Online Appendix
In this appendix, we provide additional detail on several topics:
· Literature review on both advertising and product development
· Definitions and examples of Templates
· Additional method details for Study 1, including pretesting, stimulus materials and coding forms
· Reporting and discussion of effect sizes
· Additional regression models and correlation matrices

Literature review: Finding the gap
We reviewed the literature to determine how well a gap is filled by our current study—an experiment on ideation methods, using advertising professionals that addresses all three levels of the Componential Model (Amabile 1983). The literature, however, is not just in advertising but also in other areas where creativity plays a role in the execution of strategy. Thus, we first review the literature on advertising creativity, but afterward focus on creativity and innovation in product development.
Advertising development. As a starting point for our advertising-oriented review, we focused on the most comprehensive review of the literature on advertising creativity this century, Sasser and Koslow (2008). They classified all the main contributions to the advertising creativity literature according to whether it was focused on advertising development or response and whether it came from a substantive, theoretical or empirical orientation. The scholarly record for empirical advertising development articles was sparse, and much of this was qualitative in nature. There was only modest consideration of the three main elements of the Componential Model, and little quantitative research and even less experimental studies. As of fifteen years ago, a gap still exists, as we will now elaborate. 
To update the Sasser and Koslow (2008) review we constructed Table 1. In this table we identified the literature on creative advertising development since the Sasser and Koslow (2008) review and focused on the major marketing and advertising journals. Our search terms focused on the wording variations for both creativity and advertising.
We canvased the six premier journals in marketing and the three premier ones in advertising. Within the premier marketing journals (e.g., FT50), we searched for articles in Journal of Marketing, Journal of the Academy of Marketing Science, Journal of Consumer Research, Journal of Marketing Research, Journal of Consumer Psychology and Marketing Science. The premier advertising journals were Journal of Advertising, International Journal of Advertising and Journal of Advertising Research—which are the top three in terms of Web of Science Impact Factors. Not surprisingly, the advertising journals made up the bulk of those outlets for this research. A total of 154 contributions were related to advertising creativity in some form. These were then inspected to determine if they focused on consumer response or advertising development. 
There were many contributions focused on consumer responses to executional factors and the authors made judgments about whether the emphasis was advertising response or development. Often authors referred to studying “creatives” as an industry-based shorthand way to describe alternative ad creative executions, but such terminology does not necessarily imply studying creativity as a concept or measure. Indeed, the majority of contributions from the FT50 marketing journals were focused on advertising response to ads rather than development but several still focused on advertising development. A final set of 77 contributions related to creative advertising developed was retained. 
<<Table A-1 about here>>
The articles in Table A-1 are classified by several factors. First is the data source used and just over half the articles (43) used data from advertising professionals. The type of quantitative data collection methods most employed were experiments (14) and survey questionnaires (12). The largest portion, however, used qualitative methods (25). We also confirm an authorship pattern in the literature noted by Das et al. (2023). This literature is dominated by one authorship team that made up almost a third of the contributions (24). Of those who have published in this set of articles at least three times, 8 of the 12 have all co-authored together. The most published individuals are: Scott Koslow (18), Mark Kilgour (7), Sheila Sasser (7) and Huw O’Connor (5). 
We determined the extent to which the articles in Table A-1 related to the three aspects of the Componential Model. These were classified as directly related (denoted “Yes”), indirectly related (“Implied”) or not related (“No”). Domain knowledge was a common theme in the literature, making up the majority (65). Creativity skills were also addressed at least indirectly by the majority (67) as well. However, domain knowledge was dealt with more directly than creativity skills. Finally, intrinsic motivation was addressed at least indirectly by less than half (33) of the articles. 
No article addressed all the main aspects addressed in the current article. However, Schuetmaat et al. (2023) comes close with an experiment on professionals using all three components, but their focus was incubation, not ideation techniques. Stuhlfaut and Windels (2012) studied professionals and addressed all three levels of the Componential Model—but this contribution used a survey questionnaire rather than an experiment. Several studies (e.g., Kalleveg et al. 2022; Mallia, Windels and Broyles 2013; Nyilasy and Reid 2009a; Parker, Ang and Koslow 2018; Stuhlfaut 2011; Vafeas 2023; Waller 2010) focused on similar topic areas, used professionals as subjects, but were qualitative in nature. Several theoretical works address these topics as well including: Christodoulides, Jevons and Blackshaw (2011), Koslow (2015), Koslow and Stewart (2022), and Kover (2016). These works show enduring interest in the topics our study addresses, but all these sources emphasize the pressing need for more empirical research. Several more works (Tevi, Koslow and Parker 2019; Kilgour and Koslow 2009; de Gregorio and Windels 2020; and Parker et al. 2021) used professionals in an experiment, but none address intrinsic motivation. 
Product development. We also extended our literature review to the product development area, the other main area of marketing scholarship which focuses on creativity (Das et al., 2023). The keywords were the same as the review on advertising, but we also substituted “product development” for “advertising”. To be comparable to the advertising literature review, we went back only to 2008. The journals searched were the premier journals in marketing (e.g., FT50), that is, Journal of Marketing, Journal of the Academy of Marketing Science, Journal of Consumer Research, Journal of Marketing Research, Journal of Consumer Psychology and Marketing Science. Also included were three additional journals focused on product development research that had high Web of Science Impact Factors. These were Journal of Product Innovation Management, Industrial Marketing Management, and Journal of Marketing Management. 
A total of 185 articles were found, but several were excluded for various reasons. There were 33 articles that focused only on consumer responses to innovation which were removed. Another six were not related to product development and two were repeats of the advertising literature review, all of which were deleted. However, many articles focused on innovation, and it wasn’t clear to what extent creativity played a role. For example, many articles were clearly creativity-focused (e.g., Nakata et al., 2018; Sethi and Sethi 2009; Dean, Griffith and Yalcinkaya 2023), but more typical were articles that addressed aspects of both creativity and innovation, with emphasis on innovation. We made the judgment call to include all those focused on both creativity and innovation, excluding those purely focused on the diffusion of innovation, which were eight articles. An example of an excluded article is Herzog, Hattula and Dahl (2021) which only dealt with the decision to distribute an innovative product rather than its development. Thus, we show in Table A-2 136 articles focused on various forms of creativity in product development. 
<<Table A-2 about here>>
One outlet in particular, Journal of Product Innovation Management, made up about 70% of all the literature. There was a clear management focus in the literature review as well, but this focus appeared not to be driven by those that came from Journal of Product Innovation Management. About half of the studies (67) used a questionnaire and over three-fourths sought out the opinions of professionals (104). Although the advertising literature was dominated by a small set of authors, this pattern wasn’t as strong in product development. For example, the Das et al. (2023) review lists a number of key product development authors including Darren Dahl, Page Moreau, Jacob Goldenberg and David Mazursky. They also appear in Table A-2, but their works do not make up a large portion of the literature.
We again classified articles depending on how well they address the three parts of the Componential Model. As before, these were classified as directly related (denoted “Yes”), indirectly related (“Implied”) or not related (“No”). Creativity skills were also addressed at least indirectly by the majority of studies (77), however, these were often focused on the organizational process, rather than the individual thinking that was much more frequently addressed in advertising. Domain knowledge was also a common theme in the literature, making up less than half (60). Finally, intrinsic motivation was addressed at least indirectly by a third (43) of the articles. 
Surprisingly, only five dealt with all three aspects of the Componential Model at the same time, which contrasts with the advertising literature where over a third (28) did. Studies involving professional designers in design consultancies were scarce (c.f., Tabeau et al., 2017; Hemonnet-Goujot, Manceau and Abecassis-Moedas, 2019; Kalogerakis, Luethje and Herstatt 2010). Indeed, Tabeau et al. (2017) express some dismay at this given that new products developed by external designers are widely viewed as more innovative and creative. Experiments were also rare, and when they were used, students were the respondents rather than professionals. 
One telling example of how product development researchers often did not directly address creative design professionals is Burroughs et al. (2011). They explored the opinions of professionals in a qualitative study and concluded that professionals are inconsistent regarding the value they place on creativity training or providing rewards in workplace settings. However, the researchers then move on to two experiments on students and conclude that when both training and rewards are used simultaneously, there are clear benefits. Thus, based on student samples only, the scholars recommend that managers use both training and rewards in workplace settings, commenting that “such a recommendation may seem obvious in hindsight” (p. 63). However, the issue of whether student subjects are representative of product development professionals was not addressed but was left for future research—a key contribution this study fulfills. 
Therefore, across both the advertising and product development research areas, we confirm that there is a gap in the literature that our study fills. If anything, the gap is probably wider in product development than advertising. That is, ours is the only study on creativity in advertising or product development addressing all three major components of the Componential Model using experiments on external creative or design professionals.

Templates: Definitions and examples
Goldengberg et al. (2009) introduced eight Templates which is a lightly modified framework from what was previously presented in Goldenberg, Mazursky and Solomon (1999a & b). Of course, all these methods are rearrangements of figures of speech which are part of the style canon of Rhetoric Theory (Tevi and Koslow 2018). The definitions and examples are presented in Table A-3.
<<Table A-3 about here>>

Pre-tests, stimulus materials, manipulation checks and other Study 1 details
The study was carefully designed to replicate typical advertising development practices. We developed our study in several phases, starting with pretests. Next, we present the stimulus materials. We also confirm our manipulations worked.
[bookmark: _Hlk164092059]Procedure design, feedback and pre-tests. The study sought to replicate advertising practice and as such followed what Attea (2008) called “The Usual Advertising Creative Process” (p. 10). Similar processes are taught in advertising portfolio schools like the Miami Ad School or Temerlin Advertising Institute (Griffin 2008). Turnbull and Wheeler (2017) also detail the process of working professional creatives which starts with receiving a brief and then responding to it with specific ad execution ideas. Across all of these practices, creatives are presented with a one-page brief that’s often in a standard template. Restrictions are sometimes placed on creatives in the form of specific media or other mandatory inclusions. Then creatives ideate on it and present back their best work to a creative director.
[bookmark: _Hlk164089118]Our initial version of the procedure asked subjects to produce two TV ads and two print ads in a total of 60 minutes. A creative director and a strategy lead in eight South African agencies reviewed the instructions and procedure to provide feedback. It was concluded that the task was realistic, but the study took too long. They preferred a procedure that was no more than one hour including initial orientation, set up, follow up questionnaires and debriefing. Therefore, we limited the study to one TV ad and one print ad in 40 minutes. Several individual creatives also undertook the study to pre-test it and no problems were encountered. Although the time frame for the procedure was shorter than ideal, we were struggling to get an hour, thus we acknowledge the limitation that in practice they would have more time to refine their work.
[bookmark: _Hlk164088011]In asking for multiple ad ideas, we wanted to identify independent ad executions, so asked for media-specific ads, which are common in the automotive category (see Koslow, Sasser and Riordan 2006). That is, we did not want creatives to produce IMC campaigns where there is a thematic similarity across ads. This is because one way of achieving IMC campaigns is to use outtakes from a TV ad as the visuals for print ads. We therefore did not identify any connection between the media as being part of an overarching IMC campaign. A look through the finished response booklets showed respondents were doing as intended, ideating separately on each media and not assuming they needed integration between the media. Again, this is standard practice in the exploratory phase of idea generation as presented by Attea (2008). The goal is to just get ideas out there, rather than refine them into coherent IMC campaigns.
[bookmark: _Hlk164089776]To emphasize the independence of the ads, subjects were specifically instructed: “Please spend the first ten minutes generating and recording as many different ideas as possible on the page entitled ‘Idea Development Page’. Then select your best idea for TV, and your best idea for print, and spend 15 minutes each developing them into ads. You can start with either TV or print. Please do not use the same concept for both executions.” [emphasis added].
Stimulus materials. Table A-5 provides details of the stimulus materials. For the other treatments, the Template and its definition were included. For the control group, the middle paragraph identifying the Template was deleted.
<<Table A-4 about here>>
Manipulation checks, Study 1. We investigated whether the Template manipulations professional creatives were asked to execute in Study 1 were the type of ads they actually produced. Coders independently assessed the extent to which they recognized specific Templates in the ads they coded. The response scale was: “Not at all” (0); “Very little” (1); “A little” (2); “Somewhat” (3); “Moderately” (4); “Largely” (5); and “Very much so” (6). Tables A-5a, A-5b and A-5c detail their responses. 
<<Tables A-5a, A-5b and A-5c about here>>
Table A-5a can be read such that “48.2%” of the ads produced in the unification treatment were judged by the coders as a unification-oriented ad in some way. Alternatively, only “2.0%” of the ads in the extreme consequence treatment were viewed as unification-oriented in some way. Table A-5b provides the mean level assessment of the coders for their perceptions of the extent to which an ad represented a specific Template. Table A-5c lists the p-values of the mean differences between the various groups.
The overall pattern of results is that there is a good level of discrimination for the unification and metaphor Templates. That is, when respondents were asked to produce a unification or metaphor ad, they mostly produced what was requested—even though it might have been a low-level application of the Template. They also did not typically produce a unification or metaphor ad when they were asked for a different Template. 
However, the result is not as clear cut with the extreme consequence treatment. Just over half of the ads produced in the extreme consequence treatment were viewed in some way as using the Template—which is helpful. However, the extreme consequence approach was common in other treatments as well. About a third (64) of all ads produced, regardless of treatment group, was an extreme consequence style ad, as these ads were the most common type of ad produced. Such a difficulty would be common in any situation that was dominated by a single type of ad, and it provided support for our selection of Templates to represent a wide range of usage levels. We therefore note this issue as a limitation to the study.
Our qualitative inspection of the ads concluded that respondents often used a number of Templates simultaneously. Occasionally, the use of different Templates was blended such that it would be difficult to determine the “pure” Template they were executing. We also felt that judges were overly conservative in making judgments regarding what was an example of a specific Template. 
We also performed additional analyses using the coders’ assessment of a Template—instead of the actual treatment groups—to predict originality and strategy. The same pattern of results appeared: use of Templates increased originality but had little influence on strategy. Despite the limitation noted above, we concluded that there was sufficient support for the manipulations used. 
Coding sheets. Table A-6 provides details of the coding sheets used in the study. 
<<Table A-6 about here>>

[bookmark: _Hlk164092607]Effect sizes
An important issue is the statistical power of the sample. Traditionally, scholars usually determine sample size such that it provides an intended level of statistical power. That data collection approach wasn’t an option in the study because of the difficulty of obtaining respondents (see Sasser and Koslow 2008). Therefore, the necessity of showing statistical power falls on understanding effect sizes in the two studies.
One feature of the study is that the authors obtained two ads from each respondent, one print and the other TV. This is unusual but allows us to estimate a mean for each individual respondent and develop more stable estimates—and have more statistical power than is ordinarily obtained in marketing experiments. To economize on degrees of freedom, an HLM formulation was used in the main article and we assumed individual differences were a random effect. To estimate effect sizes we were required to use a GLM formulation. However, several key variables were within respondent, hence we could not estimate some effect sizes when we also estimated effect sizes for individual respondent differences. That is, these within respondent effects were confounded with other individual differences. To work around this limitation, we computed effect sizes with and without estimating the effect sizes for individual differences.
Study 1 effect sizes. Table A-7a shows the effect sizes for Originality in Study 1 without adjusting for individual differences. The effect size of Technique usage is partial 2 = .066, which is typically viewed as a medium-sized effect. However, if one also considers that this effect size has a sampling range, we also need to consider partial 2, and the 90% confidence limits are listed in the table as well. This range goes from partial 2 =.011 to 2 =.116, which means the effect size could range from small to large. Many of the variables listed in Table A-7a have partial 2 that could classify them as small effects, except for being from the social media area which may be a medium-sized effect with partial 2 = .072. Yet even this variable has a wide confidence range and at the low end it could be interpreted as a small effect.
<<Table A-7a about here>>
However, Table A-7b gives statistically superior estimates by adjusting for having two ads developed by each respondent. But we lose estimates of the effect size of both Automotive expertise and experience and Years in the business, which become confounded with individual differences. 
<<Table A-7b about here>>
When we now re-consider the effect size of Technique usage, partial 2 = .224, a large effect. Its 90% confidence range is still wide with partial 2 =.048 to 2 =.193. That is, even at the low end, it is only slightly less than a medium-sized effect. Three other effects have partial 2 that place them as medium-sized effects, but when one considers their 90% range, they may also prove to be small effects. What is most interesting, however, is that the effect size of Technique usage is about a third the size of that of individual differences. Although the respondents are all professional creatives, they still have significant individual skill differences, so this effect size represents the variability among good and great professional creatives. Yet the Technique usage manipulation still seems to perform remarkably well to increase Originality—and thus can move good creatives a long way toward becoming great creatives. Overall, we can be confident that the effect size of Technique usage is at least medium, and if we used a larger sample (or had respondents do one or two more ads each), we may be able to show more definitively that it is a large effect.
The situation changes when one considers effect sizes for Strategy in Study 1. Table A=-c shows the effect size for Technique usage to be partial 2 = .020, which makes it a small effect. Technique usage also has partial 2 = 0 to 2 =.049, which means it may rise to no more than a medium-sized effect. Even when one uses the superior estimates for Table A-7d, the effect size still remains modest, partial 2 = .045. Even if one were to recollect the sample, it is not likely to become much more than that, with the upper range of 2 =.057, which is at best a medium-sized effect. 
<<Tables A-7c and A-7d about here>>
We can conclude that the effect size of Technique usage is medium to large for Originality, but only small to medium effect size for Strategy. That is, we have sufficient statistical power to conclude that the effect of Technique usage on Originality is probably larger than Strategy. If we had a larger sample (or had respondents do more ads) we might, at worst, be able to conclude the two effect sizes may be close equal, but we can be fairly confident that the effect size of Strategy would not be larger than that of Originality.
Study 2 effect sizes. The pattern of effect sizes is noticeably smaller in Study 2. To a large extent, this is expected given that it focuses on mere knowledge of Template techniques—a weaker manipulation—rather than directing respondents to apply the technique. But the sample size achieved was also less, only 60 professional creatives. 
If we focus on Originality, the effect sizes listed in Table A-8a are mostly small to medium. The largest is that of Knowledge of Templates, which is partial 2 = .052 or just under a medium-sized effect. The 90% confidence range of partial 2 =.005 to 2 =.124. The smallest effect is that of Insight level, which is partial 2 = .021 or what is considered a small effect, and the highest 90% range of partial 2 =.067, which is a medium-sized effect. 
<<Table A-8a about here>>
However, Knowledge of Templates and Intrinsic motivation are both involved in interactions that also have small to medium effect size on originality. To break out the effect sizes, we recomputed effect sizes by Insight level. When no Insight is used, partial 2 = .121 for Knowledge of Templates and partial 2 = .145 for Intrinsic motivation, both large effects. When one considers the weak insight condition, partial 2 = .107 for Knowledge of Templates, which is still large. However, in the other three conditions, the effect sizes of the two variables are small or trivial. When we consider the 90% confidence range, all these effect sizes could be small or trivial at the low end of the range. 
We now focus on the superior estimates of effect sizes in Table A-8b, which adjusts for the fact that respondents developed two ads by incorporating individual differences. We are able to show larger effect sizes for Insight level on Originality, with partial 2 = .038, but the 90% range is still wide going from trivial to medium (e.g., partial 2 =.067) which would make the effect a medium one at best.
<<Table A-8b about here>>
Finally, we consider the effect sizes on Strategy in Study 2. Table A-8c ignores individual differences yet shows partial 2 = .070 for Insight level, partial 2 = .057 for Knowledge of Templates and partial 2 = .061 for Intrinsic motivation. However, the 90% ranges of partial 2 are still large ranging from trivial to large for each. If we incorporate individual differences as in Table A-8d, a superior estimate for Insight level’s effect size places it as a large effect with partial 2 = .150. Yet, the 90% range still ranges from small (partial 2 =.013) to large (partial 2 =.161). 
<<Tables A-8c and A-8d about here>>
However, it is important to note that the effect size of Insight level is still about a quarter of that of individual differences—and the effect is directionally negative. That is, strong or weak insights either have at least a small negative effect on strategy—or at best a large one—but it is still negative. Although there may not be a great deal of statistical power in these data, there is ample power to show that Insight level influences Strategy—but the directionality is not positive.
Overall, we can conclude that statistical power is more lacking in Study 2 than in Study 1, although there is sufficient statistical power in Study 1 to draw confident conclusions about the relative effect sizes (but not absolute sizes). If Study 2 were to stand on its own, the lack of statistical power may be concerning. However, taken in conjunction with Study 1, it does offer support replicating and extending Study 1’s finding regarding the influence of Templates. We acknowledge the limitation that sample size presents, but there is sufficient power in the data to be confident about many of the findings—especially those involving the value of Templates.

Full regression models and correlation matrices
Additional statistical details are offered in Tables A-9a, A-9b, A-10a, A-10b, A-11 and A-12. 
<<Tables A-9a, A-9b, A-10a, A-10b, A-11 and A-12 about here>>
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Table A-1: Literature in creative advertising development in major marketing and advertising journals since 2008

	Article
	Journal
	Data source
	Type of data collected
	Domain knowledge
	Intrinsic motivation
	Creativity skills
	Summary

	Angell and Angell (2013)
	JAR
	General public
	Qualitative
	Yes
	Yes
	Yes
	Explores the experience of advertising from the perspective of young consumers using a creative design task.

	Ashley and Oliver (2010)
	JA
	Archival
	Content analysis
	Yes
	Yes
	Yes
	Documents the influences on advertising development over the previous three decades.

	Christodoulides, Jevons and Blackshaw (2011)
	JAR
	Literature
	Theory
	Yes
	Yes
	Yes
	Reviews the reasons why consumers generate advertising content and makes recommendations for how to harness these efforts.

	Han and Kim (2017)
	IJA
	Students
	Experiment
	Yes
	Yes
	Yes
	Reports on the use of an advertising education program to teach creativity skills to students.

	Kallevig et al. (2022)
	JAR
	Professionals
	Qualitative
	Yes
	Yes
	Yes
	Integrates the concept of creativity in the IMC framework.

	Koslow (2015)
	JAR
	Literature
	Theory
	Yes
	Yes
	Yes
	Introduces a normative framework for how advertising clients can obtain more creative advertising from their agency.

	Koslow and Stewart (2022)
	IJA
	Literature
	Theory
	Yes
	Yes
	Yes
	Considers the relationship between advertising media and advertising message in contemporary advertising

	Kover (2016)
	JAR
	Literature
	Theory
	Yes
	Yes
	Yes
	Seeks an agenda for research into advertising creativity, advocated for specific assumptions and perspectives to be used in research.

	Mallia, Windels and Broyles (2013)
	JAR
	Professionals
	Qualitative
	Yes
	Yes
	Yes
	Explores the role of creative directors in achieving outstanding creative advertising success.

	Nyilasy and Reid (2009a)
	IJA
	Professionals
	Qualitative
	Yes
	Yes
	Yes
	Explores different worldviews of advertising practitioners hold.

	Parker, Ang and Koslow (2018)
	JA
	Professionals
	Qualitative
	Yes
	Yes
	Yes
	Provides an absorptive capacity perspective on how information shapes advertising development.

	Schuetmaat et al. (2023)
	JA
	Students and professionals
	Mixed method: Qualitative and experiment
	Yes
	Yes
	Yes
	Considers the role in incubation in creative idea generation.

	Stuhlfaut (2011)
	IJA
	Professionals
	Qualitative
	Yes
	Yes
	Yes
	Examines the "creative code", the kinds of implicit theories of what makes good creative work which is implicitly assumed in different advertising agency settings.

	Stuhlfaut and Windels (2012)
	IJA
	Professionals
	Survey questionnaire
	Yes
	Yes
	Yes
	Develops a three-dimensional model exploring how creative work quality is perceived in advertising agencies.

	Tevi and Koslow (2018)
	JAR
	Literature
	Theory
	Yes
	Yes
	Yes
	Proposes the theory of rhetoric as a way to understand how to develop advertising.

	Vafeas (2023)
	JA
	Professionals
	Qualitative
	Yes
	Yes
	Yes
	Considers the role boredom in the development of creative advertising, especially how boredom indicates challenges in how they are managed.

	Waller (2010)
	JAR
	Professionals
	Qualitative
	Yes
	Yes
	Yes
	Demonstrates the value of pro-bono work in advertising agencies.

	Bilby, Koslow and Sasser (2023)
	JA
	Professionals
	Survey questionnaire
	Yes
	Yes
	Implied
	Examines how client and agency perspectives on risk limit the ability to develop creative advertising campaigns.

	Calderwood, Koslow and Sasser (2021)
	JA
	Professionals
	Mixed method: Qualitative and content analysis
	Yes
	Yes
	Implied
	Provides a client perspective on why some advertising is more creative, exploring from the perspective of client/agency partnerships.

	Koslow et al. (2022)
	JA
	Professionals
	Survey questionnaire
	Yes
	Yes
	Implied
	Reconsiders the role of relationships between clients and agencies, suggesting some relationships hinder creativity.

	Sasser and Koslow (2012)
	JA
	Professionals
	Survey questionnaire
	Yes
	Yes
	No
	Compares the use of intrinsic motivation and expertise to develop highly creative advertising.

	Bilby, Reid and Brennan (2016)
	JAR
	Professionals
	Qualitative
	Yes
	Implied
	Yes
	Suggests an agenda for understanding the development of advertising in China.

	Goor, Kerr and Jin (2022)
	JAR
	Professionals
	Qualitative
	Yes
	Implied
	Yes
	Considers how the digital environment has altered how creativity is developed, for both good or ill.

	Grow, Roca and Broyles (2012)
	IJA
	Professionals
	Qualitative
	Yes
	Implied
	Implied
	Articulates the challenges of many female creatives in Spain and the US.

	Nyilasy and Reid (2009b)
	JA
	Professionals
	Qualitative
	Yes
	Implied
	Implied
	Articulates several models regarding how agency practitioners view why some ads are more effective than others.

	Roca et al. (2017)
	IJA
	Professionals
	Qualitative
	Yes
	Implied
	Implied
	Applies the systems model of creativity to the context of Columbian advertising agencies.

	Beard (2013)
	JAR
	Professionals
	Survey questionnaire
	Yes
	Implied
	No
	Updates earlier work on how advertising professionals view the use of comparative advertising formats.

	O'Connor et al. (2016)
	JA
	Professionals
	Survey questionnaire
	Yes
	Implied
	No
	Replicates prior research on how clients influence the advertising their agencies develop.

	Bauer and Johnson (2023)
	JA
	Online panel
	Experiment
	Yes
	No
	Yes
	Introduces the concept of inadvertent plagiarism in advertising, showing it occurs.

	Campbell et al. (2022a)
	JA
	Literature
	Theory
	Yes
	No
	Yes
	Explores several possible directions to suggest propositions regarding how consumers respond to AI generated advertising.

	Coffin (2022)
	JA
	Literature
	Theory
	Yes
	No
	Yes
	Asks what AI advertising is and how it relates to creativity.

	de Gregorio and Windels (2020)
	JA
	General public and professionals
	Experiment
	Yes
	No
	Yes
	Compares creatives to non-creatives and the general population on creativity tests, finding creatives are not clear out-performers.

	Hallward (2008)
	JAR
	General public and professionals
	Case study
	Yes
	No
	Yes
	Presents an example of consumer mix modelling to illustrate how to address media planning.

	Kilgour and Koslow (2009)
	JAMS
	General public and professionals
	Experiment
	Yes
	No
	Yes
	Shows the influence of two types of creative thinking technique, and how they work depending on what people bring to the creative task.

	Liu-Thompkins (2019)
	JA
	Literature
	Theory
	Yes
	No
	Yes
	Summarizes the advertising field’s learnings in research on online advertising, presenting six themes.

	Lynch and West (2017)
	JAR
	Literature
	Theory
	Yes
	No
	Yes
	Offers a model of how creative teams work in advertising agencies.

	Middleton, Turnbull and de Oliveira (2020)
	IJA
	Professionals
	Qualitative
	Yes
	No
	Yes
	Identifies six distinct female stereotypes common in Brazilian advertising.

	O'Connor, Koslow and Kilgour (2023)
	JA
	Professionals
	Survey questionnaire
	Yes
	No
	Yes
	Takes an absorptive capacity perspective of the advertising agency, examining the role of team cohesion and friction in that process.

	Parker et al. (2021)
	JAR
	Professionals
	Experiment
	Yes
	No
	Yes
	Demonstrates how use of insight influences the character of creative work, adjusting its level of emotionality or functionality.

	Tevi, Koslow and Parker (2019)
	JAR
	Professionals
	Experiment
	Yes
	No
	Yes
	Examined the self-assessments of advertising creatives regarding the use of Templates across media.

	Vakratsas and Wang (2020)
	JA
	Literature
	Theory
	Yes
	No
	Yes
	Investigates how to incorporate artificial intelligence into our understanding of the creative development of advertising.

	Wang et al. (2013)
	JA
	Professionals
	Survey questionnaire
	Yes
	No
	Yes
	Explores the role of advertiser risk taking and trust in developing advertising.

	West, Christodoulides and Bonhomme (2018)
	JAR
	Professionals
	Survey questionnaire
	Yes
	No
	Yes
	Examines ten types of common heuristics used to select creative advertising campaigns.

	West, Koslow and Kilgour (2019)
	IJA
	Literature
	Theory
	Yes
	No
	Yes
	Reviews current research in advertising creativity, focusing on both creative development and effectiveness, and connected across the two streams.

	Bellman et al. (2019)
	JAR
	General public
	Content analysis
	Yes
	No
	Implied
	Considers how feature design of advertisements help those ads gain attention.

	Campbell et al. (2022b)
	JAR
	Literature
	Theory
	Yes
	No
	Implied
	Explores the emerging reality of AI empowered advertising, discussing both challenges and potentials.

	Chen et al. (2019)
	JA
	Literature
	Theory
	Yes
	No
	Implied
	Summarizes current development of AI-aided media selection.

	Dagalp and Sodergren (2023)
	JA
	Literature
	Theory
	Yes
	No
	Implied
	Considers advertising from an aesthetic perspective.

	Dickinson-Delaporte and Kerr (2014)
	JAR
	Professionals
	Qualitative
	Yes
	No
	Implied
	Examines the risk and rewards of advertising agencies using online engagement to understand consumers.

	Jayanti (2010)
	JAR
	General public
	Qualitative
	Yes
	No
	Implied
	Presents how ethnographic research of online consumers can aid advertising development.

	Kennedy and McColl (2012)
	JAR
	General public
	Case study
	Yes
	No
	Implied
	Uses the example of Mars, Inc. to demonstrate how and when creativity should be used in advertising development.

	Modig and Dahlen (2020)
	JAR
	General public and professionals
	Experiment
	Yes
	No
	Implied
	Compares the differences between professionals and the general public regarding what is considered creative advertising.

	Sasser, Koslow and Kilgour (2013)
	JAR
	Professionals
	Survey questionnaire
	Yes
	No
	Implied
	Predicts that clients are more likely to purchase highly creative advertising work when they ask for it, but when they don't agencies should not supply it.

	Snyder and Garcia-Garcia (2016)
	JAR
	General public
	Experiment
	Yes
	No
	Implied
	Investigates the role of cross-platform media investments for superior advertising effectiveness.

	Tuncany Zayer and Coleman (2015)
	JA
	Professionals
	Qualitative
	Yes
	No
	Implied
	Examines the views of advertising professionals regarding gender portrayals in advertising, especially from an ethics perspective

	West, Caruana and Leelapanyalert (2013)
	JAR
	Professionals
	Qualitative
	Yes
	No
	Implied
	Overviews the type of decision-making advertising award judges make regarding what they celebrate as "winning" advertising.

	Fulgoni, Lipsman and Davidsen (2016)
	JAR
	Archival
	Case study
	Yes
	No
	No
	Reviews the advertising strategy issues from the recent US Presidential election.

	Ghaffari, Hackley and Lee (2019)
	JA
	Professionals
	Qualitative
	Yes
	No
	No
	Explores the role of three types of power--control, knowledge and persuasive--in the development of advertising

	Okazaki and Mueller (2011)
	IJA
	Professionals
	Qualitative
	Yes
	No
	No
	Explains recent evolutions in Japanese advertising styles to connect those to recent economic development in the Japanese economy.

	Shao, Desmarais and Weaver (2014)
	IJA
	Professionals
	Qualitative
	Yes
	No
	No
	Examines how the cultural perceptions of Chinese advertising practitioners influences the representation of gender in advertisements.

	de Gregorio, Cheong and Kim (2012)
	JA
	Professionals
	Survey questionnaire
	Implied
	Yes
	Yes
	Examines the role of constructive and destructive conflict in the develop of advertising campaigns.

	Martinez-Navarro and Bigne (2022)
	IJA
	Consumers
	Mixed method: Qualitative and content analysis
	Implied
	Yes
	Yes
	Seeks to understand why some consumers choose to generate advertising content.

	Melendez-Rodriguez and Roca (2023)
	IJA
	Professionals
	Qualitative
	Implied
	Yes
	Yes
	Reviews the counterintuitive personal costs of achieving success in a major advertising creativity award competition.

	Chu et al. (2019)
	JA
	Professionals
	Survey questionnaire
	Implied
	No
	Implied
	Answers calls for increased focus on advertising-client relationship but finds not all types of relationship have similar influence.

	O'Connor et al. (2018)
	JAR
	Professionals
	Survey questionnaire
	Implied
	No
	No
	Considers how the structure of client-agency pairs relate to creative outcomes.

	Borghini et al. (2010)
	JA
	Archival
	Content analysis
	No
	Implied
	Implied
	Examines street art through the lens of advertising.

	Ren (2023)
	MS
	Literature
	Theoretical model
	No
	Implied
	No
	Examines the practice of allowing for centralized ad content creation on digital platforms.

	Dall'Olio and Vakratsas (2022)
	JM
	Consumers
	Field experiment
	No
	No
	Yes
	Builds a model of advertising creative strategy that incorporates ad content on experience, affect and cognition as well as creativity templates

	Kilgour, Koslow and O'Connor (2020)
	JAR
	Professionals
	Experiment
	No
	No
	Yes
	Seeks to explain differences between creatives and observers regarding how each views the same ad as creative or not creative.

	Roca et al. (2016)
	IJA
	Professionals
	Experiment
	No
	No
	Yes
	Shows that there is little evidence of discrimination against creative works attributed to female creators; hence discrimination women in the field feel must come from other sources. 

	Dass, Kohli and Acharya (2023)
	JAR
	General public
	Experiment
	No
	No
	Implied
	Develops a framework for how to develop advertising slogans and tests it on consumers.

	Horsky, Horsky, and Zeithammer (2016)
	JMR
	Literature
	Theoretical model
	No
	No
	Implied
	Explores the role of competitive account reviews to determine a optimal stipend policy for agencies.

	Peterson (2019)
	IJA
	Advertisements
	Content analysis
	No
	No
	Implied
	Examines theoretically how metaphors work in advertising.

	Rosengren et al. (2020)
	JM
	Literature
	Meta analysis
	No
	No
	Implied
	Develops a meta analysis of how advertising works, verifying three routes to creative persuasion, affective, processing and signalling.

	van Berlo et al. (2023)
	JA
	Literature
	Meta analysis
	No
	No
	Implied
	Considers the value of creative media choice in developing advertising plan, arguing more effective media choice incorporates metaphor.

	Varan et al. (2020)
	JAR
	General public
	Content analysis
	No
	No
	Implied
	Compares the effectiveness of a key advertising development issue, the lengths of video advertisements.

	Jiang, Messinger, Liu, Lu, Yang, Li and Gang (2023)
	JMR
	Students and consumers
	Experiments
	No
	No
	No
	Conceptualizes ads on a single dimension, high originality and low relevance versus low originality and high relevance. 


Note: JA=Journal of Advertising; IJA=International Journal of Advertising; JAR=Journal of Advertising Research; JM=Journal of Marketing; JAMS=Journal of the Academy of Marketing Science; JMR=Journal of Marketing Research; MS=Marketing Science.


Table A-2: Literature in creative new product development in major marketing and product development journals since 2008

	Article
	Journal
	Data source
	Type of data collected
	Domain knowledge
	Intrinsic motivation
	Creativity skill
	Summary

	Andriopoulos, Gotsi, Lewis and Ingram (2018) 
	JPIM
	Professionals
	Qualitative
	Yes
	Yes
	Yes
	Addresses how new product development teams deal with tensions.

	Auernhammer and Roth (2021)
	JPIM
	Professionals
	Archival
	Yes
	Yes
	Yes
	Charts the history of design thinking and offers a more general innovation approach.

	Birdi, Leach and Magadley (2016)
	JPIM
	Professionals
	Questionnaires
	Yes
	Yes
	Yes
	Explore differences in employee idea generation and implementation.

	Griffin, Price, Maloney, Vojak and Sim (2009)
	JPIM
	Professionals
	Qualitative interviews
	Yes
	Yes
	Yes
	Finds that innovation is an interaction of the person and process.

	Gillier and Schweitzer (2021)
	JPIM
	Professionals
	Experiment
	Yes
	Yes
	Indirect
	Explores when technology showrooms enhance innovation.

	Czarnitzki and Thorwarth (2012)
	JPIM
	Professionals
	Archival
	Yes
	Indirect
	No
	Contrasts the use of in-house and external design services, with the latter often undermining novelty.

	Chen and Althuizen (2022)
	JPIM
	Consumers
	Archival
	Yes
	No
	Yes
	Examines how prior exposure to ideas in crowdsourcing influences subsequent idea generation.

	Cheng and Sheu (2022)
	IMM
	Professionals
	Questionnaires
	Yes
	No
	Yes
	Shows that knowledge sharing mediates how suppliers participate in the innovation process.

	Chuang, Morgan and Robson (2015)
	JPIM
	Professionals
	Archival
	Yes
	No
	Yes
	Shows that the integration of customer- and competitor-oriented knowledge are often intertwined.

	Eling, Griffin and Langerak (2014)
	JPIM
	Literature
	Theory
	Yes
	No
	Yes
	Develops a theory of how intuition aids the fuzzy front end of new product development

	Kalaighanam, Tuli, Kushwaha, Lee and Gal
	JM
	Professionals
	Qualitative interviews
	Yes
	No
	Yes
	Defines the concept of marketing agility and how it tighten the link between learning information and executing.

	Kalogerakis, Luethje and Herstatt (2010)
	JPIM
	Professionals
	Qualitative interviews
	Yes
	No
	Yes
	Explore how analogies are used in the innovation process.

	Luo and Toubia (2015)
	JM
	Online panel
	Experiments
	Yes
	No
	Yes
	Identifies how high-knowledge consumers creativity is constrained by exposure to the ideas of low-knowledge consumers.

	Poetz and Prugl (2010)
	JPIM
	Consumers
	Interviews transcripts
	Yes
	No
	Yes
	Examine patterns in how lead users influence innovation.

	Salge, Farchi Barrett and Dopson (2013)
	JPIM
	Professionals
	Questionnaires
	Yes
	No
	Yes
	Compares both open and closed innovation especially at what stage each is superior.

	Suh, Bae, Zhao, Kim and Arnold (2010)
	IMM
	Professionals
	Questionnaires
	Yes
	No
	Yes
	Considers the role of experiential knowledge in innovation.

	Zuo, Fisher and Yang (2019)
	JAMS
	Professionals
	Questionnaires and archival
	Yes
	No
	Yes
	Shows how different types of learning influence different aspects of creative new products.

	Berends, et al. (2014)
	JPIM
	Professionals
	Questionnaires
	Yes
	No
	Indirect
	Takes a close look at innovation in small firms with little apparent formalization.

	Hemonnet-Goujot, Manceau and Abecassis-Moedas (2019)
	JPIM
	Professionals
	Qualitative
	Yes
	No
	Indirect
	Considers how the expertise of external designers influences innovation.

	Sukhov, Sihvonen, Netz, Magnusson and Olsson (2021)
	JPIM
	Professionals
	Qualitative
	Yes
	No
	Indirect
	Explores how experts screen ideas in the innovation process.

	Akbar and Tzokas (2013)
	JMM
	Professionals
	Case study
	Yes
	No
	No
	Deals with the organizational knowledge aspects of innovation.

	Artz, Norman, Hatfield and Cardinal (2010)
	JPIM
	Professionals
	Archival
	Yes
	No
	No
	Separates the antecedents of idea generation (patents) and the development of viable products.

	Atuahene-Gima and Wei (2011)
	JPIM
	Professionals
	Questionnaires
	Yes
	No
	No
	Explores knowledge and problem-solving ability on new product performance.

	Beretta (2019)
	JPIM
	Professionals
	Archival
	Yes
	No
	No
	Considers the presentation aspects of selecting ideas from employee crowdsourcing.

	Bouncken, Ratzmann, Covin and Pesch (2023)
	IMM
	Professionals
	Questionnaires
	Yes
	No
	No
	Addresses how buying and supplying firms interact to deliver innovative products.

	Chang, Bai, and Li (2015)
	IMM
	Professionals
	Questionnaires
	Yes
	No
	No
	Examined how different types of knowledge influence product and process innovations.

	Cui, Shaojie and Wu (2017
	JPIM
	Professionals
	Questionnaires
	Yes
	No
	No
	Compares and contrasts the customer as an information approach with a customer as co-developer approach.

	Froehlich, Hoegl and Weiss (2015)
	JPIM
	Professionals
	Questionnaires
	Yes
	No
	No
	Introduces the concept of thematic thinking and shows links to innovation.

	Fuller, Faullant, and Matzler (2010)
	IMM
	Professionals and consumers
	Questionnaires
	Yes
	No
	No
	Considers how virtual customer integration in the new product development process aids innovation.

	Jacobi, Freund and Araujo (2015)
	JMM
	Professionals
	Qualitative
	Yes
	No
	No
	Seeks to understand the role of account planning in advertising development.

	Kamuriwo, Baden-Fuller and Zhang (2017)
	JPIM
	Professionals
	Archival
	Yes
	No
	No
	Shows that when new ventures rely on external, rather than internal, knowledge, they have more breakthrough innovations.

	Kim, Im and Slater (2013)
	JPIM
	Professionals
	Questionnaires
	Yes
	No
	No
	Examines several types of knowledge and how they influence the two dimensions of creativity.

	Lawson, Krause and Potter (2015)
	JPIM
	Professionals
	Questionnaires
	Yes
	No
	No
	Explores the role of suppliers in the product innovation process.

	Liu, Chen and Tao (2015)
	JPIM
	Professionals
	Questionnaires
	Yes
	No
	No
	Examines how work team process influence new product development.

	Llopis and D’Este (2022)
	JPIM
	Students
	Questionnaires
	Yes
	No
	No
	Examines the relationship between information brokerage roles and innovation.

	Marion and Meyer (2011)
	JPIM
	Professionals
	Questionnaires
	Yes
	No
	No
	Compares the application of industrial design and cost engineering approaches.

	Mazzola, Piazza and Perrone (2023)
	JPIM
	Professionals
	Archival
	Yes
	No
	No
	Argues that success in crowdsourcing idea contests can be a function of network position.

	Mohr and Sarin (2009)
	JAMS
	Literature
	Theory
	Yes
	No
	No
	Updates the innovation-focused ideas of Peter Drucker.

	Ozer and Zhang (2022)
	JPIM
	Professionals
	Questionnaires
	Yes
	No
	No
	Shows that networking can aid in innovation.

	Park, Lim and Birnbaum-More (2009)
	JPIM
	Professionals
	Questionnaires
	Yes
	No
	No
	Examines the effect of marketing and technological knowledge on new product development teams

	Siahtiri (2018)
	JPIM
	Professionals
	Questionnaires
	Yes
	No
	No
	Shows that in service provision, internal and customer communications improve creativity.

	Smits and Kok (2012)
	IMM
	Professionals
	Case studies
	Yes
	No
	No
	Suggests decentralization may often be good for innovation, but employees also need to be proactive in obtaining needed information.

	van der Heijden, Schepers, Nijssen and Ordanini (2013)
	JAMS
	Professionals
	Questionnaires
	Yes
	No
	No
	Examines the positive and negative effects of learning from service recovery.

	Zhu, Li and Andrews (2017)
	JPIM
	Professionals
	Archival
	Yes
	No
	No
	Provides insight on the use of crowd-sourcing for new product development.

	Burroughs, Dahl, Moreau, Chattopadhyay  and Gorn (2011)
	JM
	Professionals and students
	Qualitative interviews and experiment
	Indirect
	Yes
	No
	Explores the possible interaction of explicit rewards and training to predict creativity.

	Wei, Frankwick and Nguyen (2012)
	JPIM
	Professionals
	Questionnaires
	Indirect
	Yes
	No
	Considers how employee reward systems and market orientation influence new product development.

	Gumusluogl and Ilsev (2009)
	JPIM
	Professionals
	Questionnaires
	Indirect
	Indirect
	No
	Examined the link between organizational leadership and innovation.

	Nakata, et al. (2018)
	JPIM
	Professionals
	Questionnaires
	Indirect
	Indirect
	No
	Explores the antecedents and consequences of the two dimensions of creativity.

	Shaner, Beeler and Nobel (2016)
	JPIM
	Professionals
	Questionnaires
	Indirect
	Indirect
	No
	Explores the role of social cohesion in the new product development process.

	Akter, Hossain, Hani, Vrontis, Thrassoui and Arslan (2023)
	JPIM
	Professionals
	Interviews and questionnaires
	Indirect
	No
	Yes
	Considers the role of big data in the development and success of creative offerings.

	Chen and Venkatesh (2013)
	JMM
	Professionals
	Qualitative interviews
	Indirect
	No
	Yes
	Views design thinking as a creative process.

	Green and Cluley (2014)
	IMM
	Professionals
	Case studies
	Indirect
	No
	Yes
	Addresses the paradoxes of how organization structure aids and hinders radical innovations.

	Lanzolla, Pesce and Tucci (2021)
	JPIM
	Literature
	Theory
	Indirect
	No
	Yes
	Examines two skills, search and recombination, that are part of idea generation.

	Leidtka (2015)
	JPIM
	Literature
	Theory
	Indirect
	No
	Yes
	Calls for research on how design thinking principles reduce managers’ cognitive biases.

	Magni, Maruping, Hoegl and Proserpio (2013)
	JPIM
	Professionals
	Questionnaires
	Indirect
	No
	Yes
	Studies the positive and negative influences of geographic dispersion and improvisation of innovation teams.

	Schweitzer, Roeth and Gillier (2020)
	IMM
	Professionals
	Questionnaires
	Indirect
	No
	Yes
	Show that when those evaluating ideas have a more intuitive style, more market creating potential.

	Hong, Song and Yoo (2013)
	JPIM
	Professionals
	Questionnaires
	Indirect
	No
	No
	Explores the role of market orientation and entrepreneurship orientation on new product performance.

	Hoornaert, Ballings Malthouse and Van den Poel (2017)
	JPIM
	Professionals
	Archival
	Indirect
	No
	No
	Examines the crowdsourcing of ideas, especially how the crowd can help with evaluating the best ideas.

	Mohammadi, Brostrom, and Anders (2017)
	JPIM
	Professionals
	Archival
	Indirect
	No
	No
	Explores how diversity in education and ethnicity spurs radical innovation.

	Sok and O’Cass (2015)
	IMM
	Professionals
	Questionnaires
	Indirect
	No
	No
	Explore the relationship between an R&D’s manager’s attention to detail and the ability to be creative

	Bammens (2016)
	JPIM
	Literature
	Theory
	No
	Yes
	Yes
	Views innovation from an organizational care perspective with a focus on motivation.

	Bettencourt, Bond, Cole and Houston (2017)
	JPIM
	Professionals
	Questionnaires
	No
	Yes
	Yes
	Examines the role of commitment to innovation and ability in predicting innovation.

	Djelassi and Cambier (2023)
	JMM
	Consumer and professionals
	Qualitative interviews
	No
	Yes
	Yes
	Explores potential barriers participants have with firms’ crowdsourcing initiatives.

	Gamber, Kruft and Kock (2022)
	JPIM
	Professionals
	Archival
	No
	Yes
	Yes
	Deals with crowdsourcing ideas from within organizations.

	Globocnik, Haeufler and Salomo
	JPIM
	Professionals
	Questionnaires
	No
	Yes
	Yes
	Answers if it’s better to ask forgiveness than seek permission in innovation.

	Grass, Backmann and Hoegl (2020)
	JPIM
	Professionals
	Qualitative interviews
	No
	Yes
	Yes
	Identifies employee empowerment as an important aspect of agile innovation.

	Kock, Heising and Gemuenden (2015)
	JPIM
	Professionals
	Questionnaires
	No
	Yes
	Yes
	Addresses how firm deal with a portfolio of creative ideas early in the innovation process

	Sacramento, Lyubovnikova, Martinaityte, Gomes, Curral, and Juhasz-Wrench (2024)
	JPIM
	Students and professionals
	Questionnaires
	No
	Yes
	Yes
	Examines the role of openness to experience and psychological safety in innovation.

	Stock, Oliveira and von Hippel (2015)
	JPIM
	Consumers
	Questionnaires
	No
	Yes
	Yes
	Investigates the motivation for consumers who design their own products.

	Globocnik, and Salomo (2015)
	JPIM
	Professionals
	Questionnaires
	No
	Yes
	Indirect
	Seeks the source of deviant behavior that supports innovation.

	Hjofstetter, Zhang and Hermann (2018)
	JPIM
	Consumers
	Archival and experiment
	No
	Yes
	No
	Argues that rewards help with the quality of crowdsourced ideas.

	Im, Montoya and Workman (2013)
	JPIM
	Professionals
	Questionnaires
	No
	Yes
	No
	Proposes alternative organizational causal paths for the two dimensions of creativity.

	Malek, Sarin and Haon (2020)
	JPIM
	Professionals
	Questionnaires
	No
	Yes
	No
	Compares the influence of extrinsic and intrinsic motivation on new product development performance.

	Poskela and Martinsuo (2009)
	JPIM
	Professionals
	Questionnaires
	No
	Yes
	No
	Seeks to understand the role of management controls on the front-end of innovation processes.

	Stock, de Jong and Zacharias (2017)
	JPIM
	Professionals
	Questionnaires
	No
	Yes
	No
	Shows negative effects for collegial support for innovation and neutral effects for supervisory support.

	Abecassis-Moedas, and Benghozi (2012)
	JPIM
	Professionals
	Case studies
	No
	Indirect
	Yes
	Compares the value of both internal and external design.

	Buechel and Janiszewski (2014)
	JCR
	Students
	Experiments
	No
	Indirect
	Yes
	Identifies when and how consumers appreciate customization and assembly.

	Kock and Gemuenden (2016)
	JPIM
	Professionals
	Questionnaires
	No
	Indirect
	Yes
	Examines how firms manage the portfolio of innovations.

	Kotlar, De Massis, Frattini, Bianchi and Fang (2013)
	JPIM
	Professionals
	Archival
	No
	Indirect
	Yes
	Considers how closely held family firms are more resistant to sourcing innovation from outside.

	Krause and Franke (2024)
	JM
	Students
	Experiments
	No
	Indirect
	Yes
	Explores the frustration consumers have with self-designed innovative products.

	McKay, Mohan and Reina (2022)
	JPIM
	Professionals
	Archival
	No
	Indirect
	Yes
	Explores how environmental climate influences innovation on a day-by-day basis.

	Mukerjee and Metiu (2022)
	JPIM
	Professionals
	Qualitative
	No
	Indirect
	Yes
	Explores the intersection of play and psychological safety in innovation.

	Bissola Imperatori and Colonel (2014)
	JPIM
	Students
	Experiment
	No
	Indirect
	Indirect
	Address team design to improve new product development quality.

	Pina e Cunha, et al. (2014)
	JPIM
	Literature
	Theory
	No
	Indirect
	Indirect
	Examines the special case of innovation under conditions of resource scarcity.

	Ruvio, Shoham, Vigoda-Gadot, Schwabsky (2014)
	JPIM
	Professionals
	Questionnaires
	No
	Indirect
	Indirect
	Develops organizational innovativeness as a multidimensional construct.

	Coussement, Debaere and De Ruyck (2017)
	JPIM
	Professionals
	Archival
	No
	Indirect
	No
	Suggests how moderators of innovation communities should operate.

	Dul and Ceylan (2014)
	JPIM
	Professionals
	Questionnaires
	No
	Indirect
	No
	Compares the work environment with innovation performance.

	Glynn, Kazanjian and Drazin (2010)
	JPIM
	Professionals
	Questionnaires and archival
	No
	Indirect
	No
	Considers how new product development can be influcened by one’s relationship to one’s work team as well as how the teams relates to one another.

	Micheli, Perks and Beverland (2018)
	JPIM
	Professionals
	Qualitative interviews
	No
	Indirect
	No
	Considers the value of design from a strategic perspective.

	Razinskas, Weiss, Hoegl and Baer (2022)
	JPIM
	Professionals
	Questionnaires
	No
	Indirect
	No
	Investigates how stressors influence innovation, sometimes positively, but also negatively.

	Schepers, de Vries, Raassens and Langerak (2022
	JPIM
	Professionals
	Questionnaires
	No
	Indirect
	No
	Considers the case of external technology experts and how their identification influences innovation.

	Tu, Chiayu (2009)
	IMM
	Professionals
	Questionnaires
	No
	Indirect
	No
	Estimates the influence of affective tone in firms on innovation.

	Beretta, Bjork and Magnusson (2018)
	JPIM
	Professionals
	Qualitative case study
	No
	No
	Yes
	Studies how a web-based ideation tool can aid innovation.

	Bouschery, Biazevic and Piller (2023)
	JPIM
	Literature and machines
	Theory
	No
	No
	Yes
	Explores how AI can enhance innovation processes.

	Caprioli, Fuchs, and van den Bergh (2023)
	JCR
	Online panels and students
	Experiments
	No
	No
	Yes
	Focuses on how to avoid functional-fixedness in ideation.

	Eklund, Rylander, Aguiar and Amacker (2022)
	JPIM
	Literature
	Theory
	No
	No
	Yes
	Reviews the design thinking literature from a pragmatic, problem-solving perspective.

	Fang (2008)
	JM
	Professionals
	Questionnaires
	No
	No
	Yes
	Compares how customers as an information resource differ from customers as codeveloper. 

	Kelley (2009)
	JPIM
	Professionals
	Case studies
	No
	No
	Yes
	Considers how firms consciously organize for radical innovation.

	Lauritzen and Karafyllia (2019)
	JPIM
	Literature
	Theory
	No
	No
	Yes
	Proposes a paradox of firms wanting both openness and control when approaching crowdsourcing.

	Liu, Rubenstein, Li, Liu, Zhan and Xiong (2022)
	JPIM
	Professionals
	Questionnaires
	No
	No
	Yes
	Considers the role of assessment and locomotion in the innovation process.

	Lynch, Jacqueline (2019)
	JMM
	Professionals
	Qualitative interviews
	No
	No
	Yes
	Suggests that creativity is a function of team processes.

	Mehta and Zhu (2011)
	JCR
	Consumers
	 
	No
	No
	Yes
	Considered how resource availability influences consumer creativity.

	Randhawa, Nikolova, Ahuja and Schweitzer (2021)
	JPIM
	Professionals
	Case study
	No
	No
	Yes
	Explores the relationship between design thinking and ambidexterity.

	Scopelliti, Cillo, Busacca and Mazursky (2014)
	JPIM
	Students
	Experiments
	No
	No
	Yes
	Examines the role of financial constraints on idea generation.

	Sethi and Iqbal (2008)
	JM
	Professionals
	Questionnaires
	No
	No
	Yes
	Argues against firm stage-gate procedures for developing new products.

	Sethi and Sethi (2012)
	JM
	Professionals
	Questionnaires
	No
	No
	Yes
	Addresses the organizational politics of getting innovative product ideas accepted.

	Stam, de Vet, Barkema and De Dreu (2013)
	JPIM
	Students
	Experiments
	No
	No
	Yes
	Manipulates the level of team debate over innovations to show positive effects on idea generation.

	Steils and Hanine (2016)
	JMM
	Students
	Qualitative interviews
	No
	No
	Yes
	Explores the role of creative skill in crowdsourcing.

	Stephen, Zubcsek and Goldenberg (2016)
	JMR
	Students
	Experiments
	No
	No
	Yes
	Examines how the interconnectivity of some customers’ ideas affect other customers.

	Stokes (2014)
	JPIM
	Artists
	Qualitative
	No
	No
	Yes
	Takes a jazz metaphor for understanding problem-solving in innovation.

	Tabeau, Gemser, Hultink and Wijnberg (2017)
	JMM
	Professionals
	Questionnaires
	No
	No
	Yes
	Explored the interplay of designer freedom, exploration and exploitation.

	Troilo, De Luca, and Atuahene-Gima
	JPIM
	Professionals
	Questionnaires
	No
	No
	Yes
	Address the relationship between slack resources and radical innovation.

	Elliot and Nakata (2013)
	JPIM
	Literature
	Theory
	No
	No
	Indirect
	Addressed cultural variation in the creative process.

	Getnet, O’Cass, Ahmadi and Siahtiri (2019)
	IMM
	Professionals
	Questionnaires
	No
	No
	Indirect
	Characterizes innovation among low-resource firms as a form of bricolage.

	Hughes, Souchon, Nemkova et al. (2019)
	IMM
	Professionals
	Questionnaires
	No
	No
	Indirect
	Finds that organizational planning reduces a firm’s capacity to innovate.

	Khanagha, Volberda, Alexiou, and Annosi (2022)
	JPIM
	Professionals
	Questionnaires
	No
	No
	Indirect
	Contrasts both the formal and informal controls placed on agile innovation teams.

	Kornish and Jones (2021)
	MS
	Consumers and online panels
	Archival and experiments
	No
	No
	Indirect
	Shows that more verbose descriptions for potentially innovative products get rated higher.

	Litchfield and Gilson (2019)
	IMM
	Literature
	Theory
	No
	No
	Indirect
	Develops a curation metaphor for how organizations manage creative ideas.

	Mehta, Zhu and Cheema (2012)
	JCR
	Students
	Experiments
	No
	No
	Indirect
	Tests for the effects of ambient noise on creativity.

	Morals-Storz, Nguyen and Saetre (2020)
	JPIM
	Professionals
	Case studies
	No
	No
	Indirect
	Views failure as a learning opportunity that can lead to success. 

	Toubia and Netzer (2017)
	MS
	Online panels and consumers
	Experiments and archival
	No
	No
	Indirect
	Exploits big data tools to enhance individual creativity.

	van Burg, Podoynitsyna, Beck and Lommelen (2012)
	JPIM
	Professionals
	Questionnaires
	No
	No
	Indirect
	Investigates how supply and demand constraints focus entrepreneurs’ innovations.

	Verganti, Vendraminel and Iansiti (2020)
	JPIM
	Literature and machines
	Case studies
	No
	No
	Indirect
	Explores the role of AI in idea generation, especially its ability to mimic design thinking.

	Anselmsson and Johansson (2009)
	JMM
	Consumers
	Archival and interviews
	No
	No
	No
	Shows that the growth of retailer brands through brand extensions does not negatively influence innovation.

	Dayan, Ozer and Almazrouei (2017)
	IMM
	Professionals
	Questionnaires
	No
	No
	No
	Proposes an inverted U-shaped relationship between team diversity and creativity.

	Dean, Griffith and Yalcinkaya (2023)
	IMM
	Professionals
	Questionnaires
	No
	No
	No
	Explores how past and future collaborations influence each of the two dimensions of creativity.

	Litchfield, Karakitapoglu-Aygun, Gumusluoglu, Carter and Hirst (2018)
	JPIM
	Professionals
	Questionnaires
	No
	No
	No
	Tests both the positive and negative effects of identification on team innovation.

	Michelfelder and Kratzer (2013)
	JPIM
	Professionals
	Qualitative
	No
	No
	No
	Advocates for ambidextrous interorganizational R&D structures over other structures.

	Nobel and Kumar (2010)
	JPIM
	Professionals and literature
	Qualitative interviews
	No
	No
	No
	Starts from a design perspective and suggests three types of value for consumers.

	Perra, Sidhu, and Volberda (2017)
	JPIM
	Professionals
	Questionnaires
	No
	No
	No
	Explains how large, established firms can sometimes set aside their experience and innovate.

	Pesch, Endres and Bouncken (2021)
	JPIM
	Professionals
	Questionnaires and archival
	No
	No
	No
	Examines how formalization may negatively influence creativity when developing digital products.

	Sethi and Sethi (2009)
	JPIM
	Professionals
	Questionnaires
	No
	No
	No
	Takes a two dimensional approach to creativity and differential causal patterns involving a quality orientation.

	Story, Boso and Cadogan (2015)
	JPIM
	Professionals
	Questionnaires
	No
	No
	No
	Compares the innovation outcomes of firms from a developed and developing market.

	Tu (2010)
	IMM
	Professionals
	Questionnaires
	No
	No
	No
	Develops a model of product performance based on quality and creativity. 

	Weiss, Hoegl and Gibbert (2011)
	JPIM
	Professionals
	Questionnaires
	No
	No
	No
	Asks if necessity is the mother of invention given various team characteristics.

	Weiss, Hoegl and Gibbert (2014)
	JPIM
	Professionals
	Questionnaires
	No
	No
	No
	Considers how resources influence the innovativeness of teams.


Note: JPIM=Journal of Product Innovation Management; IMM=Industrial Marketing Management; JMM=Journal of Marketing Management; JM=Journal of Marketing; JAMS=Journal of the Academy of Marketing Science; JCR=Journal of Consumer Research; JMR=Journal of Marketing Research; MS=Marketing Science.

Table A-3: Definitions and examples of Templates (from Goldenberg et al. 2009)

	Template
	Definition
	Examples

	Unification
	An available element of the medium or in its vicinity is used in order to deliver the message.
	· A print ad for a bandage brand is positioned in the center spread of a paper version of a magazine such that a hand with blood on it is positioned where the center stable will be.
· A homeowners’ insurance company’s billboard has singed edges with the text: “Don’t just hope you have good insurance.”

	Activation
	The viewer is used at a “resource” in order to reveal the message.
	· A chiropractic center’s ad is positioned at 90 degrees rotation, asking viewers: “Does this hurt?”
· A company that sells networking equipment presents a connect-the-dots puzzle inviting viewers to do the puzzle and see their message.

	Metaphor
	Symbols or cognitive frameworks that already exist in the mind of the viewer are exploited in order to deliver the message.
	· A print ad for a condom has the package top open, and the condom is pulled out a little to show the roll of the condom to be like the steal bar of a padlock.
· A tennis ball is reshaped to look like a croissant to advertising the French Open.
· Butter is shaped to look like a cresting wave for a butter brand telling consumers they are made with sea salt.

	Subtraction
	Elements of the medium consider to be indispensable are excluded.
	· A billboard has 4/5’s of its area empty and the remaining part says: “What 80% off actually looks like.”
· Cheerios cereal removes all the letter O’s from the headline of an ad.

	Extreme consequence
	Presents a very extreme and sometimes negative situation that happens as a consequence of using the product.
	· A print ad for a men’s clothing brand shows someone sitting on a toilet, but with their pants fully on with the text: “So comfortable you might forget you have them on.”
· A police car chase has both suspect and police stop for a quick pick up from Duncan Donuts.
· A man sees the instruction, “Twist to open” on the top of beer bottle and does a dance to get it to open. 

	Extreme effort
	Presents the exaggerated efforts a company will go to in order to please the customer, or the absurd lengths a consumer would go to get hold of the product.
	· A bear is shown fishing for salmon, but when he throws a fish to the shore, it’s intercepted by a fisherman for John West brand, and the bear and fisherman proceed to fight over the fish.

	Absurd alternative
	Presents a possible, albeit highly outlandish and impractical, alternative to the product being offered.
	· A child is pictured rolled up in cotton wool with the phrase: “Or buy a Volvo.”
· A headline proclaims, “Two ways to solve a dandruff problem.” On the left is a closet with all white clothes and the on the right is a picture of an anti-dandruff shampoo bottle.

	Inversion
	Suggests just how horrible the world would be without the advertised product. 
	· Pictures a surfer entering the water with an ironing board not a surfboard with caption saying the person should have gone to an optical store.
· Signage is shown of a Shell gas station, except the S is not lit up with the caption: “Time to switch to Toshiba professional lighting.” 



Table A-4: Example stimulus materials


Instructions: 

You have been asked to develop creative work for a new utility vehicle being launched in South Africa in coming months by a global automotive brand. 

You have 40 minutes to come up with two different creative executions. You are required to develop one advertisement for TV and one for print. After completing this, you will fill out a questionnaire. 

Please spend the first ten minutes generating and recording as many different ideas as possible on the page entitled ‘Idea Development Page’. Then select your best idea for TV, and your best idea for print, and spend 15 minutes each developing them into ads. You can start with either TV or print. Please do not use the same concept for both executions. 

As you proceed with the creative development process, you MUST develop the advertising ideas using only one ideation technique - Unification. Utilising this technique, an idea is generated by the creative use of a medium, whereby the medium is actively involved in the message delivery (not interactive). 

When generating your ideas please use the creative brief on the following page to guide you with your creative development. 

Advertising Objectives: 
The advertising needs to persuade shoppers of competing work utility vehicles to include our brand on their shopping list. 

Target Audience: 
This new utility vehicle will be targeted to tradesmen and farmers. The target is a blue-collar worker male, 25 – 45 years of age. 

Insight: 
For tradesmen and farmers their vehicle is a point of pride, like scars that prove one’s toughness. 

Proposition: 
No harder working utility. 

Reasons to Believe: 
 10% more power than competitors 
 15% larger scratch resistant tray top 
 Rust resistant under body 
 All-wheel drive 

Table A-5a: Manipulation check, Study 1

	
	Ads judged in some way as…

	Actual treatment group
	Unification
	Extreme consequence
	Metaphor

	Unification
	48.2%
	19.6%
	19.6%

	Extreme consequence
	2.0%
	52.0%
	14.0%

	Metaphor
	2.5%
	40.0%
	70.0%

	Control group
	18.6%
	34.0%
	11.9%



Table A-5b: Manipulation check, Study 1

	
	Extent to which an ad uses a specified Template…

	Actual treatment group
	Unification
	Extreme consequence
	Metaphor

	Unification
	2.3
	0.5
	0.6

	Extreme consequence
	0.1
	1.5
	0.4

	Metaphor
	0.1
	1.2
	2.5

	Control group
	0.8
	0.7
	0.3



Table A-5c: Manipulation check, Study 1

	
	P value of the likelihood that the group mean is different…

	Actual treatment group
	Unification
	Extreme consequence
	Metaphor

	Unification
	NA
	0.0005
	<.0001

	Extreme consequence
	<.0001
	NA
	<.0001

	Metaphor
	<.0001
	0.3086
	NA

	Control group
	<.0001
	0.0142
	<.0001










Table A-6: Coding form
Advertising Creativity Coding Sheet Creative execution code number: ___________________
Please rate the PRINT advertisement using the following questions below, by drawing a circle around the number that best represents your response.


	Rate the PRINT execution
	Far less than average
	Less than average
	Somewhat less than average
	Average creativity
	Somewhat above average
	Above average
	Far above average

	Creativity
	-3
	-2
	-1
	0
	+1
	+2
	+3

	Effectiveness
	-3
	-2
	-1
	0
	+1
	+2
	+3



	For the following questions if your answer is…
	Strongly disagree
	Disagree
	Somewhat disagree
	Neither
	Somewhat agree
	Agree
	Strongly agree

	Put this number in the box…
	-3
	-2
	-1
	0
	+1
	+2
	+3



	Against the creative brief provided to you please rate the creative execution against the following criteria
	PRINT

	‘On strategy’
	

	Original
	

	Contained a well-polished idea
	

	A good fit with the client’s strategy
	

	Imaginative
	

	Unexpected
	

	Novel
	

	An appropriate execution against the brief
	

	Showed strong ad execution skills
	

	Different for the category
	

	Was a complete coherent advertisement
	

	Built on good strategy
	

	Persuasive for the target audience
	

	Had highly elaborated ideas
	





	Rate the creative work in its ability to deliver against the proposition below:
	Not at all
	Very little
	A little
	Somewhat
	Moderately
	Largely
	Very much so

	‘No harder-working utility’
	0
	1
	2
	3
	4
	5
	6

	‘The ute for men proud of their toughness’
	0
	1
	2
	3
	4
	5
	6

	‘The ute that works as hard as you’
	0
	1
	2
	3
	4
	5
	6



	Rate the creative work in its ability to express the following consumer appeals
	Not at all
	Very little
	A little
	Somewhat
	Moderately
	Largely
	Very much so

	Functional appeal
	0
	1
	2
	3
	4
	5
	6

	Emotional appeal
	0
	1
	2
	3
	4
	5
	6

	Rational appeal
	0
	1
	2
	3
	4
	5
	6

	Non- Rational appeal
	0
	1
	2
	3
	4
	5
	6



	Rate the extent to which the focus of the creative is about
	Not at all
	Very little
	A little
	Somewhat
	Moderately
	Largely
	Very much so

	The user
	0
	1
	2
	3
	4
	5
	6

	The product
	0
	1
	2
	3
	4
	5
	6

	The competition
	0
	1
	2
	3
	4
	5
	6

	A human truth
	0
	1
	2
	3
	4
	5
	6

	Image
	0
	1
	2
	3
	4
	5
	6

	Consumer insight
	0
	1
	2
	3
	4
	5
	6

	Product features
	0
	1
	2
	3
	4
	5
	6



	Rate the creative work in its ability to express the following insights
	Notat all
	Verylittle
	A little
	Somewhat
	Moderately
	Largely
	Very much so

	‘For tradesmen and farmers their vehicle is a point of pride, like scars that prove one’s toughness’
	0
	1
	2
	3
	4
	5
	6

	‘Some vehicles are built for work and pleasure’
	0
	1
	2
	3
	4
	5
	6

	‘Men do hard work’
	0
	1
	2
	3
	4
	5
	6

	‘The right tools make the job easy’
	0
	1
	2
	3
	4
	5
	6




Table A-7a: Effect sizes of originality from Study 1, individual differences ignored
	Source
	DF
	Type III SS
	Mean Square
	F Value
	Pr > F
	Partial Variation Accounted For

	
	
	
	
	
	
	Partial Eta-Square
	Partial Omega-Square
	90% Confidence Limits

	
	
	
	
	
	
	
	
	Low
	High

	Media
	1
	2.31
	2.31
	3.17
	.077
	0.0175
	0.0114
	0
	0.0589

	Technique usage
	3
	9.15
	3.05
	4.18
	.007
	0.0659
	0.0484
	0.0106
	0.1163

	Understanding of client's strategy
	1
	3.41
	3.41
	4.68
	.032
	0.0256
	0.0192
	0.0011
	0.0719

	Automotive expertise and experience
	1
	1.07
	1.07
	1.47
	.227
	0.0082
	0.0025
	0
	0.0416

	Automotive expertise and experience X Media
	1
	2.26
	2.26
	3.09
	.080
	0.0171
	0.011
	0
	0.0582

	Years in the business (standardized)
	1
	4.68
	4.68
	6.43
	.012
	0.0349
	0.0281
	0.004
	0.0855

	Social media area
	1
	9.98
	9.98
	13.7
	.001
	0.0715
	0.0633
	0.0212
	0.1331


NOTE:—R2 = .238
Table A-7b: Effect sizes of originality from Study 1, individual differences incorporated
	Source
	DF
	Type III SS
	Mean Square
	F Value
	Pr > F
	Partial Variation Accounted For

	
	
	
	
	
	
	Partial Eta-Square
	Partial Omega-Square
	90% Confidence Limits

	
	
	
	
	
	
	
	
	Low
	High

	Individual differences
	87
	97.16
	1.12
	3.12
	<.0001
	0.7489
	0.4951
	0.3667
	0.593

	Media
	1
	1.78
	1.78
	4.98
	0.0281
	0.0519
	0.0207
	0.0015
	0.0746

	Technique usage
	3
	9.40
	3.13
	8.75
	<.0001
	0.2239
	0.1101
	0.0484
	0.1929

	Understanding of client's strategy
	1
	2.18
	2.18
	6.1
	0.0154
	0.0628
	0.0264
	0.0033
	0.0833

	Automotive expertise and experience X Media
	1
	2.16
	2.16
	6.02
	0.016
	0.0621
	0.026
	0.0031
	0.0828


NOTE:—R2 = .621
Table A-7c: Effect sizes of strategy from Study 1, individual differences ignored
	Source
	DF
	Type III SS
	Mean Square
	F Value
	Pr > F
	Partial Variation Accounted For

	
	
	
	
	
	
	Partial Eta-Square
	Partial Omega-Square
	90% Confidence Limits

	
	
	
	
	
	
	
	
	Low
	High

	Media
	1
	0.023
	0.023
	0.02
	0.8788
	0.0001
	-0.0052
	0
	0.0094

	Technique usage
	3
	3.53
	1.18
	1.2
	0.3123
	0.0195
	0.0031
	0
	0.0494

	Years in the business (standardized)
	1
	4.82
	4.82
	4.91
	0.028
	0.0264
	0.0204
	0.0015
	0.0737

	Social media area
	1
	7.03
	7.03
	7.16
	0.0082
	0.038
	0.0317
	0.0054
	0.0908


NOTE:—R2 = .092
Table A-7d: Effect sizes of strategy from Study 1, individual differences incorporated
	Source
	DF
	Type III SS
	Mean Square
	F Value
	Pr > F
	Partial Variation Accounted For

	
	
	
	
	
	
	Partial Eta-Square
	Partial Omega-Square
	90% Confidence Limits

	
	
	
	
	
	
	
	
	Low
	High

	Individual differences
	88
	103.66
	1.18
	1.48
	0.032
	0.5831
	0.1829
	0.0207
	0.3268

	Media
	1
	0.023
	0.023
	0.03
	0.8658
	0.0003
	-0.0052
	0
	0.0105

	Technique usage
	3
	3.53
	1.18
	1.48
	0.2263
	0.0454
	0.0075
	0
	0.0574


NOTE:—R2 = .621

Table A-8a: Effect sizes of originality from Study 2, individual differences ignored
	Source
	DF
	Type III SS
	Mean Square
	F Value
	Pr > F
	Partial Variation Accounted For

	
	
	
	
	
	
	Partial Eta-Square
	Partial Omega-Square
	90% Confidence Limits

	
	
	
	
	
	
	
	
	Low
	High

	Media
	1
	0.24
	0.24
	0.27
	0.607
	0.0024
	-0.0062
	0
	0.0361

	Insight level
	2
	2.15
	1.08
	1.17
	0.3127
	0.0209
	0.0029
	0
	0.0673

	Intrinsic motivation
	1
	2.61
	2.61
	2.84
	0.0947
	0.0252
	0.0151
	0
	0.0849

	Intrinsic motivation X Insight level
	2
	4.83
	2.42
	2.63
	0.0763
	0.0457
	0.0265
	0
	0.1066

	Knowledge of Templates
	1
	5.56
	5.56
	6.06
	0.0154
	0.0522
	0.0405
	0.0051
	0.1241

	Knowledge of Templates X Insight level
	2
	4.85
	2.42
	2.64
	0.0756
	0.0459
	0.0267
	0
	0.1068


NOTE:—R2 = .152
Table A-8b: Effect sizes of originality from Study 2, individual differences incorporated
	Source
	DF
	Type III SS
	Mean Square
	F Value
	Pr > F
	Partial Variation Accounted For

	
	
	
	
	
	
	Partial Eta-Square
	Partial Omega-Square
	90% Confidence Limits

	
	
	
	
	
	
	
	
	Low
	High

	Individual differences
	51
	45.76
	0.9
	0.96
	0.5568
	0.4536
	-0.0172
	0
	0.1715

	Media
	1
	0.24
	0.24
	0.26
	0.6113
	0.0044
	-0.0062
	0
	0.0359

	Insight level
	2
	2.15
	1.08
	1.15
	0.3227
	0.0376
	0.0025
	0
	0.0668


NOTE:—R2 = .537


Table A-8c: Effect sizes of strategy from Study 2, individual differences ignored
	Source
	DF
	Type III SS
	Mean Square
	F Value
	Pr > F
	Partial Variation Accounted For

	
	
	
	
	
	
	Partial Eta-Square
	Partial Omega-Square
	90% Confidence Limits

	
	
	
	
	
	
	
	
	Low
	High

	Media
	1
	0.64
	0.64
	0.72
	0.3982
	0.0063
	-0.0023
	0
	0.0491

	Insight levels
	2
	7.65
	3.82
	4.29
	0.016
	0.07
	0.052
	0.0072
	0.1422

	Knowledge of Templates
	1
	6.15
	6.15
	6.9
	0.0098
	0.0571
	0.0469
	0.0075
	0.133

	Intrinsic motivation
	1
	6.62
	6.62
	7.42
	0.0075
	0.0611
	0.0508
	0.009
	0.1383


NOTE:—R2 = .146
Table A-8d: Effect sizes for strategy from Study 2, individual differences incorporated
	Source
	DF
	Type III SS
	Mean Square
	F Value
	Pr > F
	Partial Variation Accounted For

	
	
	
	
	
	
	Partial Eta-Square
	Partial Omega-Square
	90% Confidence Limits

	
	
	
	
	
	
	
	
	Low
	High

	Individual differences
	55
	58.21
	1.06
	1.44
	0.0862
	0.5726
	0.167
	0
	0.3443

	Media
	1
	0.64
	0.64
	0.87
	0.3546
	0.0145
	-0.0011
	0
	0.0525

	Insight level
	2
	7.65
	3.82
	5.19
	0.0084
	0.1497
	0.0653
	0.0125
	0.161


NOTE:—R2 = .635



Table A-9a: Full regression results, originality, Study 1
	Random effects
	Subject
	
	Estimate
	Standard error
	Z Value
	Pr > Z

	Intercept
	ID
	
	0.3843
	0.09076
	
	4.23
	<.0001

	Residual
	
	
	0.3579
	0.05298
	
	6.75
	<.0001

	
	
	
	
	
	
	
	

	Fixed effects
	Media
	Technique usages
	Estimate
	Standard error
	DF
	t Value
	Pr > |t|

	Intercept
	
	
	0.002349
	0.1729
	85
	0.01
	0.9892

	Media
	Print
	
	-0.2169
	0.08896
	91
	-2.44
	0.0167

	Media
	TV
	
	0
	.
	.
	.
	.

	Technique usage
	
	Extreme consequence
	0.4981
	0.2327
	85
	2.14
	0.0351

	Technique usage
	
	Metaphor
	0.5469
	0.2439
	85
	2.24
	0.0276

	Technique usage
	
	Unification
	0.6031
	0.2203
	85
	2.74
	0.0075

	Technique usage
	
	None
	0
	.
	.
	.
	.

	Understanding of client's strategy
	
	
	0.1545
	0.06258
	91
	2.47
	0.0154

	Automotive expertise and experience
	
	
	-0.03984
	0.09106
	85
	-0.44
	0.6629

	Automotive expertise and experience X Media
	Print
	
	0.1983
	0.07953
	91
	2.49
	0.0145

	Automotive expertise and experience X Media
	TV
	
	0
	.
	.
	.
	.

	Years in the business (standardized)
	
	
	0.1857
	0.08181
	85
	2.27
	0.0258

	Social media area
	
	
	-1.5093
	0.597
	85
	-2.53
	0.0133

	Knowledge of Templates
	
	
	0.1081
	0.08359
	85
	1.29
	0.1997

	Intrinsic motivation
	
	
	-0.00326
	0.08897
	85
	-0.04
	0.9708




Table A-9b: Full regression results, strategy, Study 1
	Random effects
	Subject
	
	Estimate
	Standard error
	Z Value
	Pr > Z

	Intercept
	ID
	
	0.1823
	0.1073
	
	1.7
	0.0447

	Residual
	
	
	0.8016
	0.1183
	
	6.78
	<.0001

	
	
	
	
	
	
	
	

	Fixed effects
	Media
	Technique usages
	Estimate
	Standard error
	DF
	t Value
	Pr > |t|

	Intercept
	
	
	0.09712
	0.1824
	85
	0.53
	0.5957

	Media
	Print
	
	0.008238
	0.1323
	91
	0.06
	0.9505

	Media
	TV
	
	0
	.
	.
	.
	.

	Technique usage
	
	Extreme consequence
	0.1237
	0.2367
	85
	0.52
	0.6027

	Technique usage
	
	Metaphor
	-0.03504
	0.2482
	85
	-0.14
	0.8881

	Technique usage
	
	Unification
	0.3145
	0.2242
	85
	1.4
	0.1643

	Technique usage
	
	None
	0
	.
	.
	.
	.

	Understanding of client's strategy
	
	
	0.1098
	0.07573
	91
	1.45
	0.1506

	Automotive expertise and experience
	
	
	0.02173
	0.1025
	85
	0.21
	0.8326

	Automotive expertise and experience X Media
	Print
	
	0.07422
	0.119
	91
	0.62
	0.5343

	Automotive expertise and experience X Media
	TV
	
	0
	.
	.
	.
	.

	Years in the business (standardized)
	
	
	0.1701
	0.08325
	85
	2.04
	0.0441

	Social media area
	
	
	-1.2501
	0.6078
	85
	-2.06
	0.0428

	Knowledge of Templates
	
	
	0.1041
	0.08507
	85
	1.22
	0.2245

	Intrinsic motivation
	
	
	-0.09125
	0.09169
	85
	-1
	0.3225




Table A-10a: Full regression results, originality, Study 2
	Random effects
	Subject
	
	Estimate
	Standard error
	Z Value
	Pr > Z

	Intercept
	ID
	
	0
	.
	
	.
	.

	Residual
	
	
	0.9121
	0.1241
	
	7.35
	<.0001

	
	
	
	
	
	
	
	

	Fixed effects
	Media
	Technique usages
	Estimate
	Standard error
	DF
	t Value
	Pr > |t|

	Intercept
	
	
	-0.1683
	0.1838
	50
	-0.92
	0.3645

	Media
	Print
	
	-0.08416
	0.1747
	58
	-0.48
	0.6318

	Media
	TV
	
	0
	.
	.
	.
	.

	Insight level
	
	High
	0.3066
	0.2249
	50
	1.36
	0.1789

	Insight level
	
	Low
	0.2444
	0.2429
	50
	1.01
	0.3192

	Insight level
	
	None
	0
	.
	.
	.
	.

	Automotive expertise and experience
	
	
	0.1341
	0.1085
	50
	1.24
	0.2224

	Intrinsic motivation
	
	
	0.4533
	0.1948
	50
	2.33
	0.0241

	Intrinsic motivation X Insight level
	
	High
	-0.6637
	0.2566
	50
	-2.59
	0.0127

	Intrinsic motivation X Insight level
	
	Low
	-0.3834
	0.2453
	50
	-1.56
	0.1243

	Intrinsic motivation X Insight level
	
	None
	0
	.
	.
	.
	.

	Knowledge of Templates
	
	
	0.4005
	0.2213
	50
	1.81
	0.0763

	Knowledge of Templates X Insight level
	
	High
	-0.449
	0.2552
	50
	-1.76
	0.0846

	Knowledge of Templates X Insight level
	
	Low
	-0.1693
	0.2565
	50
	-0.66
	0.5124

	Knowledge of Templates X Insight level
	
	None
	0
	.
	.
	.
	.

	Understanding of client's strategy
	
	
	0.06282
	0.1114
	58
	0.56
	0.5749






Table A-10b: Full regression results, strategy, Study 2
	Random effects
	Subject
	
	Estimate
	Standard error
	Z Value
	Pr > Z

	Intercept
	ID
	
	0.2322
	0.1378
	
	1.69
	0.0459

	Residual
	
	
	0.717
	0.1329
	
	5.39
	<.0001

	
	
	
	
	
	
	
	

	Fixed effects
	Media
	Technique usages
	Estimate
	Standard error
	DF
	t Value
	Pr > |t|

	Intercept
	
	
	0.2931
	0.1998
	50
	1.47
	0.1486

	Media
	Print
	
	0.1605
	0.155
	58
	1.03
	0.305

	Media
	TV
	
	0
	.
	.
	.
	.

	Insight level
	
	High
	-0.5741
	0.2558
	50
	-2.24
	0.0293

	Insight level
	
	Low
	-0.5053
	0.2757
	50
	-1.83
	0.0728

	Insight level
	
	None
	0
	.
	.
	.
	.

	Automotive expertise and experience
	
	
	0.1973
	0.123
	50
	1.6
	0.115

	Intrinsic motivation
	
	
	-0.3844
	0.2216
	50
	-1.73
	0.089

	Intrinsic motivation X Insight level
	
	High
	0.08783
	0.292
	50
	0.3
	0.7648

	Intrinsic motivation X Insight level
	
	Low
	0.1578
	0.2791
	50
	0.57
	0.5744

	Intrinsic motivation X Insight level
	
	None
	0
	.
	.
	.
	.

	Knowledge of Templates
	
	
	0.02322
	0.2518
	50
	0.09
	0.9269

	Knowledge of Templates X Insight level
	
	High
	-0.02373
	0.2903
	50
	-0.08
	0.9352

	Knowledge of Templates X Insight level
	
	Low
	-0.0204
	0.2917
	50
	-0.07
	0.9445

	Knowledge of Templates X Insight level
	
	None
	0
	.
	.
	.
	.

	Understanding of client's strategy
	
	
	0.1487
	0.1222
	58
	1.22
	0.2284





Table A-11, Correlation matrix, Study 1
	Variables
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12

	1. TV
	0.501
	
	
	
	
	
	
	
	
	
	
	

	2. Extreme consequence
	0.000
	0.443
	
	
	
	
	
	
	
	
	
	

	3. Metaphor
	0.000
	-0.313
	0.410
	
	
	
	
	
	
	
	
	

	4. Unification
	0.000
	-0.392
	-0.339
	0.459
	
	
	
	
	
	
	
	

	5. Understanding of client's strategy
	0.128
	-0.040
	0.003
	-0.036
	1.000
	
	
	
	
	
	
	

	6. Automotive expertise and experience
	0.000
	-0.089
	-0.240
	0.162
	0.236
	1.000
	
	
	
	
	
	

	7. Years in the business (standardized)
	0.000
	0.055
	0.002
	-0.002
	0.012
	0.215
	1.000
	
	
	
	
	

	8. Social media area
	0.000
	0.245
	-0.077
	-0.096
	-0.046
	-0.202
	-0.156
	0.145
	
	
	
	

	9. Knowledge of Templates
	0.000
	0.109
	-0.035
	-0.164
	0.097
	0.113
	-0.123
	-0.203
	1.000
	
	
	

	10. Intrinsic motivation
	0.000
	-0.165
	-0.019
	0.035
	0.365
	0.365
	0.076
	-0.263
	0.119
	1.000
	
	

	11. Strategy
	0.011
	-0.016
	-0.082
	0.128
	0.115
	0.163
	0.194
	-0.218
	0.108
	0.044
	1.000
	

	12. Originality
	0.136
	-0.001
	0.063
	0.127
	0.182
	0.179
	0.247
	-0.293
	0.129
	0.142
	0.301
	1.000


Notes:— 
TV=1 when media is TV; 0 when media is print
Extreme consequence=1 when Template is used; 0 otherwise
Metaphor=1 when Template is used; 0 otherwise
Unification=1 when Template is used; 0 otherwise
Social media area=1 when respondent from area; 0 otherwise
	Standard deviation along diagonal




Table A-12, Correlation matrix, Study 2
	Variables
	1
	2
	3
	4
	5
	6
	7
	8
	9

	1. TV
	0.502
	
	
	
	
	
	
	
	

	2. Strong insight
	0.000
	0.473
	
	
	
	
	
	
	

	3. Weak insight
	0.000
	-0.500
	0.473
	
	
	
	
	
	

	4. Automotive expertise and experience
	0.000
	0.143
	-0.240
	1.000
	
	
	
	
	

	5. Intrinsic motivation
	0.000
	0.048
	-0.225
	0.330
	1.000
	
	
	
	

	6. Knowledge of Templates
	0.000
	-0.045
	-0.147
	0.240
	-0.098
	1.000
	
	
	

	7. Understanding of client's strategy
	0.048
	0.304
	-0.418
	0.431
	0.367
	-0.047
	1.000
	
	

	8. Strategy
	-0.073
	-0.083
	-0.153
	0.192
	-0.123
	0.108
	0.126
	1.000
	

	9. Originality
	0.045
	0.103
	-0.106
	0.207
	0.110
	0.185
	0.149
	0.242
	1.000


Notes:— 
TV=1 when media is TV; 0 when media is print
Strong insight=1 when used; 0 otherwise
Weak insight=1 when used; 0 otherwise
	Standard deviation along diagonal
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