

Instrumental value of creativity

The instrumental value of creativity proposed is presented as pro-
cesses that facilitate desired outcomes for the internal and external
stakeholders involved. Most of the articles included in the entire review
propose the instrumental value of creativity (71%), with the greater part
of these articles offering the instrumental value of creativity as a cogni-
tive or social process that, if tapped into, can be used as a tool to solve
problems or create new products or services.

Much of the instrumental value of creativity exists in the business
and workplace literature reviewed. Through the revision of the articles,
it is evident that several authors find creativity valuable for promoting
psychosocially safe workplaces, with some reporting an added benefit
of increasing innovation. Fernald (1987) reviewed the literature on cre-
ativity in workplaces, finding that workplaces that facilitate creativity
by improving management styles, combined with entire workplace cre-
ativity training, can change individual beliefs or abilities. Belief changes
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contribute to business success by keeping up with or surpassing the com-
petition and avoiding stagnation. After Fernald’s article, there was lit-
tle on the instrumental value of creativity in workplaces until the mid-
2000s, when the instrumental value of creativity in making safer work-
places once again appeared. Robinson (2008) discussed cultivating safe
workplaces with meetings and workshops to promote appropriate risk-
taking for idea generation, thereby increasing innovation by encour-
aging all employees to participate, irrespective of their rank and role
(Bundale, 2009).

Poulton (2006, p. 2) added to this thread by sharing that in their
workplace people were told to “check your egos at the door because the
only hero in this room is the idea”. Hillier (2008) reported on certified
management accountants performing creativity in practice, although,
some of those found in accounting are not suitable; specifically, nefar-
ious accounting and investments such as those found in the ‘Our Made
Canada’ credit case or the Enron debacle. However, creativity is instru-
mental to innovation and good leadership, often benefiting every func-
tion of an organization. Hillier (2008, p. 27) argued that as accountants,
they “must learn how to unlock creativity to drive value, ethically.” In
this vein, Valentine et al. (2011) reported that corporate ethical val-
ues coupled with group creativity provide positive workplaces with in-
creased job satisfaction and decreased turnover intention.

The influx of digitalization and globalization has led to new demands
for understanding the world and preparing for the future of work, which
is evident in the education literature. The premise of these articles has
grown with increasing educational demands over time. Most articles re-
ported that teaching and facilitating individuals from primary school to
higher education to think creatively provides them with an instrument
for their cognitive toolboxes. Divergent thinking helps to solve prob-
lems and may improve communication (Massetti, 1996; Wells, 1999).
Hannon et al. (2004) conducted a qualitative study on a new university
course called Critical Thinking that encouraged business school students
to engage in individual and team experiential tasks to develop creative
thinking. Their study found that students felt safe making mistakes and
learning from one another. These actions all have the potential utility
to improve individual and community well-being.

Sandri (2013) provided a critical perspective on why creativity
is left out of higher education, noting that education is a formally
taught process. Some ideas are intrinsic to the tasks at hand, however,
Sandri (2013) further asserted that type of approach fails to capture the
full potential of creativity, which can be used on various topics, in this
case, sustainability. Research by Roelofs and Nieuwehnhuis (2016) re-
ported that the usefulness of new concepts is the critical element to
success, implying that creativity has the power to bring in the changes
that will result in future learning opportunities and methods. Two arti-
cles from Asia identified the instrumental value of creativity in educa-
tion as crucial for preparing students for the uncertain future of work
(Yahya, 2017). Even in domains well-placed for the future of work, ed-
ucators are accepting that along with technical skills, there is a need
to focus on soft-skills [sic] and develop life skills and strategies to deal
with daily life to keep in step with society (Chandandeep, 2018).

As is evidenced by the vast cross-over of articles that identified in-
strumental value with one or both other value constructs proposed,
it is challenging to separate instrumental value from the extrinsic or
intrinsic-inherent value in creativity. For example, Naughton (2017) re-
ported that creativity as a vocation produces useful outcomes, with
the creative process allowing the artist to enact their thoughts
and ideas. Naughton’s sentiment is akin to Haslam’s (2013) and
Nanjira’s (2017) findings that creativity can function as commu-
nity or social identity but also be a valuable instrument for attract-
ing customers, retaining workers, and stimulating business (Martin &
Florida, 2009; Okpara, 2007; Rafalowicz, 2009; UK Government, 2005).
There is instrumental value in creative tasks that lead to critical thinking
as a process and when tasked with achieving a successful design or prob-
lem solution (Braga, 2016; Wharton, 2012). Indeed, some creative out-
puts are utilitarian tools or products that can be sold or be used to reach
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the desired outcome (Eig, 1985; Pearson, 2020), yet Im et al. (2015) sug-
gested that the success of the outcome is due to the creativity of the
designers and marketers as instruments in creating value.

While the same thinking process occurs, problem-solving and prod-
uct creation produce different outcomes. From this standpoint, the value
of creativity is instrumental, with the instrument being utilized as a cog-
nitive tool to solve problems - both practical and social — or as a tool
to create products and services. Educators and employers can foster and
facilitate creative activity in their classrooms or workplaces to help peo-
ple and teams feel safe when engaging in creative problem-solving and
critical thinking while simultaneously feeling safe to share ideas. Includ-
ing this intangible instrument can often lead to positive social outcomes
and innovation.

Intrinsic-Inherent value of creativity

The articles examined in the review claim the intrinsic-inherent
value of creativity in four areas: positive workplace environments, en-
hancement of skills, social and cultural identity, and individual meaning
and motivation.

Most articles that identify the intrinsic-inherent value of creativ-
ity exemplified it as positive workplace outcomes and predominantly
emanated from the business and workforce subject matter. This value
concept became apparent in the 1990s with a focus on how creativ-
ity can contribute to employees feeling happy and thriving, with an in-
crease in employee workplace commitment (Livingstone et al., 1997;
Paper, 1997; Petzinger, 1999). These findings continued with the scope
extending to other psychosocial aspects, including employees feeling
motivated to complete their work in safe places and teams where it
is acceptable to promote ideas, follow self-direction and curiosity, and
fail forward by learning from mistakes (Chiu et al., 2018; Paper, 1997;
Poulton, 2006; Rice, 2005). The intrinsic-inherent value of safe psy-
chosocial workplaces is similar to the instrumental value proposed
above. However, the intrinsic-inherent value is derived from utilizing
knowledge and workplace policies to feel safe and creative.

One early article reported the intrinsic-inherent value of creativ-
ity for students finding that it is related to intellectual stimulation
(Sharma, 1981). Articles from the late 1990s highlight the value of
creativity in education as intrinsically-inherently rewarding to school
children by allowing curiosity and exploration and increasing student
potential (Dowling, 2001; Wells, 1999). The past two decades have
seen an influx of mandatory creative education in primary schools, with
some apparent incongruence between policymakers and practical appli-
cations. For example, Morris (2008) reported on schools in the UK pro-
viding a standard five hours per week for children to experience ‘high
culture’, which nods to the value of creativity in education. However,
funding restricted it to a few hours a week and therefore fails to present
the value of creativity as a common thread throughout the educative
curricula.

The concept of creativity in education has shifted over the last
decade, with more primary and high school education incorporating
creativity into curricula. Middleton and Curwood (2020) investigated
teachers’ perceptions of the value of creative learning in a new English
course syllabus in New South Wales, Australia. The authors acknowl-
edged the pressure to teach to the high-stakes former demands of the
high school certification, leaving little room for fostering creativity, de-
spite teachers’ belief in its value. Nevertheless, this study revealed that
teachers were optimistic about the transition to incorporating creativity
into the new syllabus.

Higher education also features in this value construct proposition.
Some authors noted that academic pursuits stifle creativity through
the logically-linear methods instilled, noting the value of being able
to think abstractly, imaginatively, and symbolically to return to one’s
once creative roots (Goeltzenleuchter et al., 2019; Sandri, 2013). Per-
haps not currently embraced by all higher education institutions,
more degree programs include creativity as part of their education.



M.L. Oppert, V. O’Keeffe, M.S. Bensnes et al.

Green et al. (2016) conducted a qualitative study investigating feed-
back from educators of medical students where students enrolled in
one class of their medical degrees that focused on creativity and diver-
gent thinking such as creative writing, drawing, comic creation, films,
or performance to allow them to experience an education that was not
strictly evidence- and exam-based. The educators reported that the stu-
dents benefited from these classes by feeling less pressure to perform,
the “opportunity to be bad at something” (Green et al., 2016, p. 479),
and facilitated their concepts and approaches to problem-solving and
creativity as practitioners.

Social and cultural identity was presented as an intrinsic-inherent
value of creativity in the social and economic subject matter areas.
Authors reported on the intrinsic rewards for individuals and commu-
nities by recapturing their cultural value, particularly regarding geo-
graphical location and reputations (see Codignola, 2016; Foster, 2009;
Nanjira, 2017; Rumbold, 2010). Rafalowicz (2009) found that investing
in creativity allowed artists to express themselves, which is intrinsically-
inherently rewarding, and influenced their communities by sharing their
stories. Gallistl (2020) considered the global challenge of suitably engag-
ing the aging populations as having benefits beyond health and well-
being. Using a qualitative approach, Gallistl (2020) reported that fos-
tering creativity in older people is personally beneficial as they are re-
warded through the involvement and appreciation of their creative pur-
suits. Additionally, the value extends to the community by providing
opportunities for others to view the creations or performances and ap-
preciate the creativity for themselves.

Several articles were found to have individual perceptions of the
value of creativity. The intrinsic-inherent value of creativity is essential
to the individual who desires to perform a creative act and is an end to
itself (Kasof et al., 2007). The findings from the Kasof et al. (2007) study
align with much of the art subject matter that reports the creative
act as being valuable to the creator, with the literature included ac-
knowledging a dual intrinsic-inherent value that extends to the ob-
server or consumer (Anonymous, 2008; Smith, 1998; Street, 2008;
Naughton, 2017; Negus & Pickering, 2004). Philosophically, the re-
search reveals that while creative acts can be intrinsically-inherently
fulfilling for the creator by enhancing self-hood, these acts can pro-
duce outputs that inspire others (Negus and Pickering, 2004) and fos-
ter introspection that shifts concepts of material gains to aesthetics
and humanist gains (Ambrose, 2006). Pearson (2020) reported that the
intrinsic-inherent value of malevolent creativity is in the eye of the cre-
ator. Malevolently creative acts provide individuals and society with
intrinsic-inherent value through the desire to acquire knowledge and
learn from the past by stimulating inquiry “not just into the cases of
the event and what could be done to prevent its reoccurrence, but also
inquiry in a more general sense” (Pearson, 2020, p. 17).

The intrinsic-inherent value of creativity presented appears to man-
ifest as valuable to the individual, with a shared perception of the
value of creativity within localized communities such as workplaces or
broader communities such as societies. Creativity, if fostered, provides
individual meaning, motivation, and satisfaction, as well as a method
to create and contribute to external phenomena such as making others
feel, think, and learn.

Discussion

This review aimed to find a consensus description of the value of
creativity, and the proposed value constructs were utilized to catego-
rize the different types of value. Within the various subject matters, the
value constructs feature, suggesting that they are universally applicable
irrespective of the discipline proposing the value. Despite their univer-
sality, the value constructs identified in this review remain different
but rarely exist in isolation, with evidence of a cross-over of values in
the literature examined. Considering the value constructs proposed, it
is plausible that the overlap occurs due to the creative process. For ex-
ample, the intrinsic-inherent value of engaging in creativity leads to an
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instrumental method for problem-solving, which can result in extrinsic
value through the creation of a novel solution. In other words, individu-
als can enjoy the creative process, increase their competency in enacting
creativity, and occasionally obtain a tangible or profitable outcome. The
overlap of value constructs exists in many articles; however, when iso-
lated from one another, the differences between extrinsic, instrumental,
and intrinsic-inherent value are discernible — as shown in the high Kappa
inter-rater score. For example, respectively, the extrinsic value of cre-
ativity alone is financially or tangibly rewarding; the instrumental value
of creativity is a means to either extrinsic or intrinsic-inherent ends; the
intrinsic-inherent value of creativity is the meaning derived from the
creative activity or output. Whether it be a process or product, every
outcome of creativity falls under one or more of the value-construct
propositions. These findings lead to the conclusion of multifaceted ele-
ments of creativity, with an overarching result that the primary value
construct attributed to creativity is its instrumentality.

A recent article from the education literature provides a context for
applying the findings derived from this review. Current discussions of
creativity in applied settings, such as the shifting focus on school cur-
ricula incorporating creativity, shows it is possible to note the three
overlapping value constructs. For example, Patston et al. (2021) ana-
lyzed school curricula descriptions of creativity, providing evidence of
a disparity of definitions, imperatives, and how educators can include
creativity-supporting practices in their areas of expertise. The essence
of their findings is that teaching creativity can tap into students’ intrin-
sic motivation, should result in a tangible (extrinsic) outcome for the
students, and provides detail on educating students on the value of the
ideation process — instrumental to the extrinsic outcome. The value of
the creative process is like any other cognitive tool — it acts as an in-
strument to enact a task. Instrumental value is the foundation for all
other values of creativity, augmenting and enabling the extrinsic and
intrinsic-inherent value of engaging in creativity.

Adhering to the PRISMA-ScR guidelines, the current review findings
are based exclusively on the articles included in the synthesis and within
the search terms presented. Challenges arose through ambiguity; with
one of the articles included in the synthesis (see Goeltzenleuchter et al.,
2019) only mentioning the word ‘value’ once - in the title. There are
works available that provide updates and insights by experts into all
elements of creativity, including the value of creativity, for example,
the encyclopedia reference works edited by Runco and Pritzker (1999;
2011, 2020). Further examination of the broader literature reveals that
scholars have previously identified some of the value constructs pro-
posed; however, their articles did not meet the search criteria for the
present review. For example, Zeng et al. (2012) found that creativity re-
quires both instrumental and hedonistic aspects in website development
through divergent and convergent thinking. In a similar digital theme,
Choi and Behm-Morawitz (2020) attempted to understand young peo-
ple’s motivation and creativity through social media production, find-
ing intrinsic motivation correlated more with creativity due to internal
processing; however, extrinsic motivation increased young people’s cre-
ativity.

Earlier, Rubenson and Runco (1992) modelled intrinsic and extrinsic
notions with an economic paradigm of creativity, relating it to human
capital. More broadly, Cropley and Oppert (2020) argued that while cre-
ativity is a form of human capital and serves as a vital input to problem-
solving processes providing economic value, it is more than a commod-
ity and, therefore, more than an extrinsic outcome. Finally, further sup-
porting the findings from this review, Gaut (2018) authored work on
the value of creativity, arguing points of intrinsic and conditional value,
although this work lacks the rigor obtained in the present scoping re-
view. Nevertheless, Gaut concluded by acknowledging the instrumental
value of creativity as an exercise for producing valuable things (2018, p.
137). Considering these ideas in conjunction with this review’s findings,
expansions on this research could yield further results if keywords, syn-
onyms, and value derivatives are included, such as ‘valuable’ in titles,
and only include peer-reviewed works.
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Further research is required to better understand the value of creativ-
ity, specifically in the future of work paradigm. Many firms that enact
systems with creative processes to produce outcomes create intellectual
property, protecting their processes and outcomes through limitations
on publicly available information. The authors recognize this review
limitation and suggest that the deviation between what is researched
and studied and what is claimed to be required in the future of work
needs to be more thoroughly investigated. While not specifically tar-
geted in this review, the value of creativity is primarily addressed in
articles under the subject matter area of business and workforce. The
virtuous cycle of creativity, psychosocial safety, and ancillary outcomes
at work requires further investigation. While some literature supports
the notion of creativity being valuable to education, both policymakers
and educators need support and opportunities to learn and implement
the instrumental and intrinsic-inherent value creativity can bring to the
classroom to prepare students for the future of work (Middleton & Cur-
wood, 2020; Patston et al., 2021).

Finally, encouraging further research, specific extensions on this re-
view could include literature from languages other than English and in-
vestigate the concept experienced further afield from western cultured
demographics and locations. Future research should apply the value
construct propositions to old or new theories of creativity.

Through this review, the value of creativity is empirically identified
as an instrument to reach other valuable outcomes, thus formulating a
platform for practitioners, policymakers, and stakeholders as a crucial
first step in supporting their arguments for investing in creativity. Clear,
cohesive interdisciplinary comprehension of the value that creativity
brings to various facets of life is required for every stakeholder, not
least in the future of work. Due to the ubiquity of instrumental value
in the literature reviewed, it is proposed that the value of creativity is
predominantly instrumental.

Data availability statement

Due to this being a review, all the articles are either cited and ref-
erenced or noted in the supplementary table material. The articles in-
cluded in the synthesis and the assessments that support the findings of
this study are available in the supplementary material of this article.

Declaration of Competing Interests

The authors declare that they have no known competing financial
interests or personal relationships that could have appeared to influence
the work reported in this paper.

Acknowledgements & Funding

This manuscript acknowledges Hank for his continued support.
Funding support from the Department of Education and Training, Aus-
tralian Federal Government.

Supplementary materials

Supplementary material associated with this article can be found, in
the online version, at doi:10.1016/j.yjoc.2023.100059.

References

Ambrose, D. (2006). Large-scale contextual influences on creativity: Evolving academic
disciplines and global value systems. Creativity Research Journal, 18(1), 75-85.
10.1207/s15326934c¢rj1801 9.

Anonymous. (2008). Call for governments to recognise the ‘true value’ of creativity. ABC Pre-
mium News.

Arksey, H., & O’Malley, L (2005). Scoping studies: Towards a methodological
framework. International Journal of Social Research Methodology, 8(1), 19-32.
10.1080/1364557032000119616.

Barron, F. (1955). The disposition towards originality. Journal of Abnormal and Social
Psychology, 51, 478-485.

Journal of Creativity 33 (2023) 100059

Becker, M (2011). Creativity through history. In M. A. Runco, & S. R. Pritzker (Eds.),
Encyclopedia of creativity (pp. 303-310). Academic Press.

Bradley, B. (2013a). Instrumental value. In H. LaFollette, J. Deigh, & S. Stroud (Eds.),
The international encyclopedia of ethics. John Wiley & Sons. 10.1002/9781444367072.
wbiee432.

Bradley, B. (2013b). Intrinsic value. In H. LaFollette, J. Deigh, & S. Stroud (Eds.), The
international encyclopedia of ethics. John Wiley & Sons. 10.1002/9781444367072.
wbieel22.

Braga, M. F. (2016). The value of design: An issue of vision, creativity and interpretation [paper
presentation]. Design Research Society 50th Anniversary Conference.

Braithwaite, V. A., & Scott, W. A. (1991). Values. In J. P. Robinson, P. R. Shaver,
& L. S. Wrightsman (Eds.), Measures of personality and social psychological
attitudes (pp. 661-753). Academic Press. 10.1016/B978-0-12-590241-0.50016-
2.

Brodherson, M., Heller, J., Perrey, J., & Remley, D. (2017). Creativity’s bottom line:
How winning companies turn creativity into business value and growth. McK-
insey and Company. https://www.mckinsey.com/business-functions/mckinsey-
digital/our-insights/creativitys-bottom-line-how-winning-companies-turn-creativity-
into-business-value-and-growth.

Brownstein, B. (2015). Invested in the arts; heritage minister melanie joly on why we need to
value creativity (p. 3). Leader Post.

Bundale, B. (2009). Unleashing creativity during a downturn can deliver greater value;
Performance President of Sunny Corner is dedicated to creating more innovation.
Telegraph-Journal.

Chandandeep, K. (2018). AICTE’s model curriculum to improve soft skills of engineering
students. The Times of India.

Chiu, W. C., Lun, V. M., & Bond, M. H. (2018). Engaging in creative work: The in-
fluences of personal value, autonomy at work, and national socialization for self-
directedness in 50 nations. Journal of Cross-Cultural Psychology, 49(2), 239-260.
10.1177/0022022116651336.

Choi, G. Y., & Behm-Morawitz, E. (2020). Discovering hidden digital producers: Under-
standing motivation and creativity in social media production. Psychology of Popular
Media, 9(3), 318-327. 10.1037/ppm0000240.

Codignola, F. (2016). Culture and creativity management: Milan as a global capital
city for value creation. SYMPHONYA Emerging Issues in Management, 2, 108-124.
10.4468/2016.2.10codignola.

Cohen, J. (1960). A coefficient of agreement for nominal scales. f and Psychological Mea-
surement, 20(1), 37-46.

Collins. (2016). Dictionary. In D. Black, R. Groves, H. Hucker, C. McKewon, & M. O’Neil
(Eds.), Australian dictionary compact edition. HarperCollins Publishers.

Collins. (2020). Definitions. Collins dictionary.com Retrieved November 30from
https://www.collinsdictionary.com.

Cookson, E. (1997). The case for creativity: Hot UK agency BBH’s take on business value
of daring advertising. Marketing Magazine, 102(44), 9.

Cropley, D. H.,, & Oppert, M. L. (2020). Commoditizing creativity. In M. Runco,
& S. Pritzker (Eds.), Encyclopedia of creativity (pp. 167-171). Elsevier. 3rd
ed.

Crutchfield, R. S. (1962). Conformity and creative thinking. The atherton press science se-
ries. contemporary approaches to creative thinking: A symposium held at the university of
colorado, 120-140. 10.1037/13117-004.

Cummings, L. (1965). Organizational climates for creativity. Academy of Management Jour-
nal, 8(3), 220-227. 10.5465/254790.

Curry, P. (2011). Ecological ethics: An introduction. Polity.

Dabinett, G. (2004). Creative Sheffield: Creating value and changing values? Local Econ-
omy, 19(4), 414-419. 10.1080/0269094042000286891.

Dowdy, C. (2006). Designs on a measure for a good makeover. Accounting for creativity
part I: Designers seek to demonstrate the value of a service that can be difficult to quantify
for targets or evaluation. Financial Times.

Dowling, L. (2001). Artists teach value of creativity. Star-Advocate.

Eig, J (1985). With so many demonstrations, it’s hard to get coverage protestors in capital
learn value of creativity. The Los Angeles times.

Elia, G., & Margherita, A. (2018). Can we solve wicked problems? A conceptual framework
and collective intelligence system to support problem analysis and solution design
for complex social issues. Technological Forecasting and Social Change, 133, 279-286.
10.1016/j.techfore.2018.03.010.

Feather, N. T. (1995). Values, valences, and choices: The influence of values on the per-
ceived attractiveness and choice of alternatives. Journal of Personality and Social Psy-
chology, 68(6), 1135-1151. 10.1037/0022-3514.68.6.1135.

Feather, N. T. (2003). Values and deservingness in the context of organizations. In
S. Gilliand, D. Steiner, & D Skarlicki (Eds.), Emerging perspectives on values in orga-
nizations (pp. 33-66). Information Age Publishing.

Fernald, L. W., Jr. (1987). Values and creativity. Journal of Creative Behavior, 21(4),
312-324.

Field, P. (2011). The value of creativity. Market Leader, 2, 42—-45.

Fields, Z., Abdullah, Z. M., Musisi, A. N., & Mitchley, N. K. (2021). Using collec-
tive creativity and industry 4.0 technology to reduce the negative impact of a
pandemic on entrepreneurs. Handbook of research on using global collective intelli-
gence and creativity to solve wicked problems, 133-155. 10.4018/978-1-7998-2385-8.
ch007.

Florida, R. (2002). The rise of the creative class: And how its transforming work, leisure, com-
munity and everyday life. Basic Books.

Florida, R. (2012). The rise of the creative class, revisited (10th anniversary ed.). Basic Books.

Foster, D. (2009). The value of arts and creativity. Cultural Trends, 18(3), 257-261.
10.1080/09548960903086192.

Gallistl, V. (2020). What’s it worth? Value and valuation of late-life creativity. Ageing and
Society, 1-6. 10.1017/50144686x20000495.


http://dx.doi.org/10.13039/501100007912
https://doi.org/10.1016/j.yjoc.2023.100059
https://doi.org/10.1207/s15326934crj1801_9
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0002
https://doi.org/10.1080/1364557032000119616
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0004
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0005
https://doi.org/10.1002/9781444367072.wbiee432
https://doi.org/10.1002/9781444367072.wbiee122
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0008
https://doi.org/10.1016/B978-0-12-590241-0.50016-\penalty -\@M 2
https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/creativitys-bottom-line-how-winning-companies-turn-creativity-into-business-value-and-growth
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0011
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0012
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0013
https://doi.org/10.1177/0022022116651336
https://doi.org/10.1037/ppm0000240
https://doi.org/10.4468/2016.2.10codignola
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0017
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0018
https://www.collinsdictionary.com
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0020
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0021
https://doi.org/10.1037/13117-004
https://doi.org/10.5465/254790
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0024
https://doi.org/10.1080/0269094042000286891
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0026
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0027
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0028
https://doi.org/10.1016/j.techfore.2018.03.010
https://doi.org/10.1037/0022-3514.68.6.1135
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0031
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0032
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0033
https://doi.org/10.4018/978-1-7998-2385-8.\penalty -\@M ch007
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0035
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0036
https://doi.org/10.1080/09548960903086192
https://doi.org/10.1017/S0144686&times;20000495

M.L. Oppert, V. O’Keeffe, M.S. Bensnes et al.

Goeltzenleuchter, B., van Suchtelen, A., Brown, K. L., & Grompone, G. (2019). The value
of creativity for enhancing translational ecologies, insights, and discoveries. Frontiers
in Psychology, 10(951), 1-4. 10.3389/fpsyg.2019.00951.

Green, M. J., Myers, K., Watson, K., Czerwiec, M. K., Shapiro, D., & Draus, S. (2016).
Creativity in medical education: The value of having medical students make
stuff. Journal of Medical Humanities, 37, 475-483. 10.1007/s10912-016-9397-
1.

Gaut, B. (2018). The value of creativity. In B. Gaut, & K. Matthew (Eds.), Creativity and
philosophy (pp. 124-139). Routledge. 1st ed. 10.4324/9781351199797.

Guilford, J. P. (1950). Creativity. American Psychologist, 5, 444-454.

Hannon, S., McBride, H., & Burns, B. (2004). Developing creative and critical thinking
abilities in business graduate students: The value of experiential learning techniques.
Industry and Higher Education, 18(2), 95-100. 10.5367/000000004323051868.

Harold, J. (2005). Between intrinsic and extrinsic value. Journal of Social Philosophy, 36(1),
85-105. 10.1111/j.1467-9833.2005.00260.x.

Harrington, D. M. (2018). On the usefulness of “value” in the definition of creativ-
ity: A commentary. Creativity Research Journal, 30(1), 118-121. 10.1080/10400419.
2018.1411432.

Haslam, S. A., Adarves-Yorno, 1., Postmes, T., & Jans, L. (2013). The collective origins
of valued originality: A social identity approach to creativity. Personality and Social
Psychology Review, 17(4), 384-401. 10.1177/1088868313498001.

Hillier, M (2008). When executed well, creativity, innovation and accounting drive value.
CMA Management.

Im, S., Bhat, S, & Lee, Y. (2015). Consumer perceptions of product creativ-
ity, coolness, value and attitude. Journal of Business Research, 68(1), 166-172.
10.1016/j.jbusres.2014.03.014.

Kasof, J., Chen, C., Himsel, A., & Greenberger, E. (2007). Values and creativity. Creativity
Research Journal, 19(2-3), 105-122. 10.1080/10400410701397164.

Landis, J. R., & Koch, G. G. (1977). The measurement of observer agreement for categorical
data. Biometrics, 33(1), 159-174. 10.2307/2529310.

Lehtonen, A., Salonen, A. O., & Cantell, H. (2019). Climate change education: A new
approach for a world of wicked problems. In Sustainability, human wellbeing, and the
future of education (pp. 339-374). Palgrave Macmillan.

Lewis-Huntstiger, M. (2017). Questioning authority: Valuing creativity over compliance.
Creative Nursing, 23(1), 3-6. 10.1891/1078-4535.23.1.3.

Livingstone, L. P., Nelson, D. L., & Barr, S. H. (1997). Person-environment
fit and creativity: An examination of supply-value and demand-ability ver-
sions of fit. Journal of Management, 23(2), 119-146. https://psycnet.apa.org/
doi/10.1016/50149-2063(97)90040-4.

Lockwood, C., dos Santos, K. B., & Pap, R. (2019). Practical guidance for knowl-
edge synthesis: Scoping review methods. Asian Nursing Research, 13(5), 287-294.
10.1016/j.anr.2019.11.002.

Martin, R., & Florida, R. (2009). Ontario’s prosperity hinges on harnessing creativity; province
should aim for half its workforce to have high-paying, high-value jobs by 2030. Toronto
Star.

Massetti, B. (1996). An empirical examination of the value of creativity support systems
on idea generation. MIS Quarterly, 20(1), 83-97. 10.2307/249543.

Merriam-Webster. (2020). Definitions. Merriam-Webster.com dictionary Retrieved October
4, 2020 from https://www.merriam-webster.com.

Middleton, M., & Curwood, J. S. (2020). A brave new world: Teachers’ conceptions of the
value of creativity in the Stage 6 English syllabus. Australian Journal of Language and
Literacy, 43(2), 167-176.

Miles, L. D. (1983). Value analysis: Set the stage for effective creativity. Purchasing World,
27(8), 38.

Morris, E. (2008). Education: Opinion: We need to show we value creativity. The
Guardian.

Munn, Z., Peters, M. D. J., Stern, C., Tufanaru, C., McArthur, A., & Aromataris, E. (2018).
Systematic review or scoping review? Guidance for authors when choosing between
a systematic or scoping review approach. BMC Medical Research Methodology, (143),
18. 10.1186/512874-018-0611-x.

Nanjira, N. (2017). Art and creativity are a source of hope — guard your right to value them.
Daily Nation.

Naughton, C. (2017). Investing in our future gives recognition to the value of art and creativity
(p. 21). Irish Independent.

Negus, K., & Pickering, M. (2004). Creativity, communication and cultural value. SAGE Pub-
lications.

Newman, J. (2010). Banking on the value of creativity. Wisconsin State Journal.

Okpara, F. O. (2007). The value of creativity and innovation in entrepreneurship. Journal
of Asia Entrepreneurship and Sustainability, 3(2), 1-15.

Organization for Economic Co-Operation and Development. (2018). The future
of education and skills. Education 2030. https://www.oecd.org/education/2030/
E2030%20Position%20Paper%20(05.04.2018).pdf.

Paper, D. (1997). The value of creativity in business process re-engineering. Business Pro-
cess Management Journal, 3(3), 218-231. 10.1108/14637159710192257.

Parseghian, P. (2002). Chefs color fall fare with creativity and value. Nation’s Restaurant
News, 36(39), 33.

Patston, T. J., Kaufman, J., Cropley, A. J., & Marrone, R. (2021). What is creativity in edu-
cation? A qualitative study of international curricula. Journal of Advanced Academics.
10.1177/1932202x20978356.

Pearson, J. S. (2020). The value of malevolent creativity. The Journal of Value Inquiry.
10.1007/510790-020-09741-6.

Perkins, C. (2005). IFDA Value-Ad Awards show distributor creativity on the marketing
front. Nation’s Restaurant News, 39(33), 22.

Petzinger, T. Jr (1999). The Wall Street Journal Millennium (A special report): Money
& markets — talking about tomorrow — Kim Polese: A tech entrepreneur discusses
creativity, values and the gold rush mentality. Wall Street Journal, 24(1), 1-11.

Journal of Creativity 33 (2023) 100059

Plucker, J. A., Beghetto, R. A., & Dow, G. T. (2004). Why isn’t creativity more important
to education psychologists? Potentials, pitfalls, and future directions in creativity re-
search. Educational Psychologist, 39(2), 83-96. 10.1207/515326985ep3902_1.

Poulton, T. (2006). Got a creative creative process fostering creativity in an ROI-focused,
cubical-ridden environment ain’t easy. Here’s how to get your team’s juices flowing.
Strategy, 11.

Rafalowicz, A. (2009). Creativity in the community offers value for money. The Australian,
10.

Reeve, J. (2001). Understanding motivation and emotion (3rd ed.). John Wiley & Sons.

Rice, G. (2005). Individual values, organizational context, and self-perceptions of em-
ployee creativity: Evidence from Egyptian organizations. Journal of Business Research,
59, 233-241. 10.1016/j.jbusres.2005.08.001.

Robinson, L. (2008). Creativity is the true value for clients. PRweek, 10.

Roelofs, H., & Nieuwenhuis, A. (2016). Teaching and learning economic creativity: How
to overcome uncertainty in realizing creative new concepts that have value? How
the CRAP System — Coordination & Registration of Action Points and external assess-
ment generates possible solutions to create value of new concepts? Universal Journal
of Educational Research, 4(6), 1298-1305. 10.13189/ujer.2016.040607.

Rohan, M.J. (2000). A Rose by any name? The values construct. Personality and Social
Psychology Review, 4(3), 255-277. 10.1207%2FS15327957PSPR0403_4.

Ronnow-Rasmussen, T. (2015). Intrinsic and extrinsic values. In I. Hirose, & J. Olson
(Eds.), The oxford handbook of value theory (pp. 29-43). Oxford University Press.

Rubenson, D. L., & Runco, M. A. (1992). The psychoeconomic approach to creativity. New
Ideas in Psychology, 10(2), 131-147. 10.1016/0732-118X(92)90021-Q.

Rumbold, K. (2010). From “Access” to “Creativity”: Shakespeare institutions, new media,
and the language of cultural value. Shakespeare Quarterly, 61(3), 313-336.

Runco, M. A,, & Albert, R. S. (2010). Creativity research: A historical view. In J. C. Kauf-
man, & R. J. Sternberg (Eds.), The cambridge handbook of creativity (pp. 3-19). Cam-
bridge University Press. 10.1017/CB09780511763205.003.

Runco, M. A., & Jaeger, G. J. (2012). The standard definition of creativity. Creativity Re-
search Journal, 24(1), 92-96. 10.1080/10400419.2012.650092.

Runco, M. A., & Pritzker, S. R. (1999). Encyclopedia of creativity (1st ed.). Academic
Press.

Runco, M. A., & Pritzker, S. R. (2011). Encyclopedia of creativity (2nd ed.). Academic
Press.

Runco, M. A., & Pritzker, S. R. (2020). Encyclopedia of creativity (3rd ed.). Academic
Press.

Samuel, R., & Kanji, S. (2020). Valuing creativity, feeling overworked and working hours:
Male workers and the new spirit of capitalism. Times and Society, 29(1), 51-73.
10.1177/0961463x18820730.

Sandri, O. J. (2013). Exploring the role and value of creativity in education for sus-
tainability. Environmental Education Research, 19(6), 765-778. 10.1080/13504622.
2012.749978.

Schwartz, S.H. (1996). Values. In J.W. Berry, M.H. Segall, & C. Kagitcbasi (Eds.), Handbook
of cross-cultural psychology (2nd ed, Vol 3, pp. 77-118). Allyn & Bacon.

Schwartz, J., Hatfield, S., Jones, R., & Anderson, S. (2019). What is the future of
work? redefining work, workforces, and workplaces. Deloitte Insights https://www2.
deloitte.com/content/dam/Deloitte/nl/Documents/humancapital/deloitte-nl-hc-
what-is-the-future-of-work.pdf.

Scott, W. E. (1965). The creative individual. Academy of Management Journal, 8(3), 211-
219. 10.5465/254789.

Sharma, K. N. (1981). A study of intrinsic value structures and creativity among higher
secondary school girls. Journal of Psychological Researches, 25(1), 1-4.

Smith, W. (1988). Drawing interest don’t take a boggs bill at face value; creativity can lend it
added currency. Chicago Tribune.

Stein, M. I (1953). Creativity and culture. Journal of Psychology, 36, 311-322.
10.1080/00223980.1953.9712897.

Street, S. (2008). Reframing arguments about the value of contemporary dance: Putting
creativity at the centre of dance practice, policy and education. Brolga, 19-26.

Strength of the arts has tangible value. (2002). Madison was the No. 1 city of its size
in Richard Florida’s “Creativity Rankings.” That bodes well for the city’s economy.
Wisconsin State Journal.

Thomas, J., & Canning, L. (2015). The value of creativity: Implications for industrial design
and design entrepreneurship. In S. Nambisan (Ed.), Embracing entrepreneurship across
disciplines (pp. 149-170). Edward Elgar Publishing. 10.4337,/9781782549963.00018.

Tricco, A. C., Lillie, E., Zarin, W., O’Brien, K. K., Colquhoun, H., Levac, D., et al., (2018).
PRISMA extension for scoping reviews (PRISMA-ScR): Checklist and explanation. An-
nals of Internal Medicine, 169(7), 467-473. 10.7326,/M18-0850.

UK Government. (2005). Counting the value of creativity and design. M2 Presswire.

Unlocking the value of creative individuals in UK innovation projects. (2019). Under-
standing the relationship between creativity, innovation and productivity. Periodical,
35(3), 13-15. 10.1108/SD-12-2018-0241.

Valentine, S., Godkin, L., Fleischman, G. M., & Kidwell, R. (2011). Corporate eth-
ical values, group creativity, job satisfaction and turnover intention: The im-
pact of work context on work response. Journal of Business Ethics, 98, 353-372.
10.1007/510551-010-0554-6.

Weisberg, R. W. (2015). On the usefulness of “value” in the definition of creativity. Cre-
ativity Research Journal, 27, 111-124. 10.1080,/10400419.2015.1030320.

Wells, J. (1999). Jobs value the arts: Employers want grads’ creativity, ability to think.
The Spectator.

Wharton, T. (2012). Artists promotes value of creativity. The Salt Lake Tribune.

World Economic Forum [WEF]. (2020a). The jobs reset summit. World Economic Fo-
rum Retrieved December 1, 2020 from https://www.weforum.org/events/the-jobs-
reset-summit-2020.

World Economic Forum [WEF]. (2020b). This is the one skill that will future-proof you
for the jobs market. World Economic Forum Retrieved December 1, 2020, from


https://doi.org/10.3389/fpsyg.2019.00951
https://doi.org/10.1007/s10912-016-9397-\penalty -\@M 1
https://doi.org/10.4324/9781351199797
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0042
https://doi.org/10.5367/000000004323051868
https://doi.org/10.1111/j.1467-9833.2005.00260.x
https://doi.org/10.1080/10400419.2018.1411432
https://doi.org/10.1177/1088868313498001
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0047
https://doi.org/10.1016/j.jbusres.2014.03.014
https://doi.org/10.1080/10400410701397164
https://doi.org/10.2307/2529310
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0051
https://doi.org/10.1891/1078-4535.23.1.3
https://psycnet.apa.org/doi/10.1016/S0149-2063\05097\05190040-4
https://doi.org/10.1016/j.anr.2019.11.002
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0055
https://doi.org/10.2307/249543
https://www.merriam-webster.com
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0058
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0059
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0060
https://doi.org/10.1186/s12874-018-0611-x
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0062
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0063
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0064
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0065
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0066
https://www.oecd.org/education/2030/E2030\04520Position\04520Paper\04520\05005.04.2018\051.pdf
https://doi.org/10.1108/14637159710192257
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0069
https://doi.org/10.1177/1932202&times;20978356
https://doi.org/10.1007/s10790-020-09741-6
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0072
https://doi.org/10.1207/s15326985ep3902_1
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0075
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0076
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0077
https://doi.org/10.1016/j.jbusres.2005.08.001
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0079
https://doi.org/10.13189/ujer.2016.040607
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0082
https://doi.org/10.1016/0732-118X(92)90021-Q
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0084
https://doi.org/10.1017/CBO9780511763205.003
https://doi.org/10.1080/10400419.2012.650092
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0087
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0088
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0089
https://doi.org/10.1177/0961463&times;18820730
https://doi.org/10.1080/13504622.\penalty -\@M 2012.749978
https://www2.deloitte.com/content/dam/Deloitte/nl/Documents/humancapital/deloitte-nl-hc-what-is-the-future-of-work.pdf
https://doi.org/10.5465/254789
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0095
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0096
https://doi.org/10.1080/00223980.1953.9712897
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0098
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0099
https://doi.org/10.4337/9781782549963.00018
https://doi.org/10.7326/M18-0850
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0102
https://doi.org/10.1108/SD-12-2018-0241
https://doi.org/10.1007/s10551-010-0554-6
https://doi.org/10.1080/10400419.2015.1030320
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0106
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0107
https://www.weforum.org/events/the-jobs-reset-summit-2020

M.L. Oppert, V. O’Keeffe, M.S. Bensnes et al.

https://www.weforum.org/agenda/2020,/10/andria-zafirakou-teacher-jobs-skills-
creativity/.

World Economic Forum [WEF]. (2020c). Here are 5 skills researchers say employ-
ers are looking for right now. https://www.weforum.org/agenda/2020/08/covid-
19-jobs-key-skills.

Yahya, Y. (2017). Parents put high value of critical thinking, creativity. The Straits Times.

Journal of Creativity 33 (2023) 100059

Zeng, L., Proctor, R. W., & Salvendy, G. (2010). Creativity in ergonomic design: A sup-
plemental value-adding source for product and service development. Human Factors,
52(4), 503-525. 10.1177/0018720810376056.

Zeng, L., Proctor, R. W., & Salvendy, G. (2012). User-based assessment of website cre-
ativity: A review and appraisal. Behaviour & Information Technology, 31(4), 383-400.
10.1080/01449291003686203.


https://www.weforum.org/agenda/2020/10/andria-zafirakou-teacher-jobs-skills-creativity/
https://www.weforum.org/agenda/2020/08/covid-19-jobs-key-skills
http://refhub.elsevier.com/S2713-3745(23)00018-3/sbref0111
https://doi.org/10.1177/0018720810376056
https://doi.org/10.1080/01449291003686203

	The value of creativity: A scoping review
	Introduction
	Defining creativity
	The notion of value

	Method
	Value constructs proposed
	Scoping review procedure and results
	Descriptive results

	The value of creativity: results by value construct proposition with synthesized articles
	Extrinsic value of creativity
	Instrumental value of creativity
	Intrinsic-Inherent value of creativity

	Discussion
	Data availability statement
	Declaration of Competing Interests
	Acknowledgements & Funding
	Supplementary materials
	References


