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ABSTRACT
This study examined how employees’ emotional competence predicts feedback-seeking behaviour (FSB)
and consequently incremental and radical creativity on the basis of conservation of resource (COR) theory.
We posit that emotional competence enhances the two types of creativity by generating resource caravans
through distinct patterns of FSB. Our analysis based on the data collected from 206 employees from 85work
teams revealed that emotional competence has a significant indirect effect on the incremental creativity of
team members, as rated by leaders, through frequent feedback seeking. Emotional competence also
exhibited a considerable direct effect on radical creativity. In addition, emotional competence predicted
source variety, namely, feedback-seeking breadth, which in turn contributed to radical creativity. This study
offers new and useful theoretical and practical insights regarding the different types of creativity in the
workplace by employing COR theory and the resource caravan perspective.
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Employee creativity bears a critical strategic significance in
achieving innovation and competitive advantage for contem-
porary organizations. Studies have identified various creativity
antecedents, such as personality, cognitive styles, job charac-
teristics, and organizational and social contexts (Anderson,
Potočnik, & Zhou, 2014). Creativity involves intensive and
effortful cognitive activities for generating novel and useful
ideas (W. L. Lin, Tsai, Lin, & Chen, 2014). Thus, the existing
literature highlights cognitive processes (e.g., intelligence, cog-
nitive skills, problem solving, cognitive flexibility, and creative
process engagement) and motivational underpinnings that
drive or enable such cognitive engagements (Amabile, 1983;
Shalley, Zhou, & Oldham, 2004; Zhang & Bartol, 2010).

Despite the prevailing focus on cognitive and motivational
aspects, creativity in organizations often involves interpersonal
risk, uncertainty, and tension, all of which impose significant
psychological and social challenges (Muller, Melwani, &
Goncalo, 2012). In addition to cognitive abilities, creativity
requires considerable social and emotional abilities; however,
such aspect has been somewhat overlooked and underex-
plored in the literature (Geher, Betancout, & Jewell, 2017; Lin
et al., 2014). In the present study, we attend to the emotional
competence of employees that facilitate social processes of
seeking and gathering information and resources from others,
which should promote their creativity.

With the goal of exploring the social processes underpin-
ning creativity, we focus on emotional competence, which
enables people to understand and manage emotionally-laden
interpersonal situations such that they can handle complex
social situations and challenges (Geher, Warner, & Brown,
2001). We draw on conservation of resource (COR) theory to
elaborate the role of emotional competence in creativity

(Hobfoll, 1989). Although initially proposed as a model for
understanding stress, COR is basically a motivation theory
that explains the mechanism by which these individuals invest
their resources (e.g., time, energy, and competence) to protect,
regenerate, and enrich their own resources and achieve perso-
nal well-being and performance (Hobfoll, Halbesleben, Neveu,
& Westman, 2018). In the present study, emotional competence
is conceptualized as a personal resource that is deployed to
enrich and develop additional resources further to ensure that
employees can accomplish creativity in the workplace.

Hobfoll (2011) has further extended COR theory and argued
that resources do not exist individually but travel in packs or
caravans, thereby signifying the notion of “resource caravans.”
The investment and enrichment of initial resources lead to
additional resource acquisition, thus generating the tendency
of resources moving forward together like a caravan.
Individuals with valuable general resources invest these
resources to translate them to other specific resources that
are highly prized in the given context and are proximal to well-
being and performance (Hobfoll et al., 2018). For instance,
employees who are high in conscientiousness may exert extra
effort and stay focused on work. Doing so can enhance employ-
ees’ skills and their ability to identify efficient performance
strategies, thereby further generating new resources to help
them succeed (Halbesleben, Harvey, & Bolino, 2009).

On the basis of the resource caravan perspective, we pro-
pose that employees with emotional competence achieve crea-
tive performance by investing their personal resource to
generate social resources through feedback-seeking behaviour
(FSB). FSB is a proactive, self-regulatory behaviour through
which employees obtain information from others to adapt to
changing situations and task demands (Devloo, Anseel, &
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Beuckelaer, 2011; Parker & Collins, 2010). Thus, FSB helps
employees develop new perspectives and generate novel solu-
tions (Baer, 2010; Madjar, 2005; Perry–Smith, 2008). This
resource caravan process of moving from emotional compe-
tence to FSB should facilitate employee creativity.

In this study, we further investigate the differentiated effects of
emotional competence on various types of creativity. Creativity
has been broadly defined as the generation of novel and useful
ideas (Amabile, Conti, Coon, Lazenby, & Herron, 1996). However,
researchers have criticized the conventional treatment of creativ-
ity as a uni-dimensional construct, which can result in contra-
dictory empirical findings (Gilson & Madjar, 2011; Madjar,
Greenberg, & Chen, 2011). Appreciating the different types of
creativity is important because diverse forms of creativity may
be expected and thus offer varying benefits depending on spe-
cific organizational and task contingencies (Dane, 2010;
Mainemelis, Kark, & Epitropaki, 2015). In this study, we acknowl-
edge the multifaceted nature of creativity and examine its two
forms, namely, incremental and radical creativity (Anderson et al.,
2014; Gilson & Madjar, 2011). Incremental creativity involves the
generation of ideas that “imply few changes in frameworks and
offer onlyminormodifications to existing practices and products,”
whereas radical creativity leads to “ideas that differ substantially
from an organization’s existing practices . . . [thereby offering] new
and set-breaking frameworks or processes” (Madjar et al., 2011,
p. 731). The present study elaborates a theoretical framework in
which emotional competence shapes the different forms of FSB of
employees, including feedback-seeking frequency and source
variety, to achieve incremental and radical creativity.

In sum, our study advances the literature in several impor-
tant ways. First, given the critical but neglected role of social
processes underlying creativity, particularly in organizations,
we theorize and empirically validate that emotional compe-
tence can function as a key personal resource towards
creativity. Second, we apply the resource caravan perspective
on the basis of COR theory to account for the intervening
mechanisms between emotional competence and creativity.
Specifically, we propose that individuals deploy their personal
resources, such as emotional competence, to generate addi-
tional resources, including informational feedback and diver-
gent input, which are crucial for creativity (Madjar, 2005; Paulus,
Larey, & Dzindolet, 2001). Third, we elaborate that the resource
caravans from emotional competence to FSB may take different
forms, including frequent or source-diversified feedback-
seeking efforts, thereby forming distinct pathways towards
incremental versus radical creativity. The divergent developing
patterns involving emotional competence, FSB, and creativity
should offer novel insights into the predictive mechanisms
leading to the different types of employee creativity. We test
our theoretical propositions by using a sample of 206 employ-
ees from 85 teams in various business organizations.

Theoretical framework and hypotheses

Key resources for creativity

Literature on creativity has developed a key resource frame-
work that identifies critical resources necessary for creativity
(Amabile, 1983; Anderson et al., 2014). Researchers have

highlighted cognitive and motivational resources, such as crea-
tivity-relevant skills, domain-relevant expertise, knowledge
stock, task engagement, and intrinsic motivation (Shalley
et al., 2004; Sung & Choi, 2012). We attend to emotional com-
petence as a key resource for employees to be creative to
complement the prevailing cognitive focus (Dadvar,
Mohamadrezaii, & Fathabadi, 2012; Geher et al., 2017; Lin
et al., 2014). Creativity requires both cognitive and social or
emotional resources because it embodies cognitive problem
solving and idea generation; however, the employee capacity
to develop effective interpersonal interactions is equally neces-
sary for creative performance in teams and organizations where
people typically work together for collective and interdepen-
dent tasks and goals (Brackett, Rivers, & Salovey, 2011; Lin et al.,
2014; Mumford, Ligon, Gaddis, & Strange, 2002; Zhou & George,
2003).

Emotional competence reflects one’s ability to identify, infer,
and manage one’s own and others’ emotions, which should be
conducive for generating and presenting creative ideas in the
workplace (Brackett et al., 2011; Geher et al., 2017). From the
vantage point of COR theory (Hobfoll et al., 2018), emotional
competence can be regarded as a key resource that employees
use to obtain other valuable resources, such as information and
support from others, which can help them achieve valued out-
comes, such as creative performance (Penney, Hunter, & Perry,
2011). On the basis of COR theory, organizational scholars have
identified personality (e.g., conscientiousness and emotional
stability) and psychological characteristics (e.g., self-efficacy)
as key personal resources that employees deploy to address
task demands and cope with strain or burnout (Penney et al.,
2011; Winkel, Wyland, Shaffer, & Clason, 2011). In the present
study, we introduce COR theory to offer new insights into the
manner by which personal resources affect creativity in the
workplace and expand the key resource framework for
creativity.

Resource caravans through FSB

Resource caravans signify that resources move together
through the enrichment of initial resources, thereby leading
to additional resource acquisition or generation (Hobfoll, 2011,
2012). Individuals invest their existing resources to transform
them to other well-prized resources (Hobfoll, 1989). In organi-
zational settings, employees with personal resources may
engage in certain behaviours that secure new resources that
are proximal to performance. For instance, employees with
high conscientiousness and low emotional stability may
engage in counterproductive work behaviour as a strategy to
prevent resource loss and to conserve time, energy, and infor-
mational resources for their own performance (Penney et al.,
2011).

On the basis of the resource caravan perspective, we isolate
feedback seeking as a core resource-generating behaviour that
prompts emotionally competent employees to translate their
personal resources into creative performance (T. Y. Kim, Cable,
Kim, & Wang, 2009). FSB involves “voluntary actions that
employees undertake to obtain information and evaluations”
regarding their task (Grant & Ashford, 2008, p. 11). In contem-
porary business environments characterized by high
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unpredictability and complexity, organizations cannot always
provide clearly specified roles and goals that guide employee
behaviour (Ashford, Blatt, & Walle, 2003). Hence, employees’
proactive self-regulatory efforts to monitor their progress and
adjust task procedures and strategies are imperative to
employee performance (Devloo et al., 2011; Whitaker & Levy,
2012). FSB may increase creative performance by allowing
employees to achieve constant modifications and improve-
ment through diversified task inputs (De Stobbeleir, Ashford,
& Buyens, 2011). However, FSB is not beneficial for everyone
because it involves great social risks, such as losing face, which
hurts the pride and ego of feedback seekers (Park, Schmidt,
Scheu, & DeShon, 2007; Parker & Collins, 2010). Thus, FSB is an
effective resource investment strategy for employees with
emotional competence who are apt to deal with such inter-
personal and social challenges (Geher et al., 2017).

Emotional competence develops dual resource pathways
towards incremental and radical creativity through two differ-
ent aspects of FSB. Feedback-seeking frequency and source
variety (referred to as “feedback-seeking breadth” hereafter)
represent how often and broadly, respectively, individuals
seek feedback from different sources, which reflect the inten-
sity and diversity of FSB (De Stobbeleir et al., 2011; Sijbom,
Anseel, Crommelinck, De Beuckelaer, & De Stobbeleir, 2018).
Creativity literature has elucidated the critical function of var-
ious types of information and heterogeneous inputs from mul-
tiple sources in offering raw materials for developing novel
solutions (Madjar, 2005; Paulus et al., 2001). Figure 1 illustrates
our overall theoretical framework.

Positive effects of emotional competence on creativity

Emotional competence may function as a critical personal
resource to improve one’s creativity for several reasons. First,
people are likely to provide information with whom they feel
comfortable. Emotionally competent employees tend to make
others feel a sense of intimacy on the basis of their social and
emotional abilities to understand their own and others’ emotions
accurately, thus improving interpersonal interactions (O’Boyle,
Humphrey, Pollack, Hawver, & Story, 2011). They are apt to
collect informational inputs and ideas from others, thereby
securing critical resources for generating creative ideas (Kim
et al., 2009). Obtaining a broad array of facts and information
facilitates the generation of new ideas (Mumford et al., 2002).

Second, the inherent nature of creativity involving uncer-
tainty, anxiety, and potential conflict with others necessitates
emotional competence and social skills to be creative. Despite
the increasing appreciation for creativity in organizations
(Anderson et al., 2014; Sung, Antefelt, & Choi, 2017), people
continue to exhibit “implicit” biases against creative ideas
(Muller et al., 2012; Tyagi, Hanoch, Hall, Runco, & Denham,
2017). The fear of negative responses from others comprises
one of the critical concerns that discourage employees from
engaging in creative efforts (Detert & Edmondson, 2011).
Despite widespread pro-innovation values, organizations still
heavily depend on standardized practices, control systems, and
routines for efficient functioning and operational performance.
These practices and routines become obstacles that discourage
employees from deviating or violating rules to initiate creative
attempts (cf. organizational inertia, W. E. Hopkins, Mallett, &
Hopkins, 2013). Hence, being creative in organizations requires
emotional and social competence that helps employees deal
with and regulate negative emotions, such as frustration and
irritation (Zhou & George, 2003), thereby protecting their ego
and social image (Dong, Seo, & Bartol, 2014).

In summary, emotional competence may provide personal
resources needed for employees to share and gather informa-
tion from others, overcome creativity-related emotional chal-
lenges and ego threats, and shift their attention focus away
from negative moods and tension while they pursue and per-
sist creative efforts (Shemesh, 2017). Thus, we propose the
following hypothesis:

Hypothesis 1: Emotional competence is positively related to (a)
incremental creativity and (b) radical creativity.

Increasing positive mood, energy, and strength is another
critical function of emotional competence (Shirom, 2003),
thereby forming a resource caravan from one resource to
another (Hobfoll, 2011). Although some prior research has
reported that negative moods (e.g., anger) are beneficial for
creative performance (cf. dual pathway model of creativity,
De Dreu, Baas, & Nijstad, 2008), activated positive moods are
proven to enhance unconstrained imagination (cf. broaden
and build theory, Fredrickson, 2001), which drives creativity,
particularly of unusual or highly novel types (Carmeli, McKay,
& Kaufman, 2014). Thus, the positive function of emotional
competence for employee creativity is more noticeable

Figure 1. Conceptual framework predicting creative performance.
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when generating radical ideas than when developing incre-
mental ones because the former involves considerably
greater uncertainties, risks, and unanticipated challenges
(Alexander & Van Knippenberg, 2014). Studies have con-
tended that radical creativity is predicted by risk-taking will-
ingness, career commitment, sufficient resources, and
intrinsic motivation towards the task (Gilson & Madjar,
2011; Madjar et al., 2011). Emotionally competent people
generally experience activated positive moods and energy,
which increase cognitive flexibility and psychological
resources that encourage people to search and explore
creative – even risky – solutions (De Dreu et al., 2008).
Both types of creativity can benefit from emotional compe-
tence. However, such benefit is likely more pronounced in
radical creativity, which is characterized by greater risks
(interpersonal and outcome-related) and corresponding
demands of flexible cognitive processes, than in incremental
creativity.

Hypothesis 2: Emotional competence is more strongly related to
radical creativity than incremental creativity.

Emotional competence and FSB

Emotional competence, a personal resource that is beneficial
for creativity, may be deployed to generate additional
resources that are closely and directly related to creativity,
which signifies resource caravans (Hobfoll et al., 2018). We
isolate feedback seeking as an effective and plausible resource
investment strategy for employees with emotional compe-
tence to acquire additional resources, such as information,
ideas, and other inputs from their social constituents (Kim
et al., 2009; Penney et al., 2011). Emotional competence may
provide personal and social resources that facilitate successful
social exchange between the feedback seeker and giver,
thereby initiating the resource caravan process.

The greatest challenges in seeking feedback are ego and image
concerns owing to the fear of receiving negative evaluations,
being seen as incompetent, and thus losing face and self-
esteem – all of which stimulate ego/image defence motives
(Ashford et al., 2003). Such impression-management motives sig-
nificantly decrease the intentions and actual FSB (Tuckey, Brewer,
& Williamson, 2002). Emotional competence supplies psychologi-
cal resources to monitor the emotions of the self and others
adequately and to utilize emotional information properly inmana-
ging social and task-related interactions (Colman, 2009). Therefore,
emotionally competent people can control these ego/image pro-
tection motives and manage the social risks associated with FSB,
which facilitates the acquisition of additional cognitive resources,
such as information and feedback.

Emotional competence enables people to communicate
their need for information effectively, obtain personal opinions
and feedback from others, and accurately understand the
thoughts and feelings expressed by others (Porath &
Bateman, 2006; Whitaker & Levy, 2012). Feedback generally
comes with indirect and hidden messages to avoid the straight-
forward and potentially confrontational tone of evaluative opi-
nions (Ashford et al., 2003; Parker & Collins, 2010). Emotionally

competent employees can achieve a precise understanding of
feedback from others by accurately capturing the emotions of
interacting partners. Furthermore, employees can also increase
the benefits of feedback by effectively gleaning informational
input to modify their task behaviour and ideas (Zhou, 2008).
Thus, employees with emotional competence frequently seek
feedback from diverse sources, including their supervisor,
teammates, and colleagues from other departments, to max-
imize the value of new resources generated by FSB. This dis-
cussion leads to the following hypotheses:

Hypothesis 3: Emotional competence is positively related to
feedback-seeking frequency.

Hypothesis 4: Emotional competence is positively related to
feedback-seeking breadth.

Resource caravans involving feedback-seeking frequency
and breadth towards incremental and radical creativity

Innovative solutions are often the products of social interaction
and exchange of ideas, which include feedback seeking and
giving (Perry–Smith, 2008; Sung & Choi, 2012). De Stobbeleir
et al. (2011) reported that feedback-seeking frequency and
breadth are positively related to supervisor-rated creative per-
formance. To extend this literature and offer a nuanced expla-
nation of the FSB–creativity relationship, we propose that
emotional competence increases feedback-seeking frequency
and breadth, which supply distinct additional resources that
predict incremental and radical creativity, respectively. Thus,
each FSB aspect forms distinct resource caravans triggered by
emotional competence towards the two different types of
creativity.Feedback-seeking frequency. Incremental creativity,
which involves adapting and modifying current practices and
procedures, requires ideas and opinions that inform ways to
identify and improve the deficiencies and shortcomings of
existing routines (Gilson & Madjar, 2011). Madjar et al. (2011)
showed that organizational identification and willingness to
conform are positively related to incremental creativity but
not to radical creativity. Frequent feedback-seeking may be
driven from and demonstrate a focal employee’s appreciation
of and commitment to others in the work environment. Thus,
employees who frequently seek feedback are apt to generate
incrementally creative ideas.

Emotional competence also allows people to feel comforta-
ble about FSB and seek feedback whenever they need informa-
tion and comments on their ideas and current task behaviours
(O’Boyle et al., 2011). Such frequent feedback should reveal the
deficiencies of the extant practices and further suggest ways to
address shortcomings by modifying the current task proce-
dures (Zhou, 2008). Therefore, frequent feedback seeking can
provide cognitive and social resources that are beneficial for
finding new applications of existing methods and improving
current practices for timely adjustment to new demands.
Hence, we propose that emotional competence may enhance
incremental creativity by forming a resource caravan through
feedback-seeking frequency. We thus advance the following
mediation hypothesis.
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Hypothesis 5: Feedback-seeking frequency mediates the posi-
tive relationship between emotional competence and incre-
mental creativity.

Feedback-seeking breadth
The generation of radical breakthroughs requires thinking out
of the box in terms of redefining issues and exploring novel
approaches that substantially depart from existing practices
(Madjar, 2005; Perry–Smith, 2008; Zhou, Shin, Brass, Choi, &
Zhang, 2009). Employees need diverse viewpoints held by
multiple sources, such as immediate teammates and colleagues
from other departments and functions, to escape from the
barriers or constraints in their thought processes. These
employees may not focus on a single target (often the immedi-
ate supervisor) for feedback but instead approach diverse
sources, which should enrich cognitive resources and provide
heterogeneous ideas (Ashford et al., 2003; De Stobbeleir et al.,
2011). People exposed to the non-overlapping viewpoints of
others can formulate radically different options and generate
novel solutions (Dugosh, Paulus, Roland, & Yang, 2000; Paulus &
Yang, 2000). Personal resources, such as emotional compe-
tence, promote confident feedback seeking from diverse con-
stituents and varying sources to attain different views and
unexpected challenges. Various feedback sources offer diversi-
fied cognitive assets, which instigate new experiments and
unconventional connections that cannot be identified within
a functional silo or within well-established practices or routines
(Sijbom et al., 2018). Therefore, feedback-seeking breadth or
feedback source variety forms a resource caravan with emo-
tional competence to increase radical creativity.

Hypothesis 6: Feedback-seeking breathmediates the positive rela-
tionship between emotional competence and radical creativity.

Method

Sample and data collection procedure

We collected the data from managers enrolled in a part-time
MBA programme of a university in South Korea. Before asking
the managers to participate in this study, we delivered a brief
presentation that informed them of the definition of a work team,
which allowed them to distribute their survey packets to
a collocated team that performed collective tasks to achieve
shared goals. We sent a public notice to 150 managers to solicit
voluntary participation in this study, to which 92 managers
responded (response rate = 61.33%). We delivered the survey
packets to the 92 managers and their 327 constituents through
postal mail. From this initial sample, 85 managers and 243
employees completed and returned the surveys directly to the
researchers (manager response rate = 92.39%, employee
response rate = 74.31%). We procured the final analysis sample
of 206 members working in 85 teams after eliminating partici-
pants with incomplete responses and those without matching
supervisory ratings. No significant differences were observed in
the demographic characteristics between participants who com-
pleted the full questionnaire and those who submitted incom-
plete responses. Each team in this final sample had 2.42 members
(SD = 1.08) on average, and the 85 teams in our analysis sample

represented a wide range of industries, including manufacturing
(11.7%), consumer service (21.8%), telecommunication (4.4%),
finance (20.0%), public services (5.4%), and others (36.6%).

The sample of team members for the final analysis had an
average age of 33.2 years (SD = 9.09) and an average organiza-
tional tenure of 6.2 years (SD = 6.21) and also included 45%
females. The education levels of the members were high school
(10.2%), two years of college (13.1%), undergraduate degrees
(65%), and graduate degrees (11.7%). In addition, the members
performed various functions, such as general management
(40.0%), sales (14.1%), research and development (9.3%), produc-
tion/engineering (2.9%), andothers (27.8%).Our data also included
the ratings of the members’ creative performance as provided by
the 85 team leaders, which consisted of 71.9% males with an
average age of 42.9 years (SD = 10.11) and an average organiza-
tional tenure of 12.0 years (SD = 8.33). Further, the education levels
of the leaders included two years of college (18.2%), undergradu-
ate degrees (55.6%), and graduate degrees (26.1%).

Measures

The data were collected from two sources (team members and
their leaders) to avoid potential problems of common source
variance (P. M. Podsakoff, MacKenzie, Lee, & Podsakoff, 2003).
The members reported on emotional competence, task inter-
dependence, and FSB, whereas the leaders rated the levels of
incremental and radical creativity of the members. Although
our data were collected from part-time MBA students, only the
team leaders were enrolled in the program, but not the entire
population of the employees who participated in the study. The
scale items were prepared through the standard translation
and back-translation procedures (Brislin, 1986), and all the
items were rated on a five-point Likert scale ranging from 1
(strongly disagree) to 5 (strongly agree). Table 1 shows the full
set of scale items.

Emotional competence
We employed six items (α = .72) adopted from Schutte et al.
(1998) to assess the multifaceted nature of emotional compe-
tence, which included three distinct competence areas: apprai-
sal, expression, and regulation of emotions.

Feedback-seeking frequency and breadth
We adopted the items used in De Stobbeleir et al. (2011) to
measure the FSB of team members. Employees reported the
frequency of their feedback seeking from supervisors, team
members, and members of other teams/departments using
two items repeated for each source, resulting in a six-item
measure of FSB (α = .74) rated on a five-point scale (1 = never,
5 = quite often), as displayed in Table 1. Similar to prior studies
(De Stobbeleir et al., 2011; Morrison, 1993), we calculated the
average feedback-seeking frequency for the three targets and
computed the overall frequency score by averaging the three
values that represent the three feedback sources.

To assess source variety, namely feedback-seeking breadth,
we computed the level of the spread or distribution of
resources across different feedback sources. Specifically, we
employed the Herfindahl index, which “captures the ‘market
share’ of a person’s feedback seeking that is allocated to each
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target of that seeking” (De Stobbeleir et al., 2011, p. 820). The
calculation of the Herfindahl index corresponds to the Blau
index typically employed in diversity studies (Harrison & Klein,
2007). The formula for this index, which is equivalent to the
variety of feedback sources (Sijbom et al., 2018), is shown
below.

Incremental and radical creativity

Weadopted the six itemsdevelopedbyMadjar et al. (2011) tomeasure
the degree to which the participants generated original and useful
ideas that ranged from incremental modifications (incremental creativ-
ity, three-itemmeasure, α = .82) to radical departure from current ways
or processes (radical creativity, three-itemmeasure, α = .87).

We performed confirmatory factor analysis (CFA) using
Mplus to verify the two underlying factors. The two-factor
structure with incremental and radical creativity as separate
latent factors (χ2 [df = 8] = 15.64, p < .05; CFI = .988;
RMSEA = .068) provided a significantly better fit to the data

than the single-factor structure (χ2 [df = 9] = 72.53, p < .001;
CFI = .898; RMSEA = .185) (Δχ2 [df = 1] = 56.89, p < .001). The
correlation between the two creativity measures observed in
the current data (r = .64) was comparable with those reported
in previous studies (r = .49 in Madjar et al., 2011; r = .60 in Jaussi
& Randel, 2014; and r = .73 in; González-Gómez & Richter, 2015).

Controls
In the present analysis, we controlled the effects of demographic
factors, such as education, gender (women = 0; men = 1), age,
and organizational tenure of the participants. These characteris-
tics could imply social status in Korean organizations, thereby
affecting the motivation of employees to undertake feedback
seeking and demonstrate their creativity (De Luque & Sommer,
2000; Sung et al., 2017). Given that different tasks require differ-
ent levels of creativity between production and clerical workers
(Anderson et al., 2014), we also controlled the effect of task type
(0= clerical,marketing, and generalmanagement; 1 = production
and engineering). In addition, we controlled the effect of task
interdependence because it can urge employees to engage in
FSB. Task interdependence was measured by a four-item scale
(α = .84, see Table 1 for items), which assessed the extent to
which the tasks of the participants were structured and orga-
nized to be interdependent with those of others (Bishop & Dow,
2000). As a proxy for creativity requirement imposed on each
team, we controlled for the effect of innovative team climate
rated by leaders as a team-level control variable (six-item mea-
sure, α = .86, sample item: “In this team, we take the time needed
to develop new ideas”). The hypothesis testing results were
identical with and without these control variables in all the
analyses reported below (Becker, 2005).

Results

We conducted the CFA of all the individual-level study variables
by testing the measurement model of the five hypothesized
factors before testing the hypotheses. In line with previous
studies on feedback seeking (De Stobbeleir et al., 2011;
Morrison, 1993), we created a single second-order factor of
FSB formed by three feedback sources as the distinct first-

order factors. This five-factor model resulted in a good fit with
the data (χ2[df = 176] = 243.158, p < .001; CFI = .956;
RMSEA = .044). Table 1 presents the factor loadings of each
item loaded onto their corresponding factors, all of which were
greater than .40, thereby exhibiting the convergent validity of
scale items. In addition, Table 2 shows that various alternative
measurement models displayed significantly worse fit than the
hypothesized five-factor model (all Δχ2 tests, p < .01). Thus, we
proceeded to hypothesis testing using the five study variables.
Table 3 displays the descriptive statistics and intercorrelations
among the study variables and controls.

Table 1. Factor loadings for the confirmatory factor analysis of study variables.

Measurement Items
Factor

Loadings

1. Emotional Competence
I am aware of the non-verbal messages other people send. .626
It is easy for me to understand why people feel the way they do. .500
I am aware of my emotions as I experience them
I know why my emotions change.

.454

.564
I have control over my emotions. .707
When I am faced with obstacles, I remember times I faced
similar obstacles and overcome them.

.547

2. Task Interdependence
To do my task well, I frequently need to coordinate with others. .809
To do my task well, I must communicate well with others. .893
For my task, my own goal attainment relies heavily on the goal
attainment of others.

.702

3. Feedback-seeking Frequency
(Towards supervisor)
How frequently do you ask feedback about your work? .727
How frequently do you ask for advice for better ways of doing
your work?

.955

(Towards team members)
How frequently do you ask feedback about your work? .572
How frequently do you ask for advice for better ways of doing
your work?

.818

(Towards members of other teams)
How frequently do you ask feedback about your work? .987
How frequently do you ask for advice for better ways of doing
your work?

.590

4. Feedback-seeking Breadth
The distribution of resources across different feedback sources
computed using Herfindahl index

5. Incremental Creativity
He/she uses previously existing ideas or works in an appropriate
new way.

.780

He/she is very good at adapting already existing ideas or work. .801
He/she easily modifies previously existing work processes to suit
current needs.

.745

6. Radical Creativity
He/she is a good source of highly creative ideas. .852
He/she demonstrates originality in his/her work. .784
He/she suggests radically new ways of doing things. .832

Herfindahl index ¼ 1� seeking from supervisor
total seeking

� �2

þ seeking from team peers
total seeking

� �2

þ seeking from peers in other departments
total seeking

� �2
" # !

:
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We tested the hypotheses with a series of hierarchical linear
modelling (HLM) analyses considering that the study participants
were nested in teams and that the same leader evaluated the
creativity of multiple members from the same team. In our data,
groupmembership accounted for 24.68%and 19.33%of the total
variance of incremental and radical creativity, respectively, which
were statistically significant (F = 1.76 and 1.62, respectively, both
p < .01). Therefore, the adoption of multi-level analysis was
justified. Although we adopted HLM as a main analytic strategy
for hypothesis testing, we also conducted a multilevel path ana-
lysis using Mplus to test the entire framework simultaneously,
taking into account the covariance between incremental and
radical creativity. This multilevel path analytic model produced
the overall pattern of empirical results (see Figure 2) that were

identical to the HLM results as presented below. However, we
drewonHLMequations for hypothesis testing because themulti-
level path analysis reported a convergence problem.
Nonetheless, using and obtaining consistent results from two
different analytic procedures (i.e., HLM and multilevel path ana-
lytic model) increased confidence in the current findings.

Effects of emotional competence on incremental and
radical creativity

Hypotheses 1 and 2 posit that emotional competence is posi-
tively related to incremental and radical creativity although
such a positive effect is stronger for radical (than for incremen-
tal) creativity. We examined the hypothesized effects of

Table 2. Comparison of Measurement Models.

Models Factors χ2 df Δχ2 RMSEA CFI AIC

1 Five factors: two types of creativity, feedback-seeking behaviour, emotional competence, and task
interdependence

243.15 176 .044 .956 9504.355

2 Four factors: two types of creativity combined into one factor 308.26 180 65.11** .060 .916 9561.455
3 Four factors: emotional competence and task interdependence combined into one factor 427.10 180 183.95** .083 .838 9680.296
4 Three factors: two types of creativity combined into one factor and task interdependence and emotional

competence combined into one factor
487.21 183 244.06** .091 .800 9734.416

** p < .01.

Table 3. Descriptive statistics and intercorrelations.

Variables M SD 1 2 3 4 5 6 7 8 9 10 11 12

1. Gender .55 .49 –
2. Education 3.77 .79 .20* –
3. Tenure 6.20 6.21 .14* .12 –
4. Task Type .03 .17 .16* −.17* .20** –
5. Age 33.2 9.09 .07 .09 .60** .13 –
6. Task Interdependence 4.02 .74 −.02 .19** .17* .09 .04 –
7. Innovative Team Climate 3.70 .63 −.01 .07 −.04 .10 −.07 .08 –
8. Emotional Competence 3.63 .47 −.02 .05 .11 .01 −.02 .20** .14* –
9. Feedback-seeking Frequency 3.57 .60 .09 .11 .13 .14* .10 .28** .08 .37** –
10. Feedback-seeking Breadth .65 .02 .07 .02 .15* .06 .10 −.03 .04 .12 .43** –
11. Incremental Creativity 3.72 .72 −.02 .03 .15* .04 .20** .14 .41** .13 .26** .16* –
12. Radical Creativity 3.45 .77 −.07 −.06 .03 .06 .10 .06 .42** .20** .13 .18* .64** –

Note: n = 206. Task type (0 = clerical, marketing, and general management, 1 = production and engineering); gender (women = 0, men = 1); education (1 = middle
school or below, 2 = high school, 3 = two years of college education, 4 = undergraduate degree, 5 = graduate degree).

* p < .05, ** p < .01.

Figure 2. Multilevel path analysis results.
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emotional competence on creativity using multi-stage HLM
equations. We entered the seven control variables (gender,
education, tenure, task type, age, task interdependence, and
innovative team climate) and then entered emotional compe-
tence as the main predictor to equations that predict creativity.

The HLM analysis results are reported in Models 2 and 6 in
Table 4. Emotional competence had a significant positive effect
on radical creativity (γ = .225, p < .05) but was not significantly
related to incremental creativity (γ = .020, ns.). Thus, Hypothesis
1 was supported only for radical creativity. Consistent with
Hypothesis 2, emotional competence exerted a stronger and
more significant positive effect on radical creativity (p = .035)
than on incremental creativity (p = .843). To test the equality of
two regression coefficients within the same model, we com-
pared the two coefficients in the multilevel path-analytic
model, in which the residual covariance between the two out-
comes was allowed (Bretz, Hothorn, & Westfall, 2016). The two
regression coefficients representing the effects of emotional
competence on incremental and radical creativity in the multi-
level path-analytic model (β = −.109, ns. and β = .183, p < .10,
respectively) were significantly different from each other (coef-
ficient difference = −.292, p < .01). The effects of the two feed-
back-seeking variables were controlled in the model. These
patterns are consistent with Hypothesis 2, which states that
emotional competence is a stronger predictor of radical crea-
tivity than of incremental creativity.

Effects of emotional competence on FSB

In Hypotheses 3 and 4, we proposed positive relationships
between emotional competence and FSB frequency and
breadth. Table 5 presents the results of the HLM analysis, in
which we examined the effects of emotional competence on
feedback-seeking frequency and breadth. Models 2 and 4 in
Table 5 report that emotional competence was a positive and
significant predictor of feedback-seeking frequency (γ = .402,
p < .01) and feedback-seeking breadth (γ = .008, p < .05),
respectively. These results confirmed Hypotheses 3 and 4.

Mediating effects of feedback-seeking frequency and
breadth

Hypotheses 5 and 6 posited that the effects of emotional
competence on incremental and radical creativity are mediated
distinctly by feedback-seeking frequency and breadth, respec-
tively. As presented previously, emotional competence showed
significant positive effects on FSB frequency and breadth.
Model 3 in Table 4 further exhibits that incremental creativity
was significantly predicted by feedback-seeking frequency
(γ = .197, p < .05) but not by feedback-seeking breadth
(γ = 2.692, ns.). In addition, radical creativity was significantly
related to feedback-seeking breadth (γ = 6.242, p < .05) but not
to feedback-seeking frequency (γ = .034, ns.) (Model 7, Table 4).

Table 4. Hierarchical linear models predicting incremental and radical creativity.

Outcome: Incremental Creativity Outcome: Radical Creativity

Variables Model 1 Model 2 Model 3 Model 4 Model 5 Model 6 Model 7 Model 8

Step 1: Control
Gender −.011 (.094) −.013 (.100) −.032 (.092) −.029 (.092) −.078 (.101) −.091 (.100) −.088 (.100) −.094 (.099)
Education −.046 (.094) −.046 (.061) −.057 (.060) −.057 (.060) −.093 (.065) −.094 (.064) −.100 (.063) −.100 (.063)
Tenure .005 (.009) .005 (.009) .004 (.009) .004 (.009) −.002 (.010) −.002 (.010) −.005 (.010) −.004 (.010)
Task Type −.238 (.291) −.235 (.292) −.317 (.290) −.336 (.193) −.052 (.305) −.024 (.303) −.096 (.302) −.059 (.301)
Age .015 (.006)* .015 (.006)* .014 (.006)* .015 (.006)* .012 (.007) .011 (.007) .012 (.007) .010 (.007)
Task Interdependence .112 (.061) .109 (.063) .069 (.069) .078 (.069) .018 (.066) −.018 (.068) .041 (.076) .023 (.078)
Innovative Team Climate .467 (.071)** .465 (.072)** .456 (.071)** .463 (.072)* .505 (.072)** .484 (.072)** .498 (.072)** .483 (.072)**
Step 2: Emotional Competence .020 (.098) −.087 (.102) .225 (.106)* .188 (.111)
Step 3: Feedback-seeking Behavior
Frequency .197 (.090)* .220 (.094)* .034 (.098) −.014 (.102)
Breadth 2.692 (2.662) 2.729 (2.658) 6.242 (2.914)* 6.182 (2.89)*
Pseudo R2 .233 .234 .263 .266 .209 .226 .237 .248

Note: n = 206. Values in parentheses are standard errors.
* p < .05, ** p < .01.

Table 5. Hierarchical linear models predicting feedback-seeking frequency and breadth.

Outcome: Feedback-seeking Frequency Outcome: Feedback-seeking Breadth

Variables Model 1 Model 2 Model 3 Model 4

Step 1: Control
Gender .085 (.067) .052 (.068) .001 (.003) .000 (.003)
Education .055 (.061) .048 (.053) .001 (.002) .001 (.002)
Tenure .000 (.010) .002 (.008) .000 (.000)* .000 (.000)
Task Type .291 (.179) .402(.158)* .006 (.004) .007 (.004)
Age .004 (.008) .001 (.006) .000 (.000) .000 (.000)
Task Interdependence .281 (.068)** .217 (.065)** −.004 (.002) −.005 (.003)
Step 2: Main Effects
Emotional Competence .402 (.089)** .008 (.003)*
Pseudo R2 .125 .268 .026 .158

Note: n = 206. Values in parentheses are standard errors.
* p < .05, ** p < .01.
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These main effect patterns suggest that feedback-seeking fre-
quency and breadth can form distinct intervening mechanisms
that link emotional competence to incremental and radical
creativity, respectively.

To further test the mediating effects of FSB, we followed the
bootstrapping procedure recommended by Preacher, Zyphur,
and Zhang (2010), which identifies the confidence intervals of
the proposed indirect effects. This procedure revealed that
feedback-seeking frequency significantly mediated the rela-
tionship between emotional competence and incremental
creativity (indirect effect = .112, 95% CI [.013, .211]), thereby
supporting Hypothesis 5. However, our analysis failed to reveal
a statistically significant indirect effect of emotional compe-
tence on radical creativity via feedback-seeking breadth (indir-
ect effect = .048, 95% CI [−.016, .112]), thereby rejecting
Hypothesis 6.

In sum, the current analysis verified that emotional compe-
tence exerted a significant positive effect on radical creativity,
but its direct effect on incremental creativity was not signifi-
cant. Emotional competence predicted feedback-seeking fre-
quency and breadth, which were significant predictors of
incremental and radical creativity, respectively. In addition,
emotional competence exhibited a significant indirect effect
on incremental creativity via feedback-seeking frequency,
whereas its indirect effect on radical creativity via feedback-
seeking breadth was not statistically significant.

Discussion

Drawing on COR theory, we theorized emotional competence
as a core personal resource to foster creativity through employ-
ees’ proactive FSB. Specifically, we identified two distinct
resource caravans from emotional competence to feedback-
seeking frequency and breadth, both of which form distinct
pathways towards incremental and radical creativity, respec-
tively. Complementing the prevailing focus on cognitive and
motivational processes underlying creativity, the current analy-
sis largely supported the distinct implications of emotional
competence and accompanying proactive social behaviours
(i.e., FSB) towards the two types of creativity. The following
highlights the implications of the current findings, study limita-
tions, and directions for future research.

Implications for theory and research

The current theory development and empirical analysis
extended the application of COR theory in the organizational
literature to the domain of employee creativity. Previous stu-
dies have confirmed that psychological, personal resources,
such as self-efficacy, conscientiousness, and emotional intelli-
gence, affect employee attitudes and behaviours, such as
work–family conflict, deviant behaviour, and organizational
citizenship (Penney et al., 2011; Winkel et al., 2011).
Considering the social, emotional challenges associated with
being creative in the workplace, we identified emotional com-
petence as a critical personal resource for employees to exhibit
creativity. Moreover, the present analysis deduced that emo-
tional competence is a predictor of radical creativity but not of
incremental creativity.

These contrasting patterns demonstrate that the implica-
tions of emotional competence are stronger for radical than
for incremental creativity. Apparently, emotional competence
helps people cope with socially challenging situations of being
creative in organizations, which is particularly the case for
engaging in radical creativity (Kim et al., 2009; Shemesh,
2017). Indeed, people have varying abilities to deal with social
risks and challenges associated with creativity, and such indivi-
dual differences may be activated and appreciated to
a different degree in organizations. Specifically, the magnitude
or novelty expected in the given creativity context may play the
role of a threshold or a trait-activating contingency that deter-
mines the importance of emotional competence towards crea-
tivity. This speculation should be further explored in various
tasks or organizational contexts that may require different
types of creativity with varying levels of uncertainty and risk.

The present study also enriched the potential functions of
COR theory in the organizational context by highlighting the
resource caravan process, in which initial available resources
were utilized to generate additional new resources. Thus far,
COR theory has been mostly applied to resource loss or threat
situations, such as work stress, person-situation misfit, or inter-
personal and work–family conflicts. Employees engage in var-
ious efforts to save, conserve, or protect their resources from
exhaustion to cope with those unfavourable situations (e.g.,
Halbesleben et al., 2009; Penney et al., 2011; Winkel et al.,
2011). This approach appears natural given that COR theory
was originally proposed as a stress theory (Hobfoll, 1989). When
not exposed to such resource loss situations, individuals invest
their existing resources and form resource caravans to generate
additional resources. Highlighting this proactive resource-
generating process, we suggested that employees with emo-
tional competence invest their personal resources to attain
important information and ideas through FSB, which should
directly assist their creative performance (Devloo et al., 2011;
Parker & Collins, 2010).

Specifically, the present study theorized that emotional
competence has dual effects on two types of creativity through
distinct resource caravans, such that emotional competence
promotes incremental creativity through feedback-seeking fre-
quency and fosters radical creativity through feedback-seeking
breadth, respectively. Our analysis confirmed only the former
indirect effect. The incremental forms of creativity, such as
minor improvements and adaptations, can be promoted
when employees frequently solicit others’ input and opinions
regarding their current task (Perry–Smith, 2008; Zhou et al.,
2009).

Although bootstrapping analysis disconfirmed the statisti-
cally significant indirect effect of emotional competence on
radical creativity through feedback-seeking breadth, our HLM
analysis showed that emotional competence was significantly
associated with feedback-seeking breadth, which then pre-
dicted radical creativity. Heterogeneous inputs from multiple
sources diversify cognitive resources and increase opportu-
nities to recombine existing knowledge in unconventional
ways and produce novel solutions for old problems (De
Stobbeleir et al., 2011; Paulus et al., 2001; Paulus & Yang,
2000). Emotionally competent individuals may effectively gen-
erate resource caravans towards radical creativity by broadly
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seeking feedback from diverse constituents. However, consid-
ering the non-significant indirect effect of emotional compe-
tence on radical creativity through feedback-seeking breadth,
further studies should investigate alternative resource invest-
ment strategies, such as taking risks, vigorously engaging in
tasks, and building internal and external social networks (cf.
Kim et al., 2009; Madjar et al., 2011).

Although the current analysis offered elaborate understand-
ings of the FSB–creativity relationship initiated by emotional
competence, further studies are warranted given the potential
setbacks of FSB towards creativity. For instance, frequent feed-
back seeking can consume (and often waste) time and cogni-
tive resources that are critical for creative idea generation,
which requires intensive and independent (or even isolated)
efforts without being constrained or distracted by others’ eva-
luation. Likewise, the benefit of feedback seeking from diverse
sources may quickly become saturated or compromised as
employees are exposed to numerous evaluative judgements
and inputs. These factors reveal potential risks and loopholes of
given ideas, particularly when such ideas involve high risks and
deviate from existing practices (Muller et al., 2012; Tyagi et al.,
2017). Consequently, only mediocre and manneristic ideas sur-
vive because highly risky attempts are stifled by evaluative
comments, which unearth various potential shortcomings of
daring ideas (cf. the curvilinear relationship between FSB and
creativity, Sijbom et al., 2018). Further theoretical and empirical
developments regarding the potential boundary conditions
and underlying mechanisms of the FSB–creativity relationship
are required given the benefits and setbacks of FSB with regard
to creativity based on its informational and evaluative values.

Implications for practice

The present findings provide several implications for business
leaders. FSB is a useful behavioural strategy to deal with crea-
tivity-related demands and challenges in the workplace.
Leaders should develop team contexts that release members
from image threats and ego concerns accompanying FSB to
stimulate employees’ proactive social behaviour and creative
performance (Ashford et al., 2003). For instance, social norms
based on team reflexivity may urge members to constantly
recalibrate and adjust their behaviour and task strategy against
the team goals and performance standards, thereby facilitating
proactive FSB among members. Underscoring the organiza-
tional context for stimulating the resource caravan process,
Hobfoll (2011) commented that “Organizational support, stabi-
lity, safety (ranging from safety from violence to safety to
express ideas openly) are all aspects of resource caravan-
creating and sustaining organizational ecologies. These ecolo-
gies can be seen to be creating passageways in which resources
are supplied, protected, shared, fostered, and pooled” (p. 118).

Our post-hoc analysis indicated that among the three sub-
dimensions of emotional competence, emotion appraisal was
the most strongly related to feedback-seeking frequency.
Apparently, interpersonal interactions involving feedback seek-
ing and receiving may be the most effectively managed by
individuals who can appraise their own emotions and those
of others and properly evaluate the social situation involving
FSB (Ashford et al., 2003; Parker & Collins, 2010). Emotionally

competent employees may strategically engage in FSB, such
that they maintain the image of confident and self-assured
people and accrue the maximum benefits from feedback (Kim
et al., 2009). Thus, organizations may incorporate emotional
competence, particularly emotion appraisal, into their
employee selection and training and development
programmes.

Finally, business leaders can guide the creative engagement
of employees by accurately assessing the demands for the
different types of creativity or making strategic decisions for
directing follower and team resources towards a particular form
of creativity. Various task, organizational, and business environ-
mental factors may endorse and highlight the value of incre-
mental or radical forms of creativity (Gilson & Madjar, 2011). In
addition, leaders can encourage different patterns of FSB to
accomplish either incremental improvements or radical break-
throughs as needed for their work unit or organization.

Study limitations and directions for future research

The current findings should be interpreted with caution by
considering several limitations. First, the causal directions
among the constructs may not be ascertained because all
study variables were collected simultaneously. Future studies
should adopt a longitudinal research design to clearly define
causal relationships. Second, the present sample of employees
working in various functions could be exposed to varying levels
of creativity requirements. Although our analysis controlled for
innovative team climate as an indicator of creativity require-
ments, future studies need to explicitly consider and control
the varying levels of social expectations and requirements for
creativity, both of which could affect the analysis results.
Industrial contexts may also affect empirical patterns. For
instance, in a high-tech industry characterized by a strong
focus on technology and invention (Collins & Smith, 2006),
feedback seeking and creativity may represent required task
behaviour, which is positively responded (or even expected) by
others. The current theoretical propositions should be further
analysed with the consideration of these additional contextual
factors.

Third, the present research setting could also affect the
findings because feedback-seeking tendencies, creative pro-
cesses, and resource investment strategies are all partly shaped
by specific cultural and national contexts (De Luque & Sommer,
2000; Grant & Ashford, 2008; Hobfoll et al., 2018). Korean cul-
ture commonly encourages obedience and conformity and
suppresses criticism and the expression of contradictory opi-
nions (Kee, 2008). Thus, employees in this culture likely refrain
from proactively seeking feedback and initiating new proce-
dures and approaches. Forthcoming studies may further inves-
tigate our framework in other cultural and industrial contexts.

Finally, previous studies on feedback have emphasized the
critical roles of the content of information provided by the
feedback giver in terms of valence (whether positive or nega-
tive), quality (whether rich or poor), and quantity (whether few
or plenty) beyond the frequency and breadth of FSB (Harrison &
Rouse, 2015). The method used to seek feedback such as
observation, comparison, or inquiry may also affect the out-
comes (Anseel, Beatty, Shen, Lievens, & Sackett, 2015; Ashford
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et al., 2003). Future research should investigate the implications
of these additional dimensions and properties of FSB with
regard to creative outcomes. For instance, feedback monitoring
may serve as an alternative resource caravan, which links emo-
tional competence to disparate types of creativity.

Considering the diverse forms and content involving FSB, FSB
may not always produce positive outcomes but instead lead to
unintended counterproductive consequences. For example,
despite constructive intentions, FSB often invites highly demean-
ing or hostile comments from others, thereby severely hurting
the self-esteem and ego of feedback seekers, particularly when
such negative comments come from their leaders. Feedback
seekers often obtain irrelevant, inappropriate, confusing, and
even wrong information. These situations take away rather
than supply personal resources towards creative performance.
Thus, when, how, and from whom the feedback should be
sought should be considered to achieve the intended outcomes
of FSB. Specifically, the consequences of FSB may be affected by
situational contingencies, such as the characteristics and compe-
tence of the feedback giver (e.g., leaders and co-workers), orga-
nizational culture or team climate, and FSB strategies. In this
respect, although we presume that FSB is a form of resource
caravan to generate new resources pertinent to desired out-
comes, further studies are needed to verify if FSB functions as
a means to generate and accumulate additional resources. If so,
the processes or mechanisms underlying such accumulation of
new resources through FSB should also be investigated.

Despite these limitations, the current study enriched the
literature on creativity by applying COR theory and the
resource caravan perspective to the domain of creativity. The
role of emotional competence was also highlighted as an
important personal resource for employee creativity. We also
extended recent studies on the FSB–creativity relationship (De
Stobbeleir et al., 2011; Sijbom et al., 2018) and further elabo-
rated on the distinct patterns of FSB in differentially predicting
incremental and radical creativity. These developing and diver-
gent patterns involving emotional competence, FSB, and
employee creativity call for further conceptual and empirical
attention for scholarly and practical benefits.
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