Seong-Ho Kang, Jung-Min Son / Journal of Distribution Science 14-7 (2016) 71-81 71

Print ISSN: 1738-3110 / Online ISSN 2093-7717
http://dx.doi.org/10.15722/jds.14.7.201607.71

Marketing Organization's Regulatory Focus and NPD Creativity: The Moderating
Role of Creativity Enhancement Tools*

OAE FAMe] =E=Fut UHZF 7HY Fold: gald ST+

2HEQ 0}
Seong-Ho Kang(&&=2)**, Jung-Min Son(7d Bly*#*

Received: February 5, 2016. Revised: June 12, 2016. Accepted: July 15, 2016.

Abstract

Purpose — Because creativity, which is an intangible resource embedded within the company, can offer a competitive
advantage, most companies have an interest in promoting creativity among their employees and division(e.g., marketing
organization). Creativity renders a sustainable competitive advantage to a firm because it is a strategic resource that is
valuable, flexible, rare, and imperfectly imitable or substitutable. Although most companies broadly recognize the importance
of creativity, the methods for developing creativity remain elusive. Therefore, the present study investigates how to structure
incentives to motivate employees to be more creative and how to develop tools to facilitate creativity. In detail, the present
study aimed to examine the relationship between the regulatory focus of marketing organizations(e.g., promotion focus vs
prevention focus) and creativity of marketing organizations. In addition, the present study set out to examine the moderating
role of interaction of financial reward and creative training in addition to investigating the direct relationship between creativity
and regulatory focus in New Product Development(NPD) context.

Research design, data, and methodology — The data used to test the hypotheses are drawn from a survey of full time NPD
project members(including project manager, designer, engineer, and marketer). The present study utilized data obtained
mainly from a database compiled by the Korea Investors Service-Financial Analysis System which provides comprehensive
corporate and financial information on firms listed on the Korea Stock Exchange. A study population comprising 1,000 South
Korean firms was obtained from this database. We selected 864 firms from the database, and the firms have experiences of
new product development project. We collected a total of 162 responses, for a 18.8% response rate. After we excluded 14
questionnaire because of incomplete responses, a total of 148 questionnaire remained(final response rate: 17.1%). Working
with a sample of 148 responses in South Korea, hierarchical moderated regression is employed to test research
hypotheses(<H1>The relationship between promotion focus and creativity of marketing organization, <H2>The relationship
between prevention focus and creativity of marketing organization, <H3>The moderating effect of joint influences(interaction
between financial rewards and creativity training) on the relationship between promotion focus creativity of marketing
organization, <H4>The moderating effect of joint influences(interaction between financial rewards and creativity training) on
the relationship between prevention focus creativity of marketing organization). SPSS 18.0 and AMOS software were used in
the data analysis.
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Results — The empirical study confirmed that promotion focus of marketing organization is positively related to creativity of
marketing organization. Also, prevention focus of marketing organization is positively affected to creativity of marketing
organization. In addition, the interaction between financial rewards and creativity training moderated the relationship between
regularity focus(e.g.), promotion focus vs prevention focus) and creativity of marketing organization. These results suggest
that managers can improve the performances of their creative efforts by providing the use of financial rewards and creativity

training in combination.

Conclusion — Based on results of this study that examine the effects of regulatory focused creative efforts on creativity of
marketing organization, promotion focus is helpful with marketing organizations to enhance their service innovation and
performance. Prevention focused organization should allow monetary rewards and creativity training to increase their creativity

for innovation of new products.
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AOIM = &l H(creativity)2 7|8 2Y2| 7t& ER3t Ao
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of HAE 4HmEs AFSO0| FHEOMCHFriedman &
Féorster, 2001; Liberman et al., 1999). O|2{st 952 A
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Hojd2 Ot oLzt Me|stnt ZEFE E2ORoA
ZWA AR F=HZ, o7 EXo tis MEn 8% of
Z™MS Kotste JHQlnt =29 HZO|CKHIm & Workman,
2004; Kang et al., 2014b). S3|Lt O EOA &M AH|
XA MEZD 7K *ReE 8 MBSO st= HAUH LXK
E 20| MIiE ZAFGl= SR% @42t0 & 4= AUCKSethi
& Sethi, 2009).

AXME 7 aYoA Eold2 aH|XtOA HMEsHA 2 M
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OpA ke ADtE ZRsL7| 2 BiCt O EEER2 YhHRo
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2 =X KES9 9ge m4A7|1, FYREel 9o U=
XIS MS3t7| flet J7S0| s, 20| HiZ MAFE
OAREEE Aol A0IMC| Feolgel ZAO|CHAndrews &
Smith, 1996).
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Ol A0IM ZHelojLt &ZElol 71X KPlol Hade AZsH
Om, Sternberg & Lubart(1995)= EAMH Zo| &o|MS Cf
HOZ St ATEE AR 7| RTE FFAIZ|X| Xt
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ZHO|E2 F7|a0lnt &old 7to| MAE 2Asten AUY
MEE A4S M3 ELC.
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<Table 1> Summary of Sample Information

Demographics Fre?(;incy Demographics Frec(i;gncy
Manufacturing | 76(51.4) CEO 16(10.8)
Type Position
Service 72(48.6 Executives | 37(25.0)

75
Agriculture/For General
estry/Mining/ 6(4.1 Manader 53(35.8)
[Fishery 9
Telecommunic
ation 5(3.4) Manager | 30(20.3)
Manufacturing- .
Consumer | 40(27.0) /:AS:r';tag: 1(7.4)
goods 9
Manufacturing-
Industrial 23(15.5) Staff 1(0.7)
goods
Indus|  Utilities 42.7) 1-dyears | 11(7.4)

_try

Construction 8(5.4) Job |5-10 years| 76(51.4)

Experi

Retailing
/Wholesaling 19(12.8) | -ence |11-15years| 40(27.0)
. 16 years
Transportation| 5(3.4) above 21(14.2)
Hospitality | 5414 2 Male | 119(80.4)
/Food
Finance Gender
10(6.8) Female 29(19.6)
/Insurance
Others 7(4.7) Total 148(100.0)
32 {9 548
2 AN ABE F HES2 FHS| fd 7|1EAT
oM HEE 58 =72 HEgez 2 g7e S5 5
ol &

HEEYE $£HOIRCH ANEHQ H=E2 <Table 2>2+ &
Cf. ZA=Fgear o=T T2 Neubert et al.(2008)1}
Wu et al.(2008)0| AtE3%H 5710 4SS ARSI, &oly
Renzulli et al.(1976)0| AFESH 5712 B2, XA 2
Baer et al.(2003), George & Zhou(2002)7} A3t 379
g2 A8SRRICE OfX|afez wSEHE Bumoughs et
1.(2011)0] AMB%E 374e| 2&E =Z8SIRUCL BZE FH &+

2 53 B|HE HZ(Likert scale)2 ZH|QUCt.

Horjo rfo
nz _||.|]

V)

mjn

<Table 2> Measured ltems

Construct Items Sources
Our team tend to take risks at work
in order to achieve success
At work, our team is motivated by
our hopes and aspirations Neubert
. Our work priorities are impacted by a et al.
Promotion : .
focus clear picture of what we aspire to be (2008),
Our team spend a great deal of time Wu et
envisioning how to fulfill our al.(2008)
aspirations
Our team prefers innovative
approaches to traditional approaches
Our team concentrate on co_mpletlng Neubert
our work tasks correctly to increase ot al
Prevention our job security .
. (2008),
focus At work, our team focus our attention Wu et
on completing our assigned al.(2008)
responsibilities
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Fulfilling our work duties is very
important to us
We focus our attention on avoiding
failure at work

Our team has a tendency to an
adventurous spirit or a willingness to
take risks Renzulli

Our team demonstrates imaginative et al.
thinking ability (1976)
Our team demonstrates a

nonconfirming attitude

Creativity

Completed NPD project, financial
reward was provided to employees at
reasonable cost
Our organization usually offers the
financial rewards to employees who
propose the creative idea
Our organization offers employees
the financial rewards throughout a
pay structure

Baer et
al.
(2003),
George &
Zhou(200
2)

Financial
reward

For generating creative idea, our
organization have conducted the
training program by external
specialist
For developing creative imagination, Burroughs

our organization have conducted the et
training program by external al.(2011)
specialist
Our team communicate with different
function employees in creative
training program

Training
program

Promo_5 .665 11.580

Preven_1| 1.000 -

Prevention | Preven_2 | .875 10.638
Focus | preven 3| .854 | 10.308
Preven_4 | .721 8.196
Creat_2 1.000 -

Creativity | Creat_3 .942 14.748 .888 .892 | .735
Creat 4 .882 | 13.377

x%(51)=171.865, CFI=.918 NFI=.889, GFI=.947, RMR=.065,
IFI=.919, TLI=.894

Note: A=unstandardized factor loading, All A are significant at

p<.05 level, CR=Composite Reliability, AVE(Average

Variance Extracted)

.854 .901 | .695

ChSoz #4711y 7+ THHEIEY S ZHBSIYCt Anderson
& Gerbing(1988)0| X|Qtst Z|&=a 20|, g7y 7+ AMEkatA
o M& 20| BREAFREZHAVE)ELH 22 Z{oZ LIEtL}
HEtHMO| SEEl HoZ Tt = QUACK<Table 4> E0).

<Table 4> Construct Means, Standard Deviation, and Relation

Mean SD 1 2 3

1. Promotion Focus | 3.314 | .962 .703

3.3. AME[Mda Bt 24

2 AdFMs FEETEQ LHHYTEES 20lste 2[sto
Cronbach's a A& O|83}0] LE|dS ZTIIRALCL <Table
3>0|A Zolgt = JU=0| FHINEE2] Cronbach's a A7t
702 A3lstn e AOZR LELE FFPZAEQ A2[go|
0|5t o

SEE A2 =olgt 5= QUALCL EDH gHELIE|E(Composite
Reliability)2t AVE Zf2 &5t0] LA LadS =folst 2t

£ X|&®EES0| 072 058 XEuSH= AR LIEILE LIX U2
O] =tEEAFZS =g & AUCK<Table 3> FHA). 2AH9|
At E Zolsty| sl =X 2 2lE A (confirmatory  factor

analysis: CFA)S HAISIRICt 2olX Q24 AlK(<Table 3>
o), DEo| Mote X|olM ZYZREO| XAEHT0| 2
2l ZHoZ  LIEtOH(x*(51)=171.865, CFI=.918 NFI=.889,
GFI=.947, RMR=.065, IFI=.919, TLI=.894)(Bentler & Bonett
1980), ZHEE2| QOMIAS0| BF EAHE Folst A
OF LERRCE

<Table 3> Results of Confirmatory Factor Analysis

Constructs Item A t Cronbach'a| CR | AVE
Promo_1 1.000 -
Promotion | Promo_2 | 1.072 15.666

Focus
Promo_3 | 1.017 | 14.918
Promo_4 .879 13.479

.928 .922 | .703

2. Prevention Focus | 3.248 .678 | -.584* .695
3. Creativity 3.220 | 908 | .861* | -.657* | .735*

Note: *p<.05, The number in the diagonal is the AVE(average
variance extracted), SD=Standard Deviation

SYT HEQYCZEE £ Jf oy ME 2S5 420
S UHHHHO|(common method bias)2| X7t ZaiE 7HsM
O] QACt ol2fst 7= A2l UHEIFHES AASHA fl&Al
4 J7tsdol 27] 0| @Fe FEE mefsto] ZHo|
F5I0J0F Bt O SIFoMe TAHE SLYYHO| 752
ABSH7| 215t Harman2| tHLQ Q1B (single factor test)=
AA|SFACHPodsakoff et al., 2003). SYEHHEO|7} =Xt &
S EMN QOIEMZ HAISIRIZ M, tY QP2 RE =
HHpS0| -HSPAL ShLie] K0l0| & 24t iREeS 4Y
ShE S40| ElstA =ICh of2{st HAto| UMBH=THE 20l
St7) QAo HAIE 2| SHX| e WAQ| QOIRME MAlTH
A1, ZYHSSO0| SHLie| Rolez HHSHK| ited, JhE
2 dY=2 Xt 2010] A 2| 2755%E MYt &
Latmolof CHot EXlE LXK ARUACHPodsakoff et al.,

2003).

St Kto|lgd =X| A
=1 o

(=} o oo P S = H-1 oO— m
CHEdHEdn U)o =Y Jgs AB| &l
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AX = 3|72 (hierarchical moderated regression)2 2
SIACE QAR =F 2242 15 220N SE#HS=It
LMo OX|= 2HEMS Z2UE AL Xk, A™AF
S JIELE HItet Ch3, 2B ZHOIMREE ZMCjel
SHHEt ZEHS 52 FIRHY HWE2A 5= HRo=Z
IHH| Adetg AESHEN FE ABEIOTICKCohen et

77

of Mol YPS O HoE LEon|, ofuxy
(B=-500, p<.05)2 OPAE ZHo| &ol¥of £()o| FHS 0
Xl HOR LIEHKITH<Table 5 &11>). W2t 744 12} 7}
2k S5 HUEUCL SHH Foly FRE 5, I i
I 220 HSIR0| Cfgt TSNS LA Al HYLT

Z
—- =
(B=.017, p<.05)1t O|2xH(B=.029, p<.05) ZEOAHAM H(+)

al., 2003). o FZ O|X|l= ARZ LIEIL} 7Hd 31 4= 25 MEIL|RL
2 AN SEHE O RE9| F JHK| 2EXH CH<Table 5 F11>). Ol WY E&ur EH| 4T EE0|
(EFY=FN oz ges, SSHTE OPE =22 Ho eI gold el FH+)el HAE HS ZoA7IH, of
42, A2[2 B2 TN BYI g H43HE YxFat Hold o] M AE Azt A2 20|
2 AMESIQICE Ol RIsi 1EHA ZEOIM= OE xZ9f Bt
goldo| g2 01H & A= SEAL Y, 7|Yo| & <Figure 2>= ZEZF(SL=FHL oL=F)t 88 =
SEA 2% 2 SHHszE o RHE AL, 28 2o 42A8 5§ =TH E4n 2o 4380 [
DHoM= F2arel SyEFa ogxy O2|0 SHHEY £ ZRZFEN 239 Foldel #AE FHHLRE LEHH A
o 2O HdoiMEE ZEHSE o ZHE SF5IRI 3t o[t
A REOM= FruR 20 MM 22O 432
1 ZEXH 20| 43HE ZE H4EHEC2N =TUHE
i 2| doAge ZEN AdedsS HmEJUCE ETH O
2ot M Ede = UAs UE3HE ZHE LR[S
2|6t0] RS M3 mean centering)S Mt S H(Edward &
Lambert, 2007), &Ate| Z&M ZHEZ 8l Durbin-Watson
2M8 MAISIFD Durbin-Watson EAH S =HQlst Zut 1
0| 216022 LIEIL} Xp7|&2tdo] gle A2 2 =olx[Ct
<Table 5> Results of Hierarchical Moderated Regression
Stage 1 Stage 2 Stage 3
Variables
B SE B B SE B B SE B
Gender .045 129 .030 .065 .055 .043 .063 .053 .041
Sales .000 .000 -.019 .000 .000 .045 .000 .000 .052
Position .006 .056 .008 .009 .024 .013 -.001 .023 -.002
Promotion Focus .392 .046 .504** .208 .084 .268**
Prevention Focus -.181 .052 -.150** -.509 A21 -.424*
Financial Reward*Training .056 .009 .358** -.094 .042 -.603
Promotion Focus*Financial
Reward*Training .017 .007 .581**
Prevention Focus*Financial .029 .009 .501**
Reward*Training
R2(adj R2) .001(-.020) .830(.823) .845(.836)
F .056 228.827** 6.608**

SEA g8, o=, SEA

o| HRle SAXNLE QOISHA| U2 AR LIERFCL Est
ZEXE T LT (B=.208, p<.05)2 OFE =29 Hold
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(A) The interaction effect of promotion focus and reward*training

—+— Low Reward Train Interaction --#-- High Reward Train Interaction

Creativity

Low Promotion Focus High Promotion Focus

(B) The interaction effect of prevention focus and reward*training

—+— Low Reward Train Interaction --#--High Reward Train Interaction

I

45

Creativity

Low Prevention Focus

High Prevention Focus

<Figure 2> Interaction effects of Regulatory focus and
reward*training on creativity

4. ZE

41. 29

= P Oy mEo| FUAFHNO| O Y X0

olgo|l biXl= Yo A0 YoHTHSEHS2 ZH=ME
t

B2 d=HE 22
olgt == AUCE. ofz{et A
Ziks MAE N 4 oloM gelds STAIZIZ| ok
2t O|2H, d7H AAES MSsH & A== 7|tiEtt

-

Ol SEOM $E(O] QF HolY B

UTES XX AFOE £A CINS HINZCH: HolA

$2 287|122 BNNOR st
x

ol graol chatg spel

—

FECE oSt QUen JfQl=Fo| Fold o] 7|¥o|
Lt mS7|2o| Fold o 3™ Aol2te =3t MES
7HX]10 YACHBurroughs et al., 2011). O|= 742l &9 &
ool gto| Lt =Fo| Foldut X[t IS AR
2 B0l o dHidkle 3t d2lF 7KMot Z2 THHA
E4E FAlst ZFHO| AUCE 2 7 OFAHE =S 24

CHR[E AFBBOEN O|2{st otHE SESI0Xt SIACE =M,
o2 AFRE2 S 43X MAE Y2 7Y AYyHES
4 7HE 23 oAt ol SEEH el O|E Jts
St ot doto 2 A ARES| ADK(Troy et al., 2008), M2t
X HEo| &-g(Carson, 2007), E3H Q019 Z2|(Tellis et
al., 2009) 50| AZE|0 LCt SHX|T, AHEC| d50| &
S 7|EteZ 3t1(Im & Workman, 2004), Al &oldof 9|
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2 Ho|yg FAMQl oIXjapgo|zty| ECts MH|ED, HE

=

ot OfH WO =2 AR Qld SHE7| TEE A= =7 M
F20|CHBurroughs et al., 2011). & ¢7= 22Xt EXHY
(CQIME|IEt SHZR2OME S &o|Ho| =F0| & =
AS2 EUESCEMN o2 HE siZst=H Sastn AU
Ch AR, 7HoId 7| X2E &8 Cheo Hold AR
=2 FE usHE 2Z0 S0 A2D(Hennessey et
al., 1989; Hennessey & Zbikowski, 1993), 7|¥2| X|&7tsot

g2 7t/ ote QY22 M Folgel Ml tieh o
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