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Abstract––Association of a creative potential of a sales 

manager’s personality with structural components of their 

activity style is revealed. It is noted that a creative component of 

a manager is the most important one among various factors 

determining the effective style of activity. Creative focus is 

regarded as a resource mechanism for implementing the style of 

activity of a manager. The reverse process is also considered: the 

impact of choice of different activity styles on the use of the 

resource of a manager’s creative potential. This means that the 

problem is posed as follows: whether a regulative component 

(choice of the style of activity) can influence the development of a 

cognitive component (latent creative potential). The research 

program includes three stages. The first stage is to study a 

creative potential of the sales manager’s personality according to 

five units of parameters (motivational, creative, professional, 

personal, social), which altogether represent the creative 

potential index. The second stage is to study the style of activity 

based on a model developed by the authors which includes a 

mathematical description of the index of the style of activity as a 

systemic parameter whose value simultaneously takes into 

account two focuses in the manager’s activities (both on the result 

and the client). The third stage is to reveal associations of 

structural components of the manager’s style of activity with 

their creative potential. The association of a creative potential of 

the manager with their arbitrary choice of one of the directions 

of the activity style is demonstrated. In the system of two 

interacting processes (regulatory and cognitive), creativity plays 

the role of a resource mechanism that optimizes the manager’s 

style of activity. 
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creativity index, activity style index, synergism 

I. INTRODUCTION

In modern Russia the social and economic situation 
requires the new qualities from the manager. A new 
management competence associated with the ability of a 
manager to select the most effective activity style, considering 

internal and external conditions in frequently unpredictable 
circumstances, has become especially significant. Under these 
conditions, the manager needs the ability to skillfully use their 
creativity as well as the ability to implement this creativity in 
daily activities, in order to be professionally competitive. 
Competent use of one’s creativity as a resource mechanism for 
an arbitrary choice of any activity style in the context of 
determinism principle involves considering a person’s 
behavior as a result of influence of a variety of external and 
internal factors. In our opinion, the creativity of the manager is 
the most important factor in selecting an activity style. In fact, 
a person’s creativity plays the role of ensuring the choice of 
the most adequate style of activity in a particular situation, 
which results in achieving the planned professional goal [1]. 
On the other hand, we may assume the opposite: the impact of 
the activity style on the use of the creative resource of the 
manager [2, 3]. Thus, Parker [4] noted that a more creative 
individual sometimes cannot achieve better competitiveness in 
their activities, if this individual cannot use their resource, 
selecting a style strategy. Representatives of humanistic 
psychology [5, 6] call the process of revealing one’s potential 
resource with its subsequent realization self-actualization, 
realization of one’s capabilities, personal growth, etc. 
According to humanistic psychology, the personal potential is 
an innate feature of any person’s mentality, and the degree of 
revealing this potential varies depending on a person’s 
professional maturity. 

Such reasoning is close to the concept of “the manager’s 
competitiveness”. Competitiveness determines the ability of 
an individual to use their psychological resource, overcoming, 
for example, fear and uncertainty to achieve a goal. In this 
way, creativity as an innate psychological component of the 
personality, and, especially, the level of revealing one’s 
resource when choosing an activity style, acts as the 
mechanism lowering the limitation of potential creative 
competitive abilities [7], i.e. the mechanism increasing the
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competitiveness of the manager’s professional activities in 
general. So, a conscious creative resource is a feature of 
creativity. A conscious creative resource allows the manager 
to select different activity styles within their psychological 
potential. If the assessment of the resource used is lower than 
that of the actual one, then the successful activities and, 
consequently, the competitiveness can be questioned. We have 
the right to assume that a creative potential can possess 
creative resources that are different by quantity and quality, 
depending on the degree of what how conscious they are and 
how skillfully they are used. 

The reverse process is also of interest: the influence of 
choosing different activity styles on the use of the resource of 
the manager’s creative potential. That is, the question is put as 
follows: whether a regulative component, the choice of an 
activity style, can influence the revealing of a cognitive 
component, a latent resource of the potential of creative 
competitive abilities. The theoretical assumption is that the 
style of activity is a way of realizing a creative potential of the 
manager. The division of the style of activity into components 
(directed towards business or an individual) [8] is determined 
by limited possibilities of the available creative potential 
(capabilities) of a manager in organizing the systemic 
functioning of two orientations according to the synergism 
principle.  

Hence, one should expect: 

• association of a high level of an integral parameter of
the manager’s style of activity with a high level of
realizing a creative potential;

• decrease of both the level of an integral parameter of
the manager’s style of activity and specific correlations
between the style of activity and parameters of their
creative potential provided that the style of activity is
directed towards either business or a person.

II. PROBLEM STATEMENT

Despite the focus on creativity creative orientation [9-11] 
and the style of activities [12-16], there are practically no 
investigations of the relationship between these two indicators 
of a manager’s personality. Nowadays, the undisputable fact is 
that the management efficacy depends directly on creative 
solutions of management problems. 

The manager’s activities take place in the conditions of a 
quickly changing situation, when it is required to analyze a 
great amount of information and, on this base, make an 
adequate management decision [17]. Due to these 
circumstances, the manager is, in fact, a creative organizer of 
production relationships in the “manager-employeer” system 
based on the manager’s personal creative potential. Thus, new 
requirements imposed on the manager’s personality and their 
effective functioning demand the study of relationships 
between the manager’s creative potential and their style of 
activity. 

III. RESEARCH PROBLEMS

• To study the resource of creative potential as the
mechanism of choosing an optimal style of the
manager’s activities.

• To reveal the influence of realizing different styles of
activities on the use of the manager’s creativity
resource.

IV. RESEARCH PURPOSE

To determine the relationships of the manager’s personal 
creativity potential with structural components of their style of 
activity. 

V. RESEARCH METHODS

A. Rationale for the choice of the research participants.

Sales manager is a seller, intermediary between the
producer and the consumer of goods. Their main task is not 
only to master the range of communicative PR – technologies 
necessary for successful sales but also foresee the future 
demand for goods [18-20]. Consequently, the sales manager 
realizes practically the set of qualities which directly 
personify, first of all, such creative abilities as readiness for 
non-standard decisions, flexibility of thinking, ability to 
generate the variety of ideas, ability to risk, etc.  

B. Methods and procedure of creativity orientation research

Theoretical prerequisites for an empiric research are the
following approaches to understanding a manager’s creative 
orientation as the most important resource mechanism for 
choosing the style of activity: 

• relations between a creative potential and the
manager’s style of activity “have two-sided nature: on
the one hand, the style is a result of creative activity, on
the other hand, the process of choosing and adopting a
definite style is a generating source of creativity and its
development” [16];

• the style of activity is a way to implement the potential
resource of a creative person in activity [15];

• the style of activity acts as the mechanism of
integrating different levels of one’s creative potential,
and as the most important condition for one’s personal
development [15];

• thanks to the style of activity a person can consciously
or spontaneously use and develop his creative potential
in the best way [3].

The first stage: selection and adaptation of methods for 
studying the creative potential of the personality of a sales 
manager. The analysis of various literary sources allowed 
distinguishing 29 indicators significant for implementing the 
creative potential of a sales manager, these are united into five 
units: I. Motivational; II. Creative; III. Professional; 
IV. Personal; V. Social. Altogether these components of the
creative orientation represent the index of the creative
potential (ICP).

The second stage: selection and adaptation of methods for 
studying the style of activity of a sales manager. When 
organizing a system of management relations with a client, a 
sales manager solves two problems: (1) to get a planned profit 
and (2) to satisfy the client. Two styles of activity correspond 
to these two management problems: (1) predominantly results-
oriented management, and (2) the client’ personality – 
oriented management. Using this approach, it is possible to 

Advances in Economics, Business and Management Research, volume 164

432



classify the work of a sales manager by types of activity 
styles: 

Type 1 – the manager seeking to increase the effectiveness 
of interaction in the “manager-client” system due to “hard” 
(administrative) methods of interaction with the client 
(authoritarian impact);  

Type 2 – the manager seeking to increase the interaction 
effectiveness in the “manager-client” system due to “soft” 
(democratic) methods and approaches acting on the 
personality of a client; 

Type 3 – the effective manager seeking to optimize the 
interaction quality in the “manager – client” system due to the 
synergetic effect from the reasonable use of “hard” and “soft” 
methods of impact on a client; 

Type 4 – the manager focused on the natural course of the 
manager-client interaction process. 

Thus, according to the systemic approach [21], the main 
indicators of the activity style include: (1) the manager’s focus 
on results (FR); (2) the focus on the communication subject – 
the client (FC); as well as (3) the integral indicator, the index 
of the manager’s activity style (IMAS), characterizing the 
synergic effect from the use of various combinations of two 
style focuses. IMAS is calculated by the formula (1): 

IMAS = (1,41×X×Y)/(X+Y) (1) 

where:  

Х – the manager’s focus on results (FR); 

Y – the focus on the communication subject, the client (FC); 

IMAS – the index of the manager’s activity style [7]. 

Methods for evaluating the manager’s activity style have 
been selected and adopted for the research purposes. The 
adaptation was carried out on the basis of theoretical and 
empiric analysis of the sales manager’s activities, the analysis 
of literary sources on the problem under consideration, as well 
as the above classification of the types of the manager’s 
activity. 

The third stage: identification of the association between 
structural components of the manager’s activity style and their 
creative potential. After processing the empiric data and 
calculating the correlation coefficients the analysis was carried 
out to confirm or reject the assumptions about the association 
between creativity and efficiency of the manager’s activity 
style. 

VI. RESULTS AND DISCUSSION

Identification of the association between creativity and 
efficiency of the sales manager’s activity style. Table I 
represents the results of assessment of the manager’s focus on 
the results (FR) and the client (FC), as well as calculated 
values of the generalized index of the manager’s activity style 
(IMAS) and the index of the creative potential (ICP). 

Tab. 1 shows that the average value of the sales manager’s 
activity style is characterized by the focus on the result – 
(9.64). This value is higher than the focus on the client – 
(6.40). IMAS of an average manager has the level – 3.52. In 
fact it means that if the manager has a sufficiently high focus 
on the result, then due to the low focus on the client, their 

integral indicator of the activity style decreases (in our case to 
3.52). When communicating with the client, the manager of 
this kind prefers “hard” interaction methods, mainly with a 
focus on getting a profitable result for themselves. The main 
results in business communication with a client can be 
achieved predominantly through rational, administrative and 
command methods of interpersonal management. At the same 
time the resource of the manager’s creativity remains 
unclaimed, though it could certainly contribute to the search 
for more effective interaction mechanisms, taking into account 
the characteristics of the client’s personal factor. 

TABLE I. RESULTS OF THE ASSESSMENT OF THE MANAGER’S ACTIVITY 

STYLE AND CREATIVITY 

FR FC IMAS ICP 

1 3.20 11.40 3.52 3.23 

2 12.80 5.70 5.56 4.64 

3 13.10 2.60 3.06 3.94 

4 6.30 2.50 2.52 3.88 

5 8.30 4.70 4.23 4.43 

6 13.10 6.50 6.13 4.05 

7 8.70 14.30 7.63 5.34 

8 6.75 10.60 5.81 4.85 

9 9.70 9.40 6.73 4.06 

10 11.70 3.80 4.04 4.03 

11 14.20 2.30 2.79 4.00 

12 4.10 6.30 3.50 3.87 

13 3.10 5.70 2.83 3.67 

14 6.00 11.40 5.54 4.12 

15 9.77 5.40 4.90 3.89 

16 12.30 3.10 3.49 3.40 

17 6.50 5.21 4.03 4.14 

18 12.20 6.40 5.92 4.20 

19 4.60 6.47 3.91 3.12 

20 12.80 4.40 4.62 4.56 

Av.values 9.64 6.40 3.52 4.09 

Deg.of dev. 4.09 3.41 1.69 0.51 

The association between the manager’s creativity and 
different types of activity style was studied using Spearman 
rank correlation coefficient [22] (Table II). 

TABLE II.  VALUES OF CORRELATION COEFFICIENTS 

IMAS FR FC 

ICP 0.649 0.302 0.335 

From the table it follows: 

• the presence of the evident connection between the
IMAS and the manager’s creative potential – 0.649 (by
Chaddok’s criterion) [22];
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• the presence of moderate connection between the
manager’s focus on results (FR) and the realization of
the creative potential equal to – 0.302;

• the presence of the moderate connection between the
manager’s focus on the client (FC) and the realization
of the creative potential – 0.335.

Thus, the first assumption made in the work is confirmed. 
In fact, the realization of creativity is associated with the 
effectiveness of the style of activity. At the same time, 
individual orientations (towards the result and towards the 
client) do not have a marked association with the level of 
creativity realization. 

Identification of influence of realization of different 
activity styles on the use of creativity resource of the manager. 
The following aspect of the analysis is to test the assumption 
that a spontaneously changing activity style provides different 
realization of creativity of the manager. This means that the 
inherently regulatory process of choosing an effective activity 
style necessarily leads the manager to changes in the cognitive 
sphere – the realization of a definite resource of their 
creativity.  

To test the assumptions made, the following actions were 
realized: 

• the values of the indices of activity styles (IMAS) and
its components (FR and FC) were distributed by levels:
high, medium and low;

• the groups of tested subjects were identified which had
high and low levels by the FR, FC and IMAS
indicators;

• the average values of creativity indicators were
calculated for each group;

• Mann-Whitney U-test was applied to prove the
association between the activity style and the
realization of the manager’s creative potential [22].

This criterion shows the reliability of the differences in the 
average values in both groups. In our case, we determine the 
reliability of the differences in the average values: 

• between the creativity levels for subjects with high and
low values of focus on the result;

• between the levels of creative potential for subjects
with high and low values of focus on the client;

• between the levels of creative potential for subjects
with high and low values of IMAS.

As a result: 

• significant differences in the indicator of creative
potential for two groups of subjects with high and low
values of focus of the activity style on the result were
not identified, i.e. the activity style focus exceptionally
on the result does not require significant changes in the
creative potential realization;

• significant differences in the indicator of creative
potential for two groups of subjects with high and low
values of focus on the client were not identified, i.e. the
activity style focus exceptionally on the client does not

require the involvement of additional resources of 
personal creativity; 

• a significant difference in the indicator of creative
potential for two groups of subjects with high and low
levels of IMAS was identified, i.e. the manager’s desire
to simultaneously use two focuses (on the result and on
the client) in order to increase the effectiveness of the
activity style requires them to attract and reveal the
creative potential resource in a different way. If the
manager strives to achieve an effective activity style
with equally high focuses on the result and on the
client, then this effectiveness provides a higher level of
their creativity realization.

VII. CONCLUSION

The used approach allowed us to visually illustrate the 
association of a regulatory component of the manager’s 
personality (an arbitrary choice of one of the focuses of 
activity style: authoritarian, democratic, optimal) with a 
cognitive component of the personality – creativity. Creativity 
in the system of two interacting processes (regulatory and 
cognitive) plays the role of a resource mechanism which 
optimizes the sales manager’s style of activity. 

Alongside this, the theoretical assumption that the style of 
activity is a way to realize potential creative possibilities of a 
manager was confirmed. The division of the style of activity 
into components (the focus either on the result or the client) is 
determined by limited possibilities of available creativity of a 
manager in organizing the systemic functioning of two focuses 
(on business and on a person) according to the synergism 
principle. So, on the whole the existence of association 
between the characteristics of the manager’s style of activity 
and their creativity has been proven. 
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