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Abstract

Creativity is one of the key activities aimed at enhancing the competitive advantage of 
organizations. Therefore, the topic of how to foster creativity has recently become of 
interest to many researchers. Accountants often possess unique characteristics related 
to motivation and creativity. Thus, the objective of this study is to examine the relation-
ship between conscientiousness, intrinsic motivation, and creativity of accounting em-
ployees. Data were collected through a survey questionnaire administered to a sample 
of 283 accountants of private organizations in Ho Chi Minh City, Vietnam. The SPSS 
and AMOS 20 software were used to analyze the data and test the hypotheses through 
structural equation modeling. The results show that conscientiousness positively influ-
ences intrinsic motivation (standardized β = 0.387), and intrinsic motivation positively 
influences creativity (standardized β = 0.474). Additionally, although conscientious-
ness does not directly affect creativity, it indirectly influences it through the mediating 
role of intrinsic motivation (standardized β = 0.183). In other words, intrinsic motiva-
tion fully mediates the relationship between conscientiousness and individual creativ-
ity. A highly conscientious individual, although not directly enhancing creativity, can 
still foster personal creativity if he/she possesses high intrinsic motivation. This result 
offers significant contributions both theoretically and practically.
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INTRODUCTION

Creativity attracts the interest of both organizations and research-
ers, as it is a crucial factor in promoting organizational development 
and enhancing competitive capability. Employee creativity within 
an organization plays a vital role in creating and maintaining a com-
petitive advantage (Anderson et al., 2014). Therefore, how to foster 
employee creativity is a question that researchers are keen to explore 
and address.

In accounting, certain qualities are often required of employees, 
such as carefulness, meticulousness, and honesty, which are essen-
tial traits for an accountant. These qualities depend on their per-
sonality traits. Meanwhile, researchers have various approaches to 
fostering employee creativity, with some focusing on how personal-
ity traits influence individual creativity. Personality traits are com-
monly studied using the Five-Factor model (Goldberg, 1990). In this 
model, the trait of conscientiousness is considered suitable for those 
in the accounting profession. The relationship between conscien-
tiousness and creativity has been explored in several prior studies. 
However, the results of this relationship are inconsistent, indicating 
a need for further research in diverse contexts to generalize the find-
ings (Hirst et al., 2009; Sears et al., 2018).
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The componential theory of creativity (Amabile, 1996) emphasizes that motivation is a crucial compo-
nent for fostering individual creativity, particularly highlighting the role of intrinsic motivation. The 
relationship between personality traits and motivation has also been explored in several prior studies 
worldwide (Puryear et al., 2017; Yao & Li, 2021). The relationship between personality traits, intrinsic 
motivation, and creativity among accounting employees in Vietnam has not yet been thoroughly ex-
plored. This study suggests the relationship between conscientiousness and employee creativity depends 
on the field. For instance, in accounting, conscientiousness does not directly foster creativity but can 
enhance it through the factor of intrinsic motivation.

1. LITERATURE REVIEW  

AND HYPOTHESES

Studies on personality traits often rely on the Big 
Five model (Goldberg, 1990). The Big Five mod-
el, also known as the Five-Factor model, identifies 
five major personality traits. Various authors have 
widely used this model to predict attitudes and be-
haviors across different cultural contexts (Shahreki 
et al., 2020). Generally, the model is utilized to gain a 
deeper understanding of the structural mechanisms 
of personality. Researchers posit that personality 
traits significantly reflect an individual’s thoughts, 
behaviors, and characteristic emotions (Goldberg, 
1992). The Five-Factor model encompasses five major 
personality traits: conscientiousness, agreeableness, 
extraversion, openness to experience, and neuroti-
cism. These traits influence individual motivation 
and creativity. This finding has been corroborated by 
numerous previous studies. For example, Sung and 
Choi (2009) examined the relationship between five 
personality traits and creativity, revealing that only 
two traits, extraversion and openness to experience, 
had statistically significant effects. The remaining 
three traits – conscientiousness, agreeableness, and 
neuroticism – did not show statistical significance. 
Similarly, both Stock et al. (2016) and Kaspi-Baruch 
(2019) found no statistically significant relationship 
between conscientiousness and creativity. However, 
Jirásek and Sudzina (2020) reported a significant 
result regarding the relationship between conscien-
tiousness and creativity.

The componential theory of creativity (Amabile, 
1996) addresses the elements that drive individu-
al creativity, emphasizing the role of motivation. 
However, in this model, motivation includes both 
intrinsic and extrinsic motivation, all of which influ-
ence individual creativity, with intrinsic motivation 
being more crucial for fostering creativity. Amabile 
(2012) asserts that intrinsic motivation is central to 

the componential theory because people are most 
creative when they feel motivated. Therefore, the re-
lationship between personality traits, intrinsic mo-
tivation, and individual creativity can be explained 
through the Five-Factor model and the componen-
tial theory of creativity. Prabhu et al. (2008) suggest-
ed that individuals may possess certain traits and 
abilities conducive to creativity, but whether these 
result in creative outcomes depends on their intrin-
sic motivation. Individual creativity is closely related 
to the process of motivation. Although Prabhu et al. 
(2008) examined the relationship between personal-
ity traits and creativity through the mediating role of 
intrinsic motivation, they did not address the trait of 
conscientiousness.

Zare and Flinchbaugh (2019) state that people with 
conscientious personalities are characterized by be-
ing responsible, organized, persistent, reliable, and 
focused on achieving their goals. Conscientious 
individuals often exhibit a strong sense of purpose, 
self-discipline, responsibility, duty, perseverance, 
carefulness, meticulousness, and neatness, leading 
to diligent work habits (Barrick et al., 2002; Kumar 
& Bakhshi, 2010; Shahreki et al., 2020). Generally, 
the relationship between conscientiousness and cre-
ativity has shown mixed evidence. For instance, a 
positive relationship between conscientiousness and 
creativity has been found by Rothmann and Coetzer 
(2003), Karwowski et al. (2013), Silvia et al. (2014), 
and Zare and Flinchbaugh (2019). Conversely, some 
studies have indicated that the relationship between 
conscientiousness and creativity is not statistically 
significant (Sung & Choi, 2009). However, a negative 
relationship has been reported by Batey et al. (2010) 
and Jirásek and Sudzina (2020).

Jirásek and Sudzina (2020) hypothesized that there is 
no relationship between conscientiousness and cre-
ativity. However, the research findings contradicted 
this hypothesis, revealing a moderate negative rela-
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tionship between conscientiousness and creativity. 
Jirásek and Sudzina (2020) explained this by suggest-
ing that it may be due to the measurement of the con-
scientiousness trait; that is, certain specific charac-
teristics within conscientiousness may not be related 
to creativity. In this study, considering the account-
ing profession, which requires meticulousness, preci-
sion, and diligence, it is less likely for such individu-
als to generate new and creative ideas. Therefore, this 
study hypothesizes a negative relationship between 
conscientiousness and creativity. 

Many previous researchers have suggested that dif-
ferent individuals may possess varying traits and 
conducive conditions for creativity, but these out-
comes depend on the nature of motivation (Prabhu 
et al., 2008). Consequently, Prabhu et al. (2008) rec-
ommend further empirical research to elucidate the 
mechanisms through which personality traits are 
related to creativity via motivational factors. Barrick 
(2005) suggested that personality can influence mo-
tivation either in terms of behavioral direction or the 
intensity of behavior. Penney et al. (2011) also assert 
that motivation is the primary mechanism through 
which personality influences outcomes. Prabhu et 
al. (2008) indicate a relationship between certain 
personality traits and intrinsic motivation. An indi-
vidual possesses intrinsic motivation when they en-
gage in a task because of its inherent appeal rather 
than merely its outcomes, and intrinsic motivation is 
closely related to both personality traits and creativ-
ity. A conscientious person is responsible, organized, 
disciplined, and persistent (Zare & Flinchbaugh, 
2019) and, therefore, may be related to intrinsic mo-
tivation. With a sense of responsibility and organi-
zation, such individuals tend to work out of passion 
rather than for outcomes. Thus, conscientious indi-
viduals may be associated with intrinsic motivation.

Motivation drives employees to exert high levels of ef-
fort to accomplish tasks and achieve goals (Amabile 
et al., 1994). Amabile and Pillemer (2012) distin-
guish between two types of motivation: intrinsic 
and extrinsic. Intrinsic motivation primarily arises 
from the work itself, while extrinsic motivation per-
tains to achieving something through the work pro-
cess (Shahreki et al., 2020). Motivation can prompt 
specific actions as it is seen as a force that stimu-
lates eagerness and perseverance (Saleh et al., 2018). 
Conscientious individuals tend to be persistent and 
do not easily give up when facing difficult problems 

(Prabhu et al., 2008). Hence, intrinsic motivation may 
serve as a mediator in the relationship between con-
scientiousness and creativity. The findings of Prabhu 
et al. (2008) indicate that intrinsic motivation medi-
ates the relationship between the personality traits of 
persistence and creativity.

Motivation can foster individual creativity, especial-
ly intrinsic motivation, which is driven by internal 
factors and involves engaging in activities for their 
own sake or deriving joy and satisfaction from per-
forming the work. Therefore, employees with high 
intrinsic motivation are more likely to accept tasks 
they find interesting. Prabhu et al. (2008), de Jesus 
et al. (2013), Fischer et al. (2019), Hur et al. (2018), 
Malik et al. (2015), and Zhu et al. (2018) demonstrate 
that intrinsic motivation positively affects individual 
creativity. Choi (2004) demonstrated the relation-
ship between both intrinsic and extrinsic motivation 
and creativity. Intrinsic motivation is considered a 
crucial component for fostering individual creativity 
(Amabile et al., 1994). Additionally, intrinsic motiva-
tion mediates the relationship between personality 
traits and individual creativity (Prabhu et al., 2008). 

Thus, the literature review indicates that the relation-
ship between conscientiousness, intrinsic motivation, 
and individual creativity has not been fully explored, 
particularly in the context of accounting employ-
ees. Additionally, the relationship between conscien-
tiousness and individual creativity remains inconsis-
tent across previous studies. While intrinsic motiva-
tion serves as a mediator in the relationship between 
personality traits and creativity, whether intrinsic 
motivation mediates the relationship between con-
scientiousness and creativity has yet to be examined. 

Therefore, the aim of this study is to investigate the 
impact of conscientiousness on intrinsic motivation 
and creativity, with a focus on the mediating role 
of intrinsic motivation in the relationship between 
conscientiousness and creativity among accounting 
employees. This study proposes the research model 
shown in Figure 1. Based on the aforementioned rea-
soning, the paper proposes the following hypotheses:

H1: Conscientiousness negatively affects the cre-
ativity of accounting employees.

H2: Conscientiousness positively affects the intrin-
sic motivation of accounting employees.
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H3: Intrinsic motivation (a) positively affects the 
creativity of accounting employees and (b) 
mediates the relationship between consci-
entiousness and the creativity of accounting 
employees.

2. METHODOLOGY

2.1. Instrument 

The study employs items derived from previous 
research. These items are taken from validated 
scales used in various contexts. Specifically, the 
conscientiousness scale consists of four items 
adapted and refined from Goldberg (1992) and 
Sung and Choi (2009). The creativity scale is based 
on the study by Soda et al. (2019) and includes four 
items. The intrinsic motivation scale comprises 
four items derived from Shahreki et al. (2020). All 

items in the scales are measured using a 5-point 
Likert scale ranging from (1) “Strongly Disagree” 
to (5) “Strongly Agree.” Specifically, Table 1 shows 
the description of scales. 

2.2. Sample and data analysis 

The data were collected through a convenience sam-
pling method. The survey respondents were accoun-
tants working in private organizations in Ho Chi 
Minh City, Vietnam. Ho Chi Minh City is a dynamic 
economic region in southern Vietnam, home to nu-
merous enterprises in the private sector. The select-
ed enterprises operate in various sectors, including 
services, commerce, and manufacturing. The formal 
sample size used in this analysis was 283 observa-
tions. To obtain the desired sample size, the study 
administered 350 questionnaires and received 312 
responses, resulting in a response rate of 89%. After 
screening out the questionnaires that did not meet 

Note: CO = Conscientiousness; IM = Intrinsic motivation; CR = Creativity.

Figure 1. Proposed research model

H
1
(–)

CRH
2
(+)

H
3
(+)

IM

CO

Table 1. Description of scales

Variable Items

Conscientiousness scale

(CO1) Organized
(CO2) Efficient
(CO3) Careful
(CO4) Conscientious

Creativity scale

(CR1) New ideas to improve performance
(CR2) New ways to optimize
(CR3) New ways to enhance quality
(CR4) Creative solutions

Intrinsic motivation scale

(IM1) Enjoy solving complex problems
(IM2) The more difficult the problem, the more I enjoy solving it
(IM3) Feel comfortable setting my own goals
(IM4) It is important to do things I enjoy
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the requirements, the final sample size used for this 
study was 283. The SPSS and AMOS 20 software 
were used to analyze the data and test the hypothe-
ses through structural equation modeling. The study 
employed analytical techniques such as Cronbach’s 
alpha reliability test, exploratory factor analysis, and 
confirmatory factor analysis. Finally, a linear struc-
tural equation model was utilized to test the research 
hypotheses.

Regarding gender distribution, the study sample 
consisted of 35.7% males and 64.3% females. The 
age group of 26 to 35 years predominates in the 
study sample, accounting for 74.2% (see Table 2).

Table 2. Description of the study sample

Criteria Percentage 

Gender
Male 35.7%

Female 64.3%

Age

20-25 years 6.4%

26-30 years 32.2%

31-35 years 42%

36-40 years 12%

Over 40 years 7.4%

Education 
Undergraduate 81.7%

Postgraduate 18.3%

3. RESULTS

3.1. Measurement model testing

To assess the reliability of the scales, Cronbach’s 
alpha coefficient was employed. The results of the 
scale reliability testing using Cronbach’s alpha in-

dicated that all scales met the reliability criteria 
as proposed by Hair et al. (2014). Table 3 presents 
the reliability values of the scales calculated using 
Cronbach’s alpha, factor loading, composite reli-
ability (CR), and average variance extract (AVE). 
The CR indices of all the scales are above 0.8, and 
the AVE values are all greater than 0.5. Specifically, 
the conscientiousness scale has a CR of 0.824 and 
an AVE of 0.541; the intrinsic motivation scale has 
a CR of 0.876 and an AVE of 0.638; and the cre-
ativity scale has a CR of 0.801 and an AVE of 0.501.

All scales achieved reliability. Thus, the study pro-
ceeded with exploratory factor analysis. The re-
sults of the exploratory factor analysis revealed the 
extraction of three factors with a Kaiser-Meyer-
Olkin (KMO) measure of 0.821 and explained 
variance of 67.43%. The specific factors identified 
were (1) conscientiousness, (2) intrinsic motiva-
tion, and (3) creativity. Factor loadings exceeded 
0.5, and the discrepancies between factor loadings 
were greater than 0.3, meeting the criteria for con-
vergence and discriminant validity as per Hair et 
al. (2014). Additionally, the examination of com-
mon method bias using Harman’s single-factor 
test indicated that the variance explained by the 
first factor in the EFA was 36.04%, below the 50% 
threshold suggested by Harman (1976), indicating 
no significant common method bias issue in this 
study. The results of the correlation analysis and 
the mean indicators are detailed in Table 4.

In the first step, the study conducted an assess-
ment of the measurement model through con-

Table 3. Results of the measurement model 

Construct Factor Loading Cronbach’s Alpha Composite reliability Average variance extract

Conscientiousness (CO) 0.82 0.824 0.541

CO1 0.770 
CO2 0.778 
CO3 0.714 
CO4 0.674

Intrinsic Motivation (IM) 0.87 0.876 0.638

IM1 0.776 
IM2 0.752 
IM3 0.824 
IM4 0.841 

Creativity (CR) 0.80 0.801 0.501

CR1 0.746 
CR2 0.716 
CR3 0.663

CR4 0.705
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firmatory factor analysis. The confirmatory fac-
tor analysis results showed that the measurement 
model satisfied the criteria outlined by Hair et al. 
(2014). Specifically, the values CMIN = 139.075; df 
= 51; CFI = 0.939; IFI = 0.939; TLI = 0.921; RMSEA 
= 0.078; P-value = 0.000 were obtained. Thus, the 
measurement model fits the data well according to 
the study’s findings.

3.2. Structural model and hypothesis 
testing 

In the next step, the study evaluated the structur-
al model’s fit and tested the research hypotheses 
using structural equation modeling. The analysis 
results of the structural model revealed the follow-
ing indices: CMIN = 121.478, df = 50; IFI = 0.951, 
CFI = 0.95; TLI = 0.934; RMSEA = 0.071, P-value 
= 0.000. These indices suggest that the model fits 
well in accordance with the standards set by Hair 
et al. (2014). Furthermore, all composite reliabil-
ity indices exceeded 0.8, and all average variance 
extracted values were above 0.5. According to the 
recommendations of Hair et al. (2014), the CR val-
ues of the scales should be greater than 0.7, and the 
AVE should exceed 0.5. As a result, all the findings 

are satisfactory and fall within the recommend-
ed criteria, confirming the measurement model. 
Therefore, the research analysis can confidently 
advance to the structural model. The results of the 
structural model analysis and hypothesis testing 
are presented in Figure 2.

The structural model is considered appropriate 
according to the criteria proposed by Hair et al. 
(2014). The results of hypothesis testing indicate 
that out of the three hypotheses tested, two hy-
potheses were supported while one hypothesis was 
rejected. Specifically, H1, testing the effect of con-
scientiousness on creativity with a β value of –0.026 
and a Sig. value of 0.707, was rejected because the 
significance level (Sig.) exceeded 5%. H2, testing 
the effect of conscientiousness on intrinsic moti-
vation with a β value of 0.453 and a Sig. value of 
0.000, was supported because the significance level 
(Sig.) was less than 5%. This result indicates that 
conscientiousness has a positive direct effect on in-
trinsic motivation. Moreover, H3a (the influence of 
intrinsic motivation on creativity with β = 0.380) 
(Sig. = 0.000) was accepted, and H3b (the indirect 
influence of conscientiousness on creativity) (stan-
dardized β = 0.183 and Sig. = 0.000) was also ac-

Table 4. Means, correlations for study variables

Constructs Mean 1 2 3

Conscientiousness 4.029 1

Intrinsic Motivation 3.667 0.338** 1

Creativity 3.758 0.123* 0.400** 1

Note: * p < 0.05, ** p < 0.01.

Note: CO = Conscientiousness; IM = Intrinsic motivation; CR = Creativity. ** p < 1%.

Figure 2. Results of the structural model (Standardized)

CR

IM

CO
–0.028

0.387**

0.474**
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cepted. This result shows that intrinsic motivation 
has a positive direct effect on creativity. Although 
conscientiousness does not have a direct effect on 
creativity, it indirectly affects creativity through 
intrinsic motivation. Thus, intrinsic motivation is 
considered a full mediator in the relationship be-
tween conscientiousness and creativity. The results 
of hypothesis testing are presented in Table 5.

Table 5. Results of hypothesis testing

Path β p-value Hypothesis 

CO →CR –0.026 0.707 Rejected 
CO → IM 0.453 0.000 Accepted
IM → CR 0.380 0.000 Accepted
CO → IM → CR 0.172 0.000 Accepted

Note: CO = Conscientiousness; IM = Intrinsic motivation;  
CR = Creativity.

4. DISCUSSION 

The findings of this study indicate that conscien-
tiousness traits have a statistically insignificant 
influence on creativity (β coefficient = –0.026, Sig. 
= 0.707). Therefore, with the current sample of 
accounting professionals, there appears to be no 
significant relationship between conscientious-
ness and creativity. The results regarding the re-
lationship between conscientiousness and creativ-
ity remain contradictory (Chen, 2011; Chang et al., 
2011; Bakker et al., 2006; Judge et al., 2002; Matzler 
et al., 2011; Yesil & Sozbilir, 2013; Nam & Nga, 
2024). However, this result aligns with Sung and 
Choi (2009), Stock et al. (2016), Hirst et al. (2009), 
Malik et al. (2015), Sears et al. (2018), Karimi et 
al. (2022), and Kaspi-Baruch (2019). Employees 
with high conscientiousness tend to be more satis-
fied and may not feel the need to seek alternative 
opportunities. They are likely to prefer task com-
pletion through established methods rather than 
exploring new approaches (Zare & Flinchbaugh, 
2019). Hence, conscientiousness may not neces-
sarily correlate with creativity. Some research sug-
gests that conscientiousness may hinder creative 

ability or the generation of new ideas due to ten-
dencies toward control and adherence to rules 
(Kaspi-Baruch, 2019). Average statistical findings 
indicate that accounting professionals rate their 
conscientiousness traits relatively high, which en-
hances their adherence to accounting rules and 
potentially limits innovative idea generation. This 
result contrasts with the findings of Nam and Nga 
(2024) on banking sector employees. In the bank-
ing field, Nam and Nga (2024) identified a positive 
relationship between employees’ conscientious-
ness and creativity. This can be explained by the 
fact that the banking industry requires dynamism 
to quickly adapt to a highly competitive environ-
ment, necessitating employees to be more dynam-
ic and creative.

However, the study results support H2 (β coeffi-
cient = 0.453, Sig. = 0.000), indicating that individ-
uals with high conscientiousness also exhibit high 
levels of intrinsic motivation. The result is consis-
tent with Shahreki et al. (2020). As discussed ear-
lier, conscientious individuals tend to be satisfied 
with their work, meticulous, careful, and respon-
sible (Prabhu et al., 2008). Consequently, they are 
more likely to accept tasks perceived as interesting 
and derive satisfaction and enjoyment from their 
work. The results also support a positive relation-
ship between intrinsic motivation and creativity 
(β coefficient = 0.380, Sig. = 0.000). This relation-
ship is strongly established in componential theo-
ry (Amabile, 1996) and has been confirmed in nu-
merous subsequent studies (Kaspi-Baruch, 2019; 
Karimi et al., 2022). Intrinsic motivation is close-
ly associated with personality traits and creative 
abilities (Amabile, 1996). The mediation analysis 
results indicate that intrinsic motivation plays an 
intermediary role in the relationship between con-
scientiousness and creativity (standardized β coef-
ficient = 0.183, Sig. = 0.000). In other words, while 
conscientiousness does not directly influence cre-
ativity, it exerts an indirect influence through in-
trinsic motivation.

CONCLUSION

This study aimed to examine the influence of conscientiousness on intrinsic motivation and creativity 
and investigate the mediating role of intrinsic motivation in the relationship between conscientious-
ness and creativity among accounting employees. The analysis results indicate that conscientiousness 
positively influences intrinsic motivation, and intrinsic motivation, in turn, positively influences the 
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creativity of accounting employees. Furthermore, conscientiousness does not directly impact creativity 
but exerts an indirect influence through the mediating role of intrinsic motivation.

The findings of this study make significant contributions both theoretically and practically. Specifically, 
from a theoretical standpoint, the paper provides evidence for the positive relationships between con-
scientiousness and intrinsic motivation, as well as between intrinsic motivation and creativity among 
employees. Additionally, this study reveals that the relationship between conscientiousness and cre-
ativity is quite complex and context-dependent. For accounting employees, who typically exhibit high 
conscientiousness traits, generating new ideas may pose challenges. However, those with high intrinsic 
motivation can still foster creativity effectively.

The analysis demonstrates that individuals with conscientious traits can stimulate intrinsic motivation 
and enhance creative outcomes. Therefore, paying attention to the personality traits of accounting em-
ployees to reinforce strong intrinsic motivation is the most effective way to promote their creative activi-
ties. Although highly conscientious accounting employees tend to be meticulous and cautious, thus less 
likely to generate innovative ideas, managers should focus on creating or stimulating intrinsic motiva-
tion as a wise strategy to enhance their creative endeavors.

AUTHOR CONTRIBUTIONS

Conceptualization: Nguyen Thi Hang Nga.
Data curation: Nguyen Thi Hang Nga.
Formal analysis: Nguyen Thi Hang Nga.
Investigation: Nguyen Thi Hang Nga.
Methodology: Nguyen Thi Hang Nga.
Resources: Nguyen Thi Hang Nga.
Software: Nguyen Thi Hang Nga.
Supervision: Nguyen Thi Hang Nga.
Visualization: Nguyen Thi Hang Nga.
Writing – original draft: Nguyen Thi Hang Nga.
Writing – review & editing: Nguyen Thi Hang Nga.

REFERENCES

1. Amabile, T. M. (1996). Creativity 
in context. Boulder, CO: Westview.

2. Amabile, T. M., & Pillemer, J. 
(2012). Perspectives on the social 
psychology of creativity. The 
Journal of Creative Behavior, 46(1), 
3-15. https://doi.org/10.1002/
jocb.001

3. Amabile, T. M., & Pratt, M. G. 
(2016). The dynamic compo-
nential model of creativity and 
innovation in organizations: 
Making progress, making mean-
ing. Research in Organizational 
Behavior, 36, 157-183. https://doi.
org/10.1016/j.riob.2016.10.001

4. Amabile, T. M., Hill, K. G., Hen-
nessey, B. A., & Tighe, E. M. 

(1994). The work preference 
inventory: Assessing intrinsic and 
extrinsic motivational orienta-
tions. Journal of Personality and 
Social Psychology, 66(5), 950-967. 
https://doi.org/10.1037/0022-
3514.66.5.950

5. Anderson, N., Potočnik, K., & 
Zhou, J. (2014). Innovation and 
creativity in organizations: A state-
of-the-science review, prospective 
commentary, and guiding frame-
work. Journal of Management, 
40(5), 1297-1333. https://doi.
org/10.1177/0149206314527128

6. Bakker, A. B., Van Der Zee, K. 
I., Lewig, K. A., & Dollard, M. F. 
(2006). The relationship between 

the big five personality factors and 
burnout: A study among volunteer 
counselors. The Journal of Social 
Psychology, 146(1), 31-50. https://
doi.org/10.3200/SOCP.146.1.31-50

7. Barrick, M. R. (2005). Yes, person-
ality matters: Moving on to more 
important matters. Human Perfor-
mance, 18(4), 359-372. https://doi.
org/10.1207/s15327043hup1804_3

8. Barrick, M. R., Stewart, G. L., & 
Piotrowski, M. (2002). Personal-
ity and job performance: Test of 
the mediating effects of motiva-
tion among sales representa-
tives. Journal of Applied Psychol-
ogy, 87(1), 43-51. https://doi.
org/10.1037/0021-9010.87.1.43



251

Problems and Perspectives in Management, Volume 22, Issue 4, 2024

http://dx.doi.org/10.21511/ppm.22(4).2024.19

9. Batey, M., Chamorro-Premuzic, T., 
& Furnham, A. (2010). Individual 
differences in ideational behavior: 
Can the big five and psychomet-
ric intelligence predict creativ-
ity scores? Creativity Research 
Journal, 22(1), 90-97. https://doi.
org/10.1080/10400410903579627

10. Chang, S., Gong, Y., & Shum, C. 
(2011). Promoting innovation in 
hospitality companies through 
human resource management 
practices. International Journal 
of Hospitality Management, 30(4), 
812-818. https://doi.org/10.1016/j.
ijhm.2011.01.001

11. Chen, W. J. (2011). Innovation 
in hotel services: Culture and 
personality. International Journal 
of Hospitality Management, 30(1), 
64-72. https://doi.org/10.1016/j.
ijhm.2010.07.006

12. Choi, J. N. (2004). Individual and 
contextual predictors of creative 
performance: The mediating role 
of psychological processes. Cre-
ativity Research Journal, 16(2-3), 
187-199. https://doi.org/10.1080/1
0400419.2004.9651452

13. de Jesus, S. N., Rus, C. L., Lens, W., 
& Imaginário, S. (2013). Intrinsic 
motivation and creativity related 
to product: A meta-analysis of 
the studies published between 
1990–2010. Creativity Research 
Journal, 25(1), 80-84. https://doi.or
g/10.1080/10400419.2013.752235

14. Fischer, C., Malycha, C. P., & 
Schafmann, E. (2019). The influ-
ence of intrinsic motivation and 
synergistic extrinsic motivators 
on creativity and innovation. Fron-
tiers in Psychology, 10. https://doi.
org/10.3389/fpsyg.2019.00137

15. Goldberg, L. R. (1990). An alter-
native description of personal-
ity: The Big Five factor structure. 
Journal of Personality and Social 
Psychology, 59(6), 1216-1229. 
https://doi.org/10.1037//0022-
3514.59.6.1216

16. Goldberg, L. R. (1992). The de-
velopment of markers for the Big-
Five factor structure. Psychological 
Assessment, 4(1), 26-42. https://doi.
org/10.1037/1040-3590.4.1.26

17. Hair, J. F., Black, W. C., Babin, 
B. J., & Anderson, R. E. (2014). 

Multivariate data analysis. London, 
UK: Pearson.

18. Harman, H. H. (1976). Modern 
factor analysis. Chicago, IL: Uni-
versity of Chicago Press.

19. Hirst, G., Van Knippenberg, D., & 
Zhou, J. (2009). A cross-level per-
spective on employee creativity: 
Goal orientation, team learning 
behavior, and individual creativ-
ity. Academy of Management 
Journal, 52(2), 280-293. https://doi.
org/10.5465/amj.2009.37308035

20. Hur, W. M., Moon, T. W., & Ko, S. 
H. (2018). How employees’ per-
ceptions of CSR increase employee 
creativity: Mediating mechanisms 
of compassion at work and intrin-
sic motivation. Journal of Business 
Ethics, 153(3), 629-644. https://doi.
org/10.1007/s10551-016-3321-5

21. Jirásek, M., & Sudzina, F. (2020). 
Big five personality traits and 
creativity. Quality Innovation Pros-
perity, 24(3), 90-105. https://doi.
org/10.12776/qip.v24i3.1509

22. Judge, T. A., Heller, D., & Mount, 
M. K. (2002). Five-factor model 
of personality and job satisfac-
tion: A meta-analysis. Journal of 
Applied Psychology, 87(3), 530-541. 
https://doi.org/10.1037/0021-
9010.87.3.530

23. Karimi, S., Ahmadi Malek, F., & 
Yaghoubi Farani, A. (2022). The 
relationship between proac-
tive personality and employees’ 
creativity: The mediating role of 
intrinsic motivation and creative 
self-efficacy. Economic Research-
Ekonomska Istraživanja, 35(1), 
4500-4519. https://doi.org/10.1080
/1331677X.2021.2013913

24. Karwowski, M., Lebuda, I., 
Wisniewska, E., & Gralewski, J. 
(2013). Big five personality traits 
as the predictors of creative 
self‐efficacy and creative personal 
identity: Does gender matter? The 
Journal of Creative Behavior, 47(3), 
215-232. https://doi.org/10.1002/
jocb.32

25. Kaspi‐Baruch, O. (2019). Big Five 
personality and creativity: the 
moderating effect of motivational 
goal orientation. The Journal of 
Creative Behavior, 53(3), 325-338. 
https://doi.org/10.1002/jocb.183

26. Kumar, K., & Bakhshi, A. (2010). 
The five factor model of personal-
ity and organizational commit-
ment: Is there any relationship? 
Humanity & Social Sciences Jour-
nal, 5(1), 25-34. Retrieved from 
https://idosi.org/hssj/hssj5(1)10/4.
pdf 

27. Malik, M. A. R., Butt, A. N., & 
Choi, J. N. (2015). Rewards and 
employee creative performance: 
Moderating effects of creative self-
efficacy, reward importance, and 
locus of control. Journal of Orga-
nizational Behavior, 36(1), 59-74. 
https://doi.org/10.1002/job.1943

28. Matzler, K., Renzl, B., Mooradian, 
T., von Krogh, G., & Mueller, J. 
(2011). Personality traits, affec-
tive commitment, documentation 
of knowledge, and knowledge 
sharing. The International Journal 
of Human Resource Management, 
22(2), 296-310. https://doi.org/10.
1080/09585192.2011.540156

29. Nam, N. K., & Nga, N. T. H. 
(2024). Influence of personality 
traits on creativity and innovative 
work behavior of employees. Prob-
lems and Perspectives in Manage-
ment, 22(2), 389-398. https://doi.
org/10.21511/ppm.22(2).2024.30

30. Penney, L. M., David, E., & Witt, 
L. A. (2011). A review of person-
ality and performance: Identify-
ing boundaries, contingencies, 
and future research directions. 
Human Resource Management 
Review, 21(4), 297-310. https://doi.
org/10.1016/j.hrmr.2010.10.005

31. Prabhu, V., Sutton, C., & Sauser, 
W. (2008). Creativity and certain 
personality traits: Understanding 
the mediating effect of intrinsic 
motivation. Creativity Research 
Journal, 20(1), 53-66. https://doi.
org/10.1080/10400410701841955

32. Puryear, J. S., Kettler, T., & Rinn, 
A. N. (2017). Relationships of per-
sonality to differential conceptions 
of creativity: A systematic review. 
Psychology of Aesthetics, Creativity, 
and the Arts, 11(1), 59-68. https://
doi.org/10.1037/aca0000079

33. Rothmann, S., & Coetzer, E. P. 
(2003). The big five personality 
dimensions and job performance. 
South African Journal of Industrial 
Psychology, 29(1), 68-74. Retrieved 



252

Problems and Perspectives in Management, Volume 22, Issue 4, 2024

http://dx.doi.org/10.21511/ppm.22(4).2024.19

from https://hdl.handle.net/10520/
EJC88938

34. Saleh, S., Ashari, Z. M., & Kosnin, 
A. M. (2018). Personality traits 
and intrinsic motivation on aca-
demic performance. International 
Journal of Engineering & Technol-
ogy, 7(4.28), 317-322. http://dx.doi.
org/10.14419/ijet.v7i4.28.22607 

35. Sears, G. J., Shen, W., & Zhang, H. 
(2018). When and why are proac-
tive employees more creative? 
Investigations of relational and 
motivational mechanisms and 
contextual contingencies in the 
east and west. Journal of Applied 
Social Psychology, 48(11), 593-607. 
https://doi.org/10.1111/jasp.12550

36. Shahreki, J., Ganesan, J., & 
Nguyen, T. T. (2020). Personality 
traits and individual performance: 
Test of the mediating role of mo-
tivation among top management. 
International Journal of Business 
Governance and Ethics, 14(3), 
225-249. https://doi.org/10.1504/
IJBGE.2020.108087

37. Silvia, P. J., Beaty, R. E., Nusbaum, 
E. C., Eddington, K. M., Levin-As-

penson, H., & Kwapil, T. R. (2014). 
Everyday creativity in daily life: 
An experience-sampling study 
of “little c” creativity. Psychology 
of Aesthetics, Creativity, and the 
Arts, 8(2), 183-188. https://doi.
org/10.1037/a0035722

38. Soda, G., Stea, D., & Pedersen, T. 
(2019). Network structure, col-
laborative context, and individual 
creativity. Journal of Management, 
45(4), 1739-1765. https://doi.
org/10.1177/0149206317724509

39. Stock, R. M., von Hippel, E., & 
Gillert, N. L. (2016). Impacts of 
personality traits on consumer 
innovation success. Research 
Policy, 45(4), 757-769. https://doi.
org/10.1016/j.respol.2015.12.002

40. Sung, S. Y., & Choi, J. N. (2009). 
Do big five personality factors 
affect individual creativity? The 
moderating role of extrinsic 
motivation. Social Behavior and 
Personality: An International 
Journal, 37(7), 941-956. https://doi.
org/10.2224/sbp.2009.37.7.941

41. Yao, X., & Li, R. (2021). Big five 
personality traits as predictors 

of employee creativity in proba-
tion and formal employment 
periods. Personality and Indi-
vidual Differences, 182, Article 
109914. https://doi.org/10.1016/j.
paid.2020.109914

42. Yesil, S., & Sozbilir, F. (2013). An 
empirical investigation into the 
impact of personality on indi-
vidual innovation behaviour in 
the workplace. Procedia – Social 
and Behavioral Sciences, 81, 540-
551. https://doi.org/10.1016/j.
sbspro.2013.06.474

43. Zare, M., & Flinchbaugh, C. 
(2019). Voice, creativity, and big 
five personality traits: A meta-
analysis. Human Performance, 
32(1), 30-51. https://doi.org/10.10
80/08959285.2018.1550782

44. Zhu, Y. Q., Gardner, D. G., & 
Chen, H. G. (2018). Relation-
ships between work team climate, 
individual motivation, and 
creativity. Journal of Management, 
44(5), 2094-2115. https://doi.
org/10.1177/0149206316638161


	“Conscientiousness and creativity of accounting employees: The role of intrinsic motivation”

