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The effects of job satisfaction and meaning
of work on employee creativity: An investigation
of EXPO 2016 exhibition employees
Abstract
Ensuring customer satisfaction is essential for success in the service sector. To satisfy customers, employees should respond rapidly to their demands and display creative behaviours. This empirical study
investigates the effect of job satisfaction and meaning of work on employee creativity for employees
working at EXPO 2016 in Antalya, Turkey, through a questionnaire survey. The 266 completed questionnaires were analysed by hierarchical regression. It was found that both intrinsic job satisfaction
(skill and opportunity) and meaning of work effect employee creativity directly. Recommendations
are made to organization managers to benefit from employee creativity, particularly those working in
facilities with an intense customer-employee relationship.
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Introduction
In the service sector, it is important to meet the needs of customers and address their complaints
promptly to ensure customer satisfaction. Therefore, hiring innovative and creative employees has
become a fundamental function of human resources managers while one of the primary missions of
senior managers is to increase employee creativity to benefit from their creativity skills.
Implementing change as part of organisational development depends on employee creativity. The more
that employees are creative, the more an organisation's innovativeness can increase (Yao, Yang, Dong &
Wang, 2010). Therefore, factors affecting creativity should be identified to ensure organisational success.
In the service sector, customer demands are increasingly changing so addressing immediate needs and
demands are not enough; rather, organisations need to recruit creative employees to conduct demands.
This study analyses the variables of job satisfaction and meaning of work, which are thought to affect
employee creativity. There are different definitions of job satisfaction and meaning of work in the
literature. Here, job satisfaction is defined as a judgement of employees after they have assessed their
work while meaning of work is the compliance between employees' aims and values and the organisation or job's goals and values.
This study investigates the effect of two independent variables (job satisfaction and meaning of work)
on the dependent variable of employee creativity. First, it reviews the relevant literature and presents
the hypotheses. The relationship between employee creativity is explained from the perspectives of
Conservation of Resources Theory (CRT) (Hobfoll, 1989) and Social Exchange Theory (SET) (Blau,
1964) while the explanation of the relationship between employee creativity and meaning of work
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is based on Self-Congruity Theory (SCT) (Klipfel, Barclay & Bockorn, 2014). Data collected from
employees of EXPO 2016 in Antalya, Turkey, are then analysed in terms of frequency, correlation and
hierarchal regression. Lastly, the results are compared with other findings in the literature and some
recommendations for practitioners are made. This study differs from previous research in two key
respects: it was conducted with employees working in an international organisation and it examined
the variables of job satisfaction, meaning of work and employee creativity together.
The literature on events has generally focused on identifying participants' motivations (Li & Petrick,
2006; Gelder & Robinson, 2011; Gyimóthy, 2012; Yolal, Rus, Cosma & Gürsoy, 2015) and economic (Getz, 2008; Quinn, 2009; Raj & Musgrave, 2009), and sociocultural (Getz, 2008; Pasanen,
Taskinen & Mikkonen, 2012) or environmental effects of the events (David, 2009; Smith, 2009;
Smith-Christensen, 2009). In addition, there are also studies on the destination image of activities and
its effect on marketing (Hall, 2001; Getz & Page, 2016), and event planning and experience (Carter,
2007; Jepson & Clarke, 2013; Getz & Page, 2016). This study differs previous work in the field in
its specific focus on job satisfaction, meaning of work and employee creativity of employees working
at an EXPO. This research will therefore contribute to the literature that has only limited studies on
employees working in events.

Literature review and hypothesis development
Event management
Many researchers define an event as gathering for a specific purpose (e.g. Hall, 1992; Carter, 2007;
Goldblatt, 2011) or unique rituals in which people gather for a certain time (Bladen, Kennell, Abson
& Wilde, 2012). According to Brown and James (2011), most events come up with a good idea while
all definitions of events are based on a reflection of culture. By participating in an event, the host
destination integrates with its own values while the individuality of each activity encourages people
to participate (Getz, 2008; Derrett, 2011). Event management includes the planning and production of all types of events, including spectacular shows, sport events, special sections, other cultural
celebrations, festivals, exhibitions, meetings, conferences and other special events (Getz, 2005). Event
management is thus the organization and coordination of everything required to effectively achieve
event goals (Bladen et al., 2012). Because events are intertwined with each individual's life, they are
considered an important part of the tourism industry (Robinson, Dickson & Wale, 2010). Recent
tourism research on events has therefore focused on destination development and strategic marketing
to increase the economic benefits of holding events (Getz, 2005).
People have been participating in events since ancient times (Ferdinand, Shaw & Forsberg, 2017), with
the first known example of an event being the Olympic Games conducted in Ancient Greece (Bladen
et al., 2012). Ancient Rome had amphitheatres and arenas to hold events and temples for religious
rituals (Robinson et al., 2010). The first modern international event was the Grand Tour organized
by Thomas Cook (Withey, 1997, p. 136; Ferdinand et al., 2017). He was also the first person to introduce the British to large-scale exhibitions with the Hyde Park exhibition in 1851 in London and
an international exhibition in Paris in 1855 (Ferdinand et al., 2017). In 1859, organisers distributed
brochures on trains for a music festival with 2,000 musicians in Crystal Palace, London. This event
continued successfully until the 1920s (Jago, 1997). When Walt Disney opened Disneyland in California in 1955, it was perhaps the first special event described as "the happiest place in the world"
(Goldblatt, 2011, p. 5). Although events date back to ancient times, event tourism has only developed
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within the tourism industry recently (Getz, 2008). Since then, the events industry has spread globally
(Tassiopoulos & Johnson, 2009). Special event studies were first carried out in the tourism literature
in the 1970s (Hede, 2007), before research rapidly grew during the 1980s (Getz, 2008).

Classification of events
The classification of events is based on several criteria. In simplest terms, events may be planned or
unplanned (Oklobdžija, 2015). Planned events, which have a predetermined location and fixed end
date, only take place following a long planning stage conducted by the event management team. People
know about and therefore expect this event (Getz, 2005; Gelder & Robinson, 2011). Unplanned
events are unusual events such as natural disasters or accidents. Event management focuses on planned
activities (Oklobdžija, 2015).
Hall (1989) prefers to classify activities as mega, private, hallmark and local. Examples of mega activities include the Olympic Games and world exhibitions. The Grand Prix and Americas Cup are private
activities whereas hallmark activities include both national and international activities, local activities
are classified national or regional events.
Getz (2008) classifies events as cultural celebrations (festivals, carnivals, commemorations and religious
ceremonies), political and official (summit) meetings, royal events, political events and interviews
with VIPs, arts and entertainment events (music and award ceremonies), business and trade events
(meetings, congresses, consumer and trade shows, fairs and markets), educational and scientific events
(conferences, seminars, clinics), sports events (amateur or professional, audience or participant) and
private events (weddings, parties, social events).
Wagen and White (2010) classify events as business (meetings, congresses and conferences), exhibitions, incentives, competitive and non-competitive (charitable) sports, cultural (arts), entertainment
(e.g. music), online, anniversary celebrations, social activities, political actions, life cycle stages (birth,
death, marriage) and religious rituals.
Goldblatt (2011) classifies events as city events, exhibitions, fairs and festivals, hallmark events (Olympic Games, national soccer leagues), accommodation, commercial events, social life events and sports
events. Quinn (2013) categorizes meetings, incentives, conferences and exhibitions (MICE) under
business events as a part of international tourism activities.

EXPOS as international events
According to Ferdinand et al. (2017) an activity should have four basic features to be international
event. These are international participants, a significant impact on the host destination, national and
international media interest and economic benefits such as increased visitors and new business and
job opportunities. EXPO fairs are the most visited international events and require the most expertise
and technology to host. They have become important in many ways (science, art, technology, sport,
society) for modern countries' cultural activities (Roche, 2000). This phenomenon has grown since
the Second World War, especially in America and Europe, though the recent exhibition in Shanghai
hosted 70 million visitors (Roche, 2011a). World exhibitions (EXPO), which usually last about six
months, are organized by the International Exhibitions Bureau (BIE / Paris) (Roche, 2011b). At first
sight, this event and sustainability seem contradictory since the activities are short-lived. However,
previous research shows that EXPO style events can revive cities in the longer term (Smith, 2009).
Science, knowledge and technology, exhibiting product variety in a cultural way, the host country or
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countries and international visitors can all play a vital role in spreading the international ideology of
EXPO worldwide (Roche, 2011b).

Employee creativity
As already mentioned, it is important for organisations to recruit employees with creative behaviours to
develop their business in changing and uncertain work environments (Tang, 1998). Creative employees
play a significant role in enabling organisations to survive in a competitive business world (Oldham
& Cumming, 1996; Mumford, Scott, Gaddis & Strange, 2002; Zhou & George, 2003; Mumford,
Connelly & Gaddis, 2003; Dayan, Zacca & Benedetto, 2013).
The most widely-used definition of creativity in the literature is creating new, innovative and useful
ideas in any field (Amabile, Conti, Coon, Lazenby & Herron, 1996). In the organisational literature
specifically, creativity is defined as producing, conceptualising and developing new and useful ideas,
processes and procedures by an individual or a group of people working together (Shalley, Gilson &
Blum, 2000). This definition includes creative solutions to problems, creative business strategies and
creative changes in business processes (Zhou & Shalley, 2003). Organisational creativity involves developing a valuable, practical and new product, service, idea, process or procedure (Woodman, Sawyer
& Griffin, 1993). Creativity may vary across different groups, organisations and cultures while also
evolving over time (Martins & Terblanche, 2003).
Amabile (1985) suggests that creativity has three dimensions: specialisation, creative thinking skill and
motivation. Specialisation includes task knowledge and technical skills, based on inputs such as cognitive skills and education/training. Creative thinking requires heuristic method knowledge, education
and experience to produce ideas. Intrinsic motivation is considered more important in creativity than
extrinsic motivation (Dewett, 2007). Creativity is located at the intersection of these three components.
As performance in each dimension increases, creativity also increases (Amabile, 1988).
Research shows a positive relationship between employee creativity and employee information literacy
and employee happiness (Chang & Hsu, 2015), and between the emotional intelligence of leaders and
the creativity of followers (Castro, Gomes & Sousa, 2012). Bledow, Rosing and Frese (2013) found
that creativity transforms negative emotions into positive emotions.

Meaning of work
Meaning of work is the relationship between the values or standards of an employee and the values
and aims of a task or job. This relates to the extent an employee cares about the business (Thomas &
Velthouse, 1990). Meaningfulness expresses agreement between job requirements and the values, beliefs
and behaviours of an employee (Hochwalder & Brucefors, 2005; Fock, Chiang, Au & Hui, 2011). It
thus reflects a personal bond with or sense of purpose related to the job (Mishra & Spreitzer, 1998).
Meaningful work requires agreement between the duties and aims of employees' organisational task
roles and their personal values (Janssen, 2004).
Thomas and Velthouse (1990) argue that meaning of work is one of the four dimensions of psychological
empowerment: impact, meaning, competence and self-determination. Psychological empowerment is
defined as the identification of factors causing disempowerment and the process of increasing employees' self-efficacy by removing these factors by formal and informal administrative practices (Conger
& Konungo, 1988). Meaning of work increases an employee's perceived psychological empowerment
(Akgunduz & Bardakoglu, 2015).
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Meaning represents the mutual relationship between the inner world of the employee and the external
context of the work place (Cartwright & Holmes, 2006). It is also related to the agreement between
the meaning employees attach to the aims of their workplace tasks or goals and their ideals or standards. When these agree, the work is perceived as meaningful and vice versa. If employees experience
meaning of work then their loyalty to the organisation and interest in their job increases and vice versa
(Arslantaş, 2007).
When employees find their jobs as meaningless or unnecessary, they may feel disempowered. However,
if they consider their jobs meaningful, they feel psychologically empowered (Fock et al., 2011). Employees who find their job meaningful feel that the job is important for them (Quinn & Spreitzer, 1999).
There are positive correlations between meaning of work and cooperative employee behaviours
(Bardakoğlu & Akgündüz, 2016), work happiness (Bassi, Bacher, Negri & Fave, 2013), comprehensive
performance measurement systems and role clarity (Hall, 2008), and job characteristics and organisation commitment (Liden, Wayne & Sparrowe, 2000).

Job satisfaction
The most common definition of job satisfaction is "an employee's overall affective evaluation of the
job situation" (Bettencourt & Brown, 1997, p. 42). Another commonly accepted definition is a "positive emotional state that a person obtains from a work s/he wants or cares about" (Locke, 1976, cited
in Olsen, 1993, p. 458). Job satisfaction is thus a positive emotional reaction of an employee to a
particular job that arises from a person evaluating their work in comparison with their desire, expect
or deserve (Oshagbemi, 1999).
Job satisfaction can be examined under two dimensions: intrinsic and extrinsic job satisfaction (Kalleberg, 1977; Austin & Gamson, 1983; Olsen, 1993; Chiu & Chen, 2005). Intrinsic job satisfaction is
the extent an employee feels satisfied about job independence, stability of work, the job's significance
for society, practical opportunities, feelings responsibility, creativity, and feelings of success. Extrinsic
job satisfaction is defined as the satisfaction the employee gets from the working conditions, policies
and praise (Chiu & Chen, 2005). Thus, intrinsic job satisfaction concerns the use of talents core to
the job, responsibility, creativity, helping others, freedom and achievement whereas extrinsic job satisfaction is about promotion opportunities at work, salary, institution policies and practices, working
conditions, management understanding and job guarantees (Biçkes, Yılmaz, Demirtaş & Uğur, 2014).
Employees with low job satisfaction are expected to hold negative attitudes towards the organisation
(Price, 1997). There is a strong correlation between job satisfaction and organisational variables such as
motivation (Davis & Wilson, 2000), performance (Judge, Thoresen, Bono & Patton, 2001), absenteeism (Sagie, 1998) and turnover intention (Lu, Lin, Wu, Hsieh & Chang, 2002). Job satisfaction one of
the most studied concepts in the literature (Çekmecelioğlu, 2005), with many researchers (e.g. Oliver,
1980; Brown & Peterson, 1993; Igbaria & Guimaraes, 1993; Lambert, Hogan & Barton, 2001; Yang,
2010) trying to determine the causes and effects of job satisfaction.
Job satisfaction affects several desirable attitudes and behaviours from an individual and organisational
perspective. It increases positive outcomes, such as organisation productivity (Çekmecelioğlu, 2006) and
organisation communication (Eroğluer, 2011), and decreases negative outcomes, such as absenteeism
(Ybema, Smulders & Bongers, 2010) and turnover intention (Samad, 2006).
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Hypotheses development
Research in behavioural psychology shows that a satisfied employee is more productive and effective at
work (Achor, 2010). The relationship between job satisfaction and employee creativity can be explained
in terms of CRT and SET. According to the first of these theories, people try to obtain, retain and
protect that which they value (Hobfoll, 1998). Hobfoll (1998) proposes two important principles.
Firstly, resource loss is much more important than resource gain. Secondly, people must invest resources
in order to protect against resource loss, recover from losses, and gain resources. These resources may
include objects, personal characteristics, conditions or energies (Hobfoll, 1989). According to CRT,
employees with high job satisfaction will contribute more to organisational effectiveness by displaying
creative behaviours to ensure work is successful, thereby protecting the resources they have (Hobfoll,
2001). That is, by displaying creative behaviours, employees can protect the material and non-material
resources provided directly or indirectly to them.
According to SET, behaviour is based on people's expectation of future help in return for having
helped others when not obliged to them (Blau, 1964). This theory therefore predicts that employees'
performance depends on their expectations of their organisation. When organisations financially or
morally invest in their employees, the employees respond with improved work performance. This
mutual exchange between an organisation and its employees is called social change. Also according to
this theory, employees tend to display more creative behaviours to increase their contribution to the
organisation in return for the opportunities provided to them by the organisation during the process
of job satisfaction. Previous empirical research shows that there is a significant positive correlation
between job satisfaction and creativity (Sacchetti & Tortilla, 2011; Taherkhani, 2015; Tongchaiprasit
& Ariyabuddhiphongs, 2016). Thus, based on theories (CRT and SET) and empirical research, it can
be expected that job satisfaction increases employee creativity, leading to the following hypotheses:
H1. Job satisfaction of employees increases their creativity.
H1a. Intrinsic job satisfaction of employees increases their creativity.
H1b. Extrinsic job satisfaction of employees increases their creativity.
The relationship between employees' meaning of work and creativity can be explained in terms of
SCT. This is based on the preference of organisations for employees with characteristics that match of
their own personality. According to SCT, it is necessary to match people's egos with their preferences
(Usakli & Baloglu, 2011, p. 114). As the level of congruity increases, level of intention or preference
also increase (Ekinci & Riley, 2003).
According to SCT, when employees' values and standards match the values of the organisation and
standards of the job, they will display more innovative and creative behaviours, which are desired by
organisations (Redmond, Mumford & Teach, 1993). Agreement between individual values and aims
and organisational values and aims will increase the meaning of the work, which makes employees more
likely to display desirable behaviours such as creativity. In addition, when the meaning of work is high,
it will increase employees' contributions to the organisation by increasing their intrinsic motivation
(Ros, Schwartz & Surkiss, 1999). Drawing on SCT and empirical research (Akgündüz, Adan Gök &
Alkan, 2017), the meaning of work is expected to increase creative behaviours of the employees, as in
the following hypothesis:
H2. When employees find work meaningful, their creativity increases.

TOURISM

109-248 Tourism 2018 02ENG.indd 135

Original scientific paper
Yilmaz Akgunduz / Gaye Kizilcalioglu / Sabahat Ceylin Sanli
Vol. 66/ No. 2/ 2018/ 130 - 147

135

29.6.2018. 14:56:10

Methodology
Measures
Data was collected in a four-part questionnaire. The first part was the Minnesota Satisfaction Questionnaire – Short Form, developed by Weiss, Dawis, England and Lofquist (1967). This scale has three
factors to measure extrinsic (8 items), intrinsic (12 items) and general satisfaction levels (20 items).
General satisfaction is calculated as the arithmetic mean of the relevant items for each factor (Weiss et
al., 1967). Weiss et al. (1967) reported reliability values (α) ranged from 0.88 to 0.90.
The second part used the four-item Employee Creativity Scale, developed by Jaiswal and Dhar (2015).
This scale was developed for employees to assess their own creativity. Jaiswal and Dhar (2015) reported
a reliability level (α) of 0.94.
The third part used the three-item meaning of work subscale of the Psychological Empowerment Scale
(PES), developed by Spritzer (1995). The three items in the dimension of meaning of work of the
PES were developed to determine the conformity between the values of employees and the values of
the work or organization. Spreitzer (1995) reported a reliability value (α) of 0.85 for this dimension.
Aforecited three scales were used as they are valid and reliable measurement tools and consistent with
the main concepts of current study. All the constructs were measured by a 5-point Likert scale, ranging
from 'strongly disagree' to 'strongly agree'. All questionnaire items are shown in Tables 2 and 3. The
last part of the questionnaire was primarily a demographic form to collect data on each employee's
age, gender, education level, foreign language ability and desire work in a similar organisation again.

Sample
The data was collected using convenience sampling from employees working at EXPO 2016 in Antalya, Turkey, under the theme of Flower & Child between April 23rd and October 30th, 2016. There
was no precise information regarding the number of employees working in the EXPO so all accessible
employees working in various departments are included in the population. After receiving necessary
permission for data collection, 266 valid questionnaires were collected by the researchers.
Permission was taken from the Exhibition Regulation and Management Board to distribute the questionnaires to the employees. The purpose and scope of the research was explained. According to the
board's instructions, the researchers contacted the managers of each department. Some allowed the
researchers to distribute the survey directly to employees while in other departments the questionnaires were left and collected later on. The questionnaires were administered at lunch time and in
meal breaks when the number of visitors was relatively low due to the hot weather in the departments
where questionnaires were administered face to face. Data collection continued until October 2016,
when the sample size was achieved.

Data analysis
In the first stage of data analysis an exploratory factor analysis (EFA) was conducted to identify the
factor structures of the three scales. For this purpose, principal component factor analysis was used
with Eigenvalues greater than one through varimax rotation. The results of the rotated component
matrix are presented in Tables 2 and 3. All analyses (validity, reliability, description, correlation and
regression) were made using IBM SPSS Statistics 23.
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Results
The sample profile of the respondents is presented in Table 1. Of the 256 respondents, 66% (124
people) were men, 63% (164 people) were single, 53% (140 people) were between 26 and 35 years
old, 46% (123 people) had bachelor degree and 68% (175 people) had received education or training
related to their task and job. Of these, 54% (129 people) stated that the education or training they
received was sufficient. In addition, 59% (130 people) of the respondents can speak only English while
53% (140 people) do not want to work in such an organisation again.
Table 1
Profile of participants
n
Gender
Women
Men

%
Task
Host
Supervisor

n

%

79
20

31
8

2

1

19
70
2
3
14
7

7
27
1
1
5
3

91
174

34
66

20
63
40
123
16
3

8
23
15
46
6
1

Other
Security
Photographer
Cleaner
Technical service
Logistics
Fair hostess

17

6

97

37

Field crowd management

25

10

164

63

Foreign languages
130

59

76
140
49

29
53
18

7
2
3

3
1
2

English - German

21

9

175
82

68
32

English – Italian and
English - Russian and

4
17

2
8

English – French

4

2

129
110

54
46

English - French - German
English– Spanish

4
4

2
2

English – Serbian

2

1

Yes

76

29

English – German -Russian

9

4

No

140

53

English – Korean

2

49

18

English-Arabic
Other (English-Japanese, German-Russian,
English-German-Russian, Russian-French-German,
English-Chinese Russia, Dutch, Macedonian,
Chinese-English, English-German-Dutch, Italian, Russia)

3

1

10

5

Level of education

VIP press

Primary and secondary school
High school
Associate degree
Bachelor's degree
Master's degree
Doctorate
Marital status
Married
Single
Age

English

25 and under
26 and 35
36 and above
Education
Received training
No training received
Self-assessment of training
Sufficient
Insufficient
Task request

Undecided

Germany
French
Arabic

Table 2 presents the factor analysis results for the Meaning of Work Scale and Employee Creativity
Scale. As a result of the exploratory factor analysis, it was determined that the meaning of work scale
consisted of one factor and that the total explained variance was 81% (first part of Table 2). The scale's
KMO value was 0.746 and Bartlett test result was significant (p < 0.001). The item factor loadings
ranged between 0.902 and 0.896. The alpha value of the scale was 0.883 and the mean was 4.141.
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Table 2
Factor analysis results of meaning of work scale and employee creativity scale
Factor
load

Mean

Eigenvalue

Alpha

Variance

4.141

2.428

0.883

80.947

My job activities are personally meaningful to me

0.902

4.0155

The work I do is meaningful to me

0.901

4.1843

The work I do is very important to me

0.896

4.2364
2.688

0.845

67.209

Scales/Items
Meaning of work

Employee creativity

3.903

I demonstrate originality in my work

0.859

4.0551

I seek new ideas and ways to solve problems

0.858

4.0627

I generate novel, but operable work-related ideas

0.848

3.8504

I identify opportunities for new ways of dealing work

0.703

3.6417

For the Employee Creativity Scale, the four items were collapsed to one factor according to EFA (second
part of Table 2). The scale's KMO value was 0.795 and Bartlett's value was significantly determined.
The total variance of the items was approximately 67%. The mean was 3.903 and the factor loading
varied between 0.859 and 0.703. The scale's alpha value was 0.845.
Table 3 presents the EFA for the Minnesota Satisfaction Questionnaire. Its KMO value was 0.902 and
the Bartlett test was significant. One item had a factor loading of less than 0.30 so it was omitted from
the analysis. Although the original scale had two subscales, intrinsic and extrinsic job satisfaction, in this
study the 19 items clustered into 3 subscales. Shriesheim, Powers, Sandura and Gardiner (1993) and
Hirschfeld (2008) also found that the short form of this scale can produce different factor structures.
Hirschfeld (2000), Hançer and George (2003), Köroğlu (2012) grouped the items in the short form
under different factors and noted that the items under these factor may vary.
The first factor of the scale in this study included 8 items and explained approximately 21% of the
total variance. The mean of the factor was 3.482 and alpha value was 0.863. The factor loadings ranged
between 0.733 and 0.441. Because the items in this factor included statements about intrinsic job
satisfaction, the subscale was named Intrinsic Job Satisfaction – Skill and Opportunity.
The second factor had 7 items and explained 20% of the total variance. The mean was 3.432 and the
alpha value was 0.853. The factor loadings ranged between 0.789 and 0.492. These items referred to
extrinsic job satisfaction so this factor was named Extrinsic Job Satisfaction.
The last factor had 4 items and explained approximately 15 % of the variance. The mean was 3.488
and the alpha value was 0.697. The factor loadings ranged between 0.730 and 0.527. While the items
related to both extrinsic and intrinsic job satisfaction, they predominantly referred to job satisfaction
so the factor was named Intrinsic Job Satisfaction - Autonomy.
Table 3
Factor analysis results of job satisfaction scale
Factor
loadings
Intrinsic job satisfaction – skill and opportunity

Mean

Eigenvalue

Alpha

Variance

3.482

3.928

0.863

20.673

The chance to do something that makes use of my abilities

0.733

The way my job provides for steady employment

0.689

3.2955

The chances for advancement on this job

0.653

3.1445
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Table 3 Continued
Factor
loadings

Mean

The feeling of accomplishment I get from the job

0.640

3.7068

The freedom to use my own judgment

0.617

3.3722

The chance to be 'somebody' in the community

0.529

3.9125

The chance to tell people what to do

0.479

3.5326

My pay and the amount of work I do

0.441

3.4432

The competence of my supervisor in making decisions

0.789

3.2992

The way my boss handles his/her workers

0.785

3.4542

The working conditions

0.633

3.5649

The way my co-workers get along with each other

0.599

3.7132

The chance to try my own methods of doing the job

0.566

3.5154

The praise I get for doing a good job

0.559

3.3094

The way company policies are put into practice

0.492

3.3218

0.730

3.6423

Extrinsic job satisfaction

3,432

Intrinsic job satisfaction- autonomy
The chance to work alone on the job

3,488

The chance to do different things from time to time

0.717

3.8054

Being able to keep busy all the time

0.532

3.6615

The chance to do things for other people

0.527

3.8889

Eigenvalue

Alpha

Variance

3.745

0.853

19.710

2.759

0.697

14.519

KMO = 0.899 Barlett's test of sphericity = 1,931.852 Sig = 0.001 Total explained variance = 0.54902.
Overall reliability = 0.916 Mean = 3.496 F = 13.904.

EFA identified three subscales for the Minnesota Satisfaction Scale, which originally had two subscales:
1) Intrinsic job satisfaction - Skill and opportunity, 2) Intrinsic job satisfaction – Autonomy and 3)
Extrinsic job satisfaction. Therefore, H1 was revisited as a result of the factor analysis.
H1: Employees' job satisfaction increases their creativity.
H1a. Employees' intrinsic job satisfaction from skills and opportunities increases their creativity.
H1b. Employees' intrinsic job satisfaction from autonomy increases their creativity.
H1c. Employees' extrinsic job satisfaction increases their creativity.
Correlation analysis was conducted to determine the relationship between dependent and independent
variables (Table 4). The analysis showed that employees' creativity is positively and significantly correlated with meaning of work (r = 0.705 p < 0.01), intrinsic job satisfaction – skill and opportunity
(r = 0.345 p < 0.01), extrinsic job satisfaction (r = 0.291 p < 0.01) and intrinsic job satisfaction –
autonomy (r = 0.260 p < 0.01). Meaning of work is positively with intrinsic job satisfaction – skill
and opportunity (r = 0.323 p < 0.01), extrinsic job satisfaction (r = 0.222 p < 0.01) and intrinsic job
satisfaction – autonomy (r = 0.206 p < 0.01).
The factor analysis of the job satisfaction scale shows that the subscales had a significant relationship,
ranging between 0.530 and 0.730. The correlations between 0.20 and 0.80 demonstrates convergent
and discriminant validity between the subscales.
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Table 4
Correlation analysis
1. Creativity
2. Meaning of work
3. Intrinsic job satisfaction – skill and opportunity
4. Extrinsic job satisfaction
5. Intrinsic job satisfaction – autonomy

Mean
3.903
4.141
3.482
3.432
2.741

S.D.
0.82
0.89
0.84
0.85
0.72

1
1
0.705**
0.345**
0.291**
0.260**

2

3

4

5

1
0.323**
0.222**
0.206**

1
0.730**
0.618**

1
0.530**

1

** Correlation is significant at the 0.01 level (2-tailed).

Hierarchical regression was carried out to test the research hypotheses presented in Table 5 in order to
determine which model best explained the effects of multiple independent variables on the dependent
variable. In this analysis, the researcher can analyse the variables in a desired order or in groups. Thus,
the first model here determined the effect of job satisfaction on job creativity whereas the second model
added meaning of work to observe the effect of job satisfaction and meaning of work on job creativity.
Table 5
Hierarchical regression analysis
Model
1 (Constant)
Intrinsic job satisfaction- skill and opportunity
Extrinsic job satisfaction
Intrinsic job satisfaction- autonomy
2 (Constant)
Intrinsic job satisfaction- skill and opportunity
Extrinsic job satisfaction
Intrinsic job satisfaction- autonomy
Meaning of work

Unstandardized
β
SE
2.502
0.270
0.246
0.092
0.076
0.085
0.073
0.087
0.694
0.237
0.023
0.070
0.092
0.063
0.067
0.065
0.616
0.043

Standardized
β
0.250
0.077
0.063
0.024
0.093
0.058
0.664

t

Sig.

9.265
2.684
0.892
0.836
2.928
0.333
1.463
1.033
14.366

0.000
0.008
0.373
0.404
0.004
0.740
0.145
0.303
0.000

VIF

2.522
2.145
1.672
2.652
2.146
1.672
1.121

1. Model R = 0.354 R² = 0.125 ΔR² = 0.115 F = 12.116 Sig. = 0.001.
2. Model R = 0.720 R² = 0.518 ΔR² = 0.511 F = 68.034 Sig. = 0.001.
Dependent variable: Employee creativity.

In the first model, the independent variables (subscales of job satisfaction) can explain 12.5% of the
variation dependent variable (employee creativity). In the second model, adding meaning of work,
which explained 39.3% of the variance, increased the explained variance increased to 51.8%. Intrinsic
job satisfaction –skill and opportunity- (β = 0.246 p < 0.01) significantly increased employee creativity
in the first phase. In the first model, a one-unit increase in intrinsic job satisfaction –skill and opportunity- caused a 0.246 increase in employee creativity. Based on the first model, H1a is accepted but
H1b and H1c are rejected. In the second model of the analysis, when meaning of work was added to
the three subscales of job satisfaction, intrinsic job satisfaction –skill and opportunity- lost its significant effect on employee creativity. In the second model, only meaning of work (β = 0.616 p < 0.01)
significantly increased employee creativity. A one-unit increase in meaning of work caused a 0.616
increase in employee creativity. Therefore, H2 hypothesis is accepted.

Conclusions
This study drew on CRT (Hobfoll, 1989), SET (Blau, 1964) and SCT (Klipfel et al., 2014). CRT
explains how people behave when they lose or face the possibility of losing the opportunities and resources they have. SET explains people's mutual relationships. SCT explains the effect of agreement
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or disagreement of an employee's personal values and standards with the values and standards of a job
or an organisation. This study aimed to identify how the job satisfaction and meaning of work levels
of EXPO 2016 employees affected their creativity.
The first prediction, that job satisfaction increases employee creativity, was partially supported because
the results showed that intrinsic job satisfaction –skill and opportunity- increased employee creativity.
However, extrinsic job satisfaction had no significant effect. This finding suggests that those employees
at EXPO 2016 who experienced satisfaction about the intrinsic features of their job, such as recognition, appreciation or job responsibility, had higher levels of creativity.
The second prediction, that meaning of work increases employee creativity, was confirmed. Those EXPO
2016 employees who perceived that their own values agreed with the values of their job or organisation
or perceived that their job was important reported higher levels of creativity.
This study also demonstrated a positive correlation between meaning of work and intrinsic and extrinsic
job satisfaction. That is, assigning employees to tasks which they find meaningful is a way to increase
job satisfaction. More specifically, meaning of work has a stronger positive correlation with intrinsic
job satisfaction than with extrinsic job satisfaction.
In finding that intrinsic job satisfaction increased the creativity of EXPO 2016 employees, this study
confirms the findings of Tongchaiprasit and Ariyabuddhiphongs (2016), İmamoğlu, Keskin and Erat
(2004), who also reported that satisfied employees increase an organisation's productivity. This finding
also confirms that the prediction of SET and CRT, that employees display more positive behaviours
like creativity in order to keep a job that they find valuable and maintain its benefits. This implies that
employees who believe that the work they do contributes to society and who get a sense of responsibility
and display more creative behaviours.
Another important finding is that employees who experience meaning of work display more creative
behaviours. This proves that if the job's requirements and the values, beliefs and behaviours of employees coincide then employees will display creative behaviours to improve their own performance
in the organisation and contribute to organisational productivity. This also confirms the findings of
Akgündüz et al. (2017), Çekmecelioğlu and Özbay (2014), Buil, Martinez and Matute (2016), Chiang
and Hsieh (2012), whose research likewise indicates that employees are more likely to show desirable
behaviours such as creativity if they undertake tasks that match their values. Finally, this also supports
the SCT in that employees will work even harder to maintain this congruence if the employee's own
values overlap with those of the organisation.
In the service sector, because it is almost impossible to compensate for customer dissatisfaction, customer demands and complaints should be met as much as possible. Employees in the service sector
should use their creativity skills to maintain and increase customer satisfaction. This study shows that
intrinsic motivation and meaning of work have increase employees' creativity behaviours.
As employees' intrinsic job satisfaction increases, they display more creative behaviours. Therefore,
managers should define acceptable service standards, create an organisation climate based on trust between practices and employees, provide career opportunities for employees and grant them authority
to increase their intrinsic job satisfaction (Araslı, Daşkın & Saydam, 2014). This will make it more
likely that employees will display creative behaviours.
This study also showed that when the meaning employees attach to their work increases, their job satisfaction also increases. Therefore, managers should provide feedback and share knowledge (Robbins et
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al., 2002) in order to increase the meaning of work and employee job satisfaction. This will ultimately
increase the display of creative behaviours by employees.
This study has several limitations. First, the data is specific to the employees at EXPO 2016, which
makes it is difficult to generalize. Further studies can collect data in different regions from different
events and focus on different themes. Comparison of findings from these different contexts will enable
greater generalisation. Another limitation is that the participants of this study are only employees.
Therefore, job satisfaction and creative behaviours are examined only from the employee perspective.
Further research can look into creativity and job satisfaction from the perspectives of managers and
customers as well as employees.
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