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Abstract
PURPOSE: This study examines differences in creativity at the workplace across tourism organizations in Lithuania, Poland, and 
Sweden. The aim of this study is to identify (1) whether creativity at the workplace differs between Lithuania, Poland, and Sweden, 
and (2) whether Lithuania, Poland, and Sweden differ systematically in reported creativity-supporting practices. According to the 
Global Innovation Index 2024 (WIPO, 2024), these countries exhibit diverse innovation ecosystems and creativity cultures, making 
them suitable locations for comparative research. METHODOLOGY: The study uses a cross-sectional, quantitative, cross-country 
comparative research design based on the CAWI (Computer-Assisted Web Interview) survey method. Data were collected in 2024 
from tourism organizations in Lithuania, Poland, and Sweden. The final sample includes 436 tourism enterprises. Creativity at the 
workplace was measured using Musek’s (2020) Creativity at Workplace Organization Scale. The surveys were conducted online in 
the respondents’ native languages, with their consent. Statistical analysis was performed using Statistica 13.1 PL software, applying 
nonparametric Kruskal-Wallis tests to compare countries and Multinomial Logistic Regression to examine relationships between 
countries and organizational practices. FINDINGS: The results show that creativity at the workplace varies greatly between Sweden 
and the other two countries, Lithuania and Poland. In Sweden, creativity at the workplace is significantly higher. The study identified 
different creativity-supporting practices: Sweden emphasizes innovation-based problem-solving, Lithuania focuses on reflective and 
customer-oriented practices, while Poland relies more on motivational and task-oriented methods. The results indicate that creativity 
at the workplace differs across the analyzed national samples and is associated with creativity-supporting practices. IMPLICATIONS: 
The study contributes to the literature on organizational creativity by providing cross-national empirical evidence on perceived 
creativity-supporting practices, which can be interpreted through the Componential Theory of Creativity, the Interactionist Model of 
Organizational Creativity, and Social Exchange Theory. In practice, this research highlights the need for country-specific strategies 
to promote creativity at the workplace in tourism: Sweden’s example demonstrates how integrated, leadership-driven innovation 
strategies can transform into perceived and actual creativity within organizations. Meanwhile, Lithuania and Poland may benefit 
from strengthening the national and institutional levels and from a more systematic implementation of creativity at the workplace. 
ORIGINALITY AND VALUE: This paper presents one of the first empirical, comparative studies covering three countries, 
examining creativity at the workplace in tourism organizations in one macro-region (the Baltic Sea region). The study provides 
empirical evidence of cross-national differences in creativity at the workplace and the associated creativity-supporting practices.
Keywords: creativity, creativity-supporting practices, tourism organizations, creativity at workplace organization scale, 
organizational creativity, Baltic Sea region, innovation culture, quantitative survey research, CAWI methodology, creativity 
measurement.
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INTRODUCTION

The concept of creativity at the workplace in tourism, which emphasises new products, services, and experiences, is 
becoming increasingly popular across Europe, as today’s dynamic, globalised environment makes it a crucial asset for 
organisations, especially in the tourism sector. The sector is highly influenced by rapid changes in consumer preferences, 
technological advances, and intensified competition, and tourism businesses need to continuously innovate and adapt 
(Bascavusoglu-Moreau et al., 2013; Montañés-Del-Rio & Medina-Garrido, 2020). Creativity is essential for tourism 
organizations to remain competitive and adaptable to new customer demands. It leads to innovation, service improvement, 
and high performance, which are crucial for achieving organizational success (Hasan, 2022). Creativity at the workplace 
is well known as a driver of innovation (Hoang et al., 2019; Patil, 2024) and the generation of new and useful ideas, which 
is the first stage of the innovation process. The integration of creativity at the workplace into tourism strategies is essential 
for sustainable growth and innovation, particularly in meeting the evolving expectations of modern tourists (Teodorescu 
et al., 2015; Benhaida et al., 2024; Damiasih, 2025). 

Despite the growing scholarly attention to creativity at the workplace, the existing literature continues to focus on large 
organizations in Western countries, without accounting for sector-specificities and cultural differences (Zhou & Hoever, 
2014; Bavik & Kuo, 2022; De Bernard et al., 2022). The tourism sector is often excluded from mainstream research on the 
dynamics of creativity and innovation (Pikkemaat, et al., 2019; Yachin & Ioannides, 2020; Sharma et al., 2024). Moreover, 
few empirical studies examine how national differences determine creative practices in the sector, despite the growing 
evidence of the influence of cultural and institutional contexts on innovation capabilities (Sarooghi et al., 2015; Ouyang et 
al., 2021; Yodchai et al., 2022). Furthermore, previous studies have mostly focused on single-country settings, and therefore 
the understanding of how national context relates to specific organizational practices of tourism organizations to shape 
creativity at the workplace is limited (Chen & Yu, 2024; Miron-Spektor and Paletz, 2024). Cross-border differences in the 
tourism industry exist (Huang & Crotts, 2019; Park et al., 2022; Williams & Makkonen, 2024), but empirical evidence 
linking these differences to specific organizational practices supporting creativity in tourism organizations is lacking.

The study compares three countries, i.e. Lithuania, Poland, and Sweden. According to the Global Innovation Index 
2024 (WIPO, 2024), these countries are characterized by different innovation ecosystems and creativity cultures, making 
them suitable locations for comparative research. Lithuania and Poland represent emerging innovation systems, while 
Sweden is a global innovation leader. Although all three countries share close regional ties and a certain cultural and 
economic proximity, they differ in organizational structures, cultural values, tourism development models, and other 
areas (Roman et al., 2020; Xie et al., 2021; WIPO, 2024). This choice keeps the regional context constant while ensuring 
sufficient diversity in creativity at the workplace, enabling us to more reliably assess how the specifics of the country’s 
environment relate to organizational practices that promote and support creativity.

The aim of this study is to determine whether creativity at the workplace differs across Lithuania, Poland, and Sweden 
and whether these cross-country differences are associated with distinct organizational practices. In this paper, we examine 
tourism organizations’ perceptions of their creativity at workplace and examine the relationship between country and 
creativity-supporting practices as captured by the Creativity at Workplace Organization Scale (Musek, 2020). Based on 
the above, we formulate two research questions (RQs) that directly correspond to our hypotheses and empirical strategy:

RQ1: Are there significant differences in the creativity at the workplace among Lithuanian, Polish and Swedish tourism 
organizations?

RQ2: Are there systematic cross-country differences in reported creativity-supporting practices among tourism 
organizations in Lithuania, Poland, and Sweden?

The research was partly carried out in the framework of the project „NordTournet-4: Developing the Creativity of 
Tourism Workers Through the Use of Artificial Intelligence Powered Tools to Create New or Improve Existing Tourism 
Services” (No. NPAD-2022/10078), while in Poland the data were collected separately using the same survey instrument.

The next section reviews the theory on creativity at the workplace in the tourism industry, national and cross-
country differences in creativity at the workplace and organizational practices and national differences in creativity at the 
workplace, then develops H1 and H2. Then, the methodology (research design, measures, sample and sampling procedure, 
data collection procedure, research ethics and method of analysis) is reviewed, the results are presented (methods: non-
parametric tests; multinomial logistic regression), and discusses the theoretical and practical implications, as well as 
limitations and future research directions.
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LITERATURE REVIEW

Creativity at the workplace in the tourism industry

Creativity is increasingly mentioned across various fields, including business. Although creativity is crucial to any 
organization’s innovation and survival in today’s competitive business environment (Lua et al., 2024), scholars 
researching and writing about organizational change pay little attention to creativity at the workplace (Woodman, 2024). 
Creativity is usually considered in the scientific literature as a  process of generating new and valuable ideas to solve 
problems, improve user experience, and create and implement innovations (Rampa & Agogué, 2021; Treffinger et 
al., 2023; Wingström et al., 2024; Gilson, 2024). Creativity at the workplace arises from the interaction of individual, 
organizational and cultural factors. According to componential theory of creativity (Amabile, 2011; Gong et al., 2023; 
Zheng et al., 2025), in addition to internal factors (domain-relevant skills, creativity-relevant processes, and intrinsic task 
motivation), the social environment in which the individual works is important for an employee’s creativity. According to 
the interactionist model of organizational creativity (Woodman, 2024), it can be considered as an extension of commonly 
accepted definitions of individual creativity into the organizational context and the creative behavior of organizational 
participants is a complex interaction that is influenced not only by past events but also by the characteristics of the work 
environment. The integrated model of dynamic problem solving within organizational constraints (Cromwell et al., 2018) 
views creativity as a  continuous cycle of identifying new problems, generating ideas, and solving them, all subject to 
organizational constraints. The theoretical approaches mentioned above allow us to understand creativity as a  multi-
layered phenomenon shaped by individual abilities, motivation, social environment, organizational structures, and other 
factors. The integration of these theories helps to reveal how creativity manifests itself not only at the individual level, 
but also at the organizational level, especially when it becomes a strategic resource in specific sectors. One such sector is 
tourism, where creativity is increasingly seen as a key factor in shaping innovative, attractive offerings.

In the context of tourism, creativity is increasingly recognized as an important component in creating unique and 
engaging tourist experiences that contribute to the economic and cultural vitality of travel destinations (Richards, 2020; 
Sharma et al., 2025). Creativity at the workplace is a key driver of competitiveness in the tourism industry, the integration 
of creativity into tourism strategies is linked to sustainable growth and innovation. Creative tourism has become an 
important trend (Benhaida et al., 2024). This approach is seen as a way to satisfy the complex needs of modern tourists 
and enhance the value of tourism products (Teodorescu et al., 2015). 

Creativity at the workplace enhances tourism organizations’ ability to innovate, adapt, and meet the evolving demands 
of tourists, thereby contributing to their growth and competitiveness. This relationship is evident in the way creativity 
influences service quality, customer satisfaction, and the overall value proposition of tourism products. Creativity at 
the workplace is essential for the evolution of tourism systems, allowing for the co-production of experiences between 
tourists and providers. This dynamic is crucial for maintaining a balance between innovation and continuity in tourism 
offerings (Richards, 2017). Creativity at the workplace in tourism organizations leads to innovation, improved service 
quality, and enhanced competitiveness. This is vital in a market where traditional methods are insufficient to meet the 
specialized demands of modern tourists (Hasan, 2022). Creativity at the workplace is an essential part of innovation, 
implying a growing need to determine methods for generating more and better ideas, which can then be commercialized 
and turn into innovations (Von Stamm, 2008; Meyer, Gerlitz & Klein, 2022).

Creativity at the workplace is identified as a crucial source of competitive advantage in the tourism industry, enabling 
organizations to differentiate their offerings and cater to the complex needs of modern tourists. This is particularly 
important in the context of creative tourism, which emphasizes unique experiences and innovative products (Teodorescu 
et al., 2015). The integration of creativity into the value chain of tourism organizations can significantly enhance the 
added value of tourism products, leading to increased consumer satisfaction and loyalty (Teodorescu et al., 2015). 
Creativity at the workplace is linked to the success of tourism organizations by fostering innovation, improving service 
quality, and enhancing operational efficiency. These factors are essential for maintaining competitiveness and achieving 
financial returns (Hasan, 2022). Creativity at the workplace in tourism can lead to the formation of competitive clusters 
(Odinokova, 2019; Scalabrini & Alves, 2022). The presence of creative tourism entrepreneurs significantly enhances the 
competitiveness and innovation of tourist destinations, thereby supporting regional development (Dias et al., 2025).

Creativity as a multifaceted phenomenon is well recognized in organizational contexts, but its expression may vary 
across national settings. Therefore, the next section examines how national and cross-country differences shape creativity 
at the workplace in tourism organizations across Lithuania, Poland, and Sweden.
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National and cross-country differences in creativity at the workplace

Integrating classical and contemporary theories of creativity (Amabile, 2011; Cromwell et al., 2018; Woodman, 2024; 
Zheng et al., 2025) and recent cultural research (Maimone & Sinclair, 2022; Miron-Spektor & Paletz, 2024), creativity 
at the workplace is not only the result of individual employee abilities and motivation, but also depends heavily on the 
cultural, organizational and national context. Maimone and Sinclair (2022) emphasized that national and cross-country 
differences are important for the development of creative processes at the workplace and noted that although the cultural 
dimension of creativity at the workplace has been established, studies describing creative processes in organizations 
often neglect national and cross-country aspects. According to Tang (2019), the main factors determining creativity 
are originality and usefulness, which are assessed in the specific context and may vary across cultures. Cross-country 
research in organizational creativity at the workplace suggests that perceptions vary significantly between national 
contexts due to differences in work values, institutional support, and management practices (House et al., 2004; Barth & 
Stadtmann, 2026). The fact that creativity is perceived, valued and promoted differently across countries is particularly 
relevant when analysing creativity at the workplace in the tourism sector in Europe, where cultural differences between 
countries such as Lithuania, Poland, and Sweden lead to varying levels of creativity.

The creativity of tourism organizations in Lithuania, Poland, and Sweden exhibits differences, influenced by various 
cultural, economic, and organizational factors. These differences are shaped by the unique characteristics of each country’s 
tourism industry, the role of creativity in its economic strategy, and the specific challenges and opportunities it faces. 
According to the Global Innovation Index 2024 (WIPO, 2024), Lithuania, Poland, and Sweden occupy different positions 
in the global innovation and creativity rankings. Sweden (2nd in the overall GII ranking, with a score of 64.5) remains 
one of the world’s innovation leaders. Sweden leads in Infrastructure (1st), Business sophistication (1st), Knowledge 
and technology outputs (2nd) and Human capital and research (3rd). Sweden ranks highest among the three countries 
examined in this paper in creative outputs, occupying the 6th position globally with a score of 57.8. According to the 
Global Innovation Index 2024 (WIPO, 2024), Lithuania ranked 35th overall (score 40.1) and Poland ranked 40th overall 
(score 37.0). These disparities reflect different levels of integration between national innovation ecosystems and the 
creative industries across the three countries.

The creative industries in Lithuania, as part of the Baltic Sea Region, are recognized for their potential to contribute 
to local and regional prosperity. The presence of cultural and creative industries (CCIs) is a  significant factor in the 
competitiveness and economic development of the region. The integration of creativity at the workplace into tourism is 
seen as a driver of sustainable urban development and innovation (Klein et al., 2021). The development of tourism clusters 
in Lithuania is supported by European Union programs that provide financial incentives and encourage competition and 
cooperation among tourism organizations (Rukuižienė, 2017). In Lithuania, the ongoing development of tourism clusters 
and creative networks highlights the importance of creativity in shaping the future of the tourism industry.

Creativity at the workplace is a crucial factor for the socio-economic development of Polish regions. It influences 
regional disparities and can lead to enhanced economic performance when effectively harnessed (Kola-Bezka, 2011). 
Organizations that adopt a  strategic approach to innovation, characterized by continuous creativity, are more likely 
to succeed in international markets. Despite the potential benefits, innovation processes in Polish tourist destinations 
are underdeveloped, with barriers including weak cooperation structures among organizations and other stakeholders 
(Panfiluk, 2023). However, market forces, including consumer demand, can drive innovation and creativity in the 
workplace in the tourism sector (Panfiluk, 2023). Polish tourism organizations are characterized by average and low 
innovativeness, with a  focus on sustaining rather than disruptive innovations. The tourism sector in Poland tends to 
implement incremental, adaptive innovations that improve organizational functioning but do not significantly alter 
market dynamics (Panfiluk, 2021). Additionally, regional studies in Poland highlight the importance of external factors, 
such as customer expectations, in driving innovation in tourism organizations (Zontek, 2015).

Creativity at the workplace plays a pivotal role in the development of tourism organizations, particularly in Sweden, 
where it is leveraged to enhance the tourism experience and foster economic growth. In Sweden, the integration of 
creativity into tourism development strategies offers significant opportunities for economic growth (Gustafsson & Ijla, 
2017; Eimermann et al., 2019). Sweden, as part of the Baltic Sea Region, benefits from a strong creative industry sector 
that contributes to its competitiveness and innovation. In Sweden, the creative atmosphere and entrepreneurial culture are 
particularly valued by tourism entrepreneurs, contributing to the country’s competitive advantage in the tourism sector 
(Dias et al., 2025). The country’s focus on sustainable development and the integration of creativity at the workplace into 
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tourism strategies is evident in its approach to fostering a creative atmosphere and quality of life, which are attractive to 
creative tourism entrepreneurs (Klein et al., 2021; Dias et al., 2025).

In summary, classical and contemporary theories of creativity show that creativity at the workplace depends not only 
on individual abilities but also on the external context, including national and cross-country differences. Research reveals 
that creativity at the workplace is perceived differently across countries, especially in the tourism sector, where national 
and cross-country differences shape creativity and innovativeness. Given differences in creativity across Lithuania, Poland, 
and Sweden, the hypothesis is formulated: 

H1. Significant differences exist in the creativity at the workplace of tourism organizations among Lithuania, Poland, and 
Sweden.

Creativity-supporting practices and national differences in creativity at the workplace

Creativity within organizations is a  multifaceted phenomenon influenced by various organizational practices and 
structures. National differences in creativity at the workplace can stem from how organizations foster and reward 
creativity, which involves creating an environment that encourages innovation and supports employees in generating new 
ideas. This environment is shaped by management culture, organizational structure, and individual creativity, all of which 
interact to promote or inhibit creative processes. 

A creative organizational culture is essential for fostering creativity. To better understand how this environment 
functions, it is essential to consider the role of organizational culture. A creative organizational culture is a key driver 
of innovation, and Social Exchange Theory (SET) offers a valuable framework for explaining this dynamic. According 
to SET, creativity is closely related to employees’ perceptions of organizational support and other factors (Inam et al., 
2021; Tripp, 2023). When employees feel valued and are given meaningful opportunities, they are more likely to engage 
in creative activities (Kassa & Tsigu, 2022; Aldabbas et al., 2023). In tourism organizations, especially those operating 
in culturally diverse environments, SET helps illuminate how employee-management relationships and customer 
expectations influence creativity and innovation (Meira & Hancer, 2021; Doğantekin, 2022; Revilla et al., 2023). In this 
study, Social Exchange Theory is not empirically tested through direct measurement of exchange-relational constructs, 
but rather used as a  conceptual framework to contextualize how supportive organizational practices may relate to 
perceived creativity at the workplace.

Based on this theoretical framework, practical organizational strategies play a crucial role in nurturing creativity. 
A management culture that actively supports and encourages employees to pursue new ideas aligned with organizational 
goals is essential (Dennett, 2022). Organizations that integrate human resource strategies with innovation tend to foster 
an environment that encourages creativity. This includes practices such as providing constructive feedback, linking 
performance assessments to professional development, and offering incentives for collective achievements (Parolin & 
Albuquerque, 2010). Moreover, a  supportive work environment that facilitates knowledge sharing and offers a  robust 
support system is vital for individual creativity (Hermida et al., 2019). Recognizing and rewarding creative achievements 
is a  critical practice for sustaining innovation (Lee et al., 2019). Encouraging employees to reflect on their tasks and 
performance can further stimulate creative thinking and lead to innovative outcomes (Leigh et al., 2013). Cultural 
structures that promote creativity, such as multicultural interactions and values that embrace both individualistic and 
collectivist approaches, enhance the overall creative potential within organizations (Hermida et al., 2019).

Cultural differences may influence how creativity at the workplace is perceived and valued within organizations, 
affecting the implementation of creative practices. Therefore, organizations must carefully balance structure and 
flexibility to create an environment that nurtures creativity while considering cultural and social factors that may impact 
creative processes. The national differences in creativity at the workplace among Lithuania, Poland, and Sweden can 
be associated with specific organizational practices that foster and reward creativity. These practices include fostering 
a creative atmosphere, making tasks more interesting, encouraging imagination, and rewarding creative achievements. 
The exploration of national differences in creativity at the workplace among Lithuania, Poland, and Sweden reveals 
a  complex interplay of cultural, cognitive, and motivational factors that shape creative processes and outcomes. Each 
country exhibits unique characteristics influenced by its cultural dimensions, historical context, and educational system, 
which, in turn, affect its creative capacities. 

Lithuanian creativity at the workplace is significantly influenced by national identity. Studies show that Lithuanians 
score higher on creativity when primed with national identity, suggesting a strong link between cultural pride and creative 
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expression (Tidikis et al., 2019). In the context of the Baltic countries, including Lithuania, the importance of the creative 
industries and the role of education in fostering creativity, especially in the fields of technology and design, is emphasised 
(Valantinaitė, 2015; Laurušaitė, 2016).

While specific studies on Poland’s creativity at the workplace are less detailed in the provided contexts, Poland’s 
cultural dimensions are conducive to innovation and creativity (Czerniak & Smygur, 2017). These cultural traits suggest 
a potential for high creative output, supported by a  focus on individual autonomy and long-term orientation. Family 
organizations in Poland that support employee development and team integration are more likely to introduce product 
innovations, underscoring the importance of a supportive, trusting workplace climate (Steinerowska-Streb & Głód, 2020).

Sweden is often characterized by a high degree of individualism and low power distance, which are favorable for 
creativity at the workplace and innovation. The Swedish educational and professional environments encourage autonomy 
and self-directedness, which are critical for engaging in creative work (Chiu et al., 2018). This cultural backdrop supports 
a robust creative economy, as evidenced by Sweden’s high rankings in global innovation indices (Jourdan & Smith, 2021). 
Organizations that foster a creative atmosphere tend to have a supportive cultures that encourage innovation and creativity 
at the workplace. This involves creating an environment where employees feel safe to express novel ideas without fear of 
criticism (Hermida et al., 2019; Kranich, 2022). 

In summary, creativity at the workplace is shaped not only by individual abilities, but also by organizational practices 
and cultural contexts. Organizational support, management culture, and structures that encourage innovation are essential 
for fostering creativity. Social Exchange Theory (SET) helps explain how support affects employees’ creative engagement, 
especially in culturally diverse sectors such as tourism. National differences significantly impact how creativity is 
perceived and practiced. These differences manifest in how organizations across countries structure their environments, 
support creative efforts, and reward innovation. Given differences in creativity across Lithuania, Poland, and Sweden, the 
hypothesis is formulated: 

H2. Lithuania, Poland, and Sweden differ systematically in the reported use of creativity-supporting practices.

METHODOLOGY

Research design 

This study draws on the Componential Theory of Creativity (Amabile, 2011; Zheng et al., 2025), the Interactionist Model 
of Organizational Creativity (Woodman, 2024), and Social Exchange Theory (SET)(Revilla et al., 2023; Tripp, 2023) 
as theoretical lenses to interpret cross-national differences in perceived creativity-supporting organizational practices. 
These theoretical assumptions guided the design of this study, which aimed to determine whether creativity at the 
workplace differs across Lithuania, Poland, and Sweden and whether these cross-country differences are related to distinct 
organizational practices. The tourism sector was chosen as the empirical context because it strongly depends on human 
creativity to co-create unique, experience-based products (Richards, 2020; Sharma et al., 2025) and because it reflects 
a complex interaction of individual, organizational, and cultural determinants of creativity (Dias et al., 2025).

The comparative cross-national design was chosen to capture national and cross-country differences in how 
creativity at the workplace is fostered, rewarded, and valued, as suggested by recent cross-country research (Maimone & 
Sinclair, 2022; Miron-Spektor & Paletz, 2024). Lithuania, Poland, and Sweden represent diverse cultural and economic 
environments within the Baltic Sea Region - ranging from emerging (Lithuania, Poland) to highly developed (Sweden) 
innovation systems (WIPO, 2024). This diversity allows testing of the hypotheses derived from theoretical assumptions 
that contextual factors significantly shape organizational creativity practices.

A cross-sectional quantitative study using the CAWI survey was conducted among tourism entrepreneurs in three 
countries: Lithuania, Poland, and Sweden. The study was conducted in 2024. 

Measures

Creativity at the workplace in tourism organizations was assessed using the Creativity at Workplace Organization Scale 
developed by Musek (2020). This scale assesses the level of creativity at the workplace - that is, the extent to which 
employees perceive their organization as fostering and rewarding creativity. A higher score indicates a higher level of 
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creativity at the workplace (Musek, 2020). A sample item from this scale is: ”Fosters finding new ways of doing things”. 
There are 20 items, measured on a 5-point Likert scale (1=not at all characteristic, 5=highly characteristic). A double-
translation (forward-backward) method was used: first, the text was translated into the target language (Lithuanian, 
Polish, or Swedish), followed by an independent back-translation into the original language (English). The translations 
were done by bilingual experts to ensure semantic equivalence. Content validity was further ensured through expert 
review of the translated versions. The survey instrument was pre-tested with a  small group of tourism organizations 
(n=10) to ensure clarity and contextual relevance of items.

Internal consistency reliability of the Creativity at Workplace Organization Scale was assessed in the present study to 
ensure its reliability within the current sample. The scale demonstrated excellent internal consistency, with a Cronbach’s 
alpha of 0.962.

Sample and sampling procedure

The sampling frame consisted of tourism-related entities listed in national business registers (based on the NACE classification 
of the tourism sector). In all three countries (Lithuania, Poland, and Sweden), electronic invitations to participate in the 
research were sent by e-mail to tourism-related entities included in the relevant national business registers. Data collection 
across all countries was carried out within the framework of the Nordplus research project, which served only as a funding 
mechanism (in Lithuania and Sweden) and did not influence the sampling design or the respondent survey procedures, 
which were the same in all countries. In Poland, the survey invitation was sent to 9,255 entities included in the national 
tourism business register (System Rejestrów Publicznych w Turystyce, turystyka.gov.pl), resulting in a  response rate of 
2.215%. In Lithuania, the survey invitation was sent to 1,509 entities included in the national Register of Tourism Service 
Providers (State Consumer Rights Protection Authority, Tourism Market Supervision Division, vvtat.lrv.lt), resulting in 
a response rate of 4.904%. In Sweden, the survey invitation was sent to 7,023 entities from the Companies Registration 
Office (bolagsverket.se) and the Statistics Sweden register (foretagsregistret.scb.se), resulting in a response rate of 2.236%.

436 complete questionnaires were collected (Lithuania: N=74; Poland: N=205; Sweden: N=157) (Table 1). As a result, 
external validity is limited, and the results should be interpreted as applicable only to the available sample. Nevertheless, 
the sample size is sufficient for intergroup tests of the three populations and for estimating polynomial models. The largest 
amount of data was collected in Poland, as it is the largest country, while Lithuania is the smallest country with relatively 
fewer tourism companies operating there; therefore, the smallest sample was collected (Eurostat, 2024). The characteristics 
of the surveyed companies are presented in Table 1. Respondents completed the survey in their native language. The survey 
was conducted only by owners and co-owners of tourism businesses, ensuring that each organization was represented by 
one respondent.

Table 1. Characteristics of the research sample (data in %)

Specifications
Lithuania Poland Sweden

N=74 N=205 N=157
The volume of employment <50 employees 82.43 87.32 85.35

51-249 employees 16.22 12.68 14.01
250 employees and more 1.35 0.00 0.64

The year in which the organization began its activities <2000 20.26 16.1 1.27
2000-2009 27.03 41.95 24.2
2010-2019 45.95 35.61 68.79
2020 and more 6.76 6.34 5.74

It should be noted that the dominance of micro and small tourism organizations (<50 employees) is consistent with 
the profile of the sector in the surveyed countries, where the majority of tourism organizations are small, family businesses 
(Eurostat, 2024). A small proportion of medium and large enterprises was also included in the sample, reflecting the 
actual structure of the tourism sector.
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Data collection procedure

The online survey was conducted over 3 to 5 months in 2024, depending on the country. This extended time frame 
ensured sufficient participation across tourism organizations in Lithuania, Poland, and Sweden, reflecting differences 
in response dynamics between countries. The survey was hosted on a secure platform and distributed via personalized 
electronic invitations. Two reminder emails were sent to increase the response rate, following best practices for online 
survey research (Sammut et al., 2021). Respondents completed the questionnaire in their native language (Lithuanian, 
Polish, or Swedish). 

The same online survey platform, invitation structure, and contact procedure were used in all three countries; invitation 
emails were standardized in content and format (translated into the respective national languages), and personalized only 
with the organization’s contact details.

Research ethics

Participation was voluntary, and before the survey began, respondents were informed about the purpose of the study, 
anonymity, and data processing (Artal & Rubenfeld, 2017; Jamal & Higham, 2021). Data were analyzed in aggregate form 
solely for research purposes, in accordance with research integrity principles. 

Before the study commenced, research teams from all three countries assessed potential ethical challenges arising 
from cross-national contexts and discussed them collaboratively. The final decision to conduct the study was approved by 
the Academic Council of Klaipedos valstybine kolegija, Higher Education Institution (KVK). The study was carried out 
in accordance with the KVK Code of Academic Ethics (approved by Protocol Resolution No. SV1-07 of the Academic 
Council of KVK on 30 September 2021) and was registered and confirmed by the KVK Applied Research and Project 
Activities Center (research registration No. TMV-205).

Method of analysis 

Statistical analyses were conducted using Statistica 13.1 PL software. The Kruskal-Wallis test for ranked data was used to 
compare creativity at the workplace across countries (to test H1). The relationship between country and organizational 
practices was estimated using multinomial logistic regression (MNL), with Poland as the reference category (to test H2). 
The study focused only on country comparisons, not on tourism organizations size or year of establishment, as no 
significant statistical differences were found when examining tourism organizations size or year of establishment.

Additional robustness checks were conducted. Organization size and age were included as control variables in an 
extended multinomial logistic regression model; the pattern of significant predictors remained stable. Multicollinearity 
was assessed using variance inflation factors (VIFs), which were below 4, indicating no serious multicollinearity. Internal 
consistency was high across countries (Lithuania: α=0.957; Poland: α=0.938; Sweden: α=0.962), suggesting stable cross-
national reliability of the scale. Formal measurement invariance testing (e.g., multi-group CFA) was not conducted; 
therefore, cross-country comparisons should be interpreted with appropriate caution.

RESULTS 

In the first stage of the research, entrepreneurs from 3 countries (Lithuania, Poland, and Sweden) were asked whether they 
consider their tourism organizations to be creative (Table 2).

Table 2. Creativity of tourism organizations in the opinion of entrepreneurs

Country Very creative Partly creative Neither creative nor 
uncreative Uncreative Completely 

uncreative
Sweden 80.25 12.74 6.37 0.64 0.00
Poland 39.51 54.64 4.39 0.00 1.46
Lithuania 43.24 50.00 5.41 0.00 1.35

Note: Chi-square test=76.964, p<0.001; V-Cramera=0.297, data in %



86 

Gita Šakytė-Statnickė, Anna Katarzyna Mazurek-Kusiak, Laurencija Budrytė-Ausiejienė  

Statistical analysis using the chi-square test showed a  significant difference in creativity at the workplace among 
tourism organizations across countries (Chi-square test = 76.964; p < 0.001). The V-Cramer coefficient value of 0.297 
indicates a  moderate strength of the relationship between the variables (Table 2). It means that although there is 
a relationship between the country and the creativity at the workplace, it is not very strong, but it is significant enough 
to indicate some differences between the groups studied. The highest level of creativity at the workplace is reported by 
entrepreneurs from Sweden, with 80.25% rating their tourism businesses as „very creative,” which significantly exceeds 
the results of entrepreneurs from Lithuania (43.24%) and Poland (39.51%). In Lithuania and Poland, the predominant 
response is „partly creative” - Lithuania (50.00%) and Poland (54.64%) - indicating moderate creativity in tourism 
organizations. In Sweden, this category has a much lower share (12.74%). A low percentage of those who consider their 
tourism organizations to be „neither creative nor uncreative” - Lithuania (5.41%), Poland (4.39%), and Sweden (6.37%). 
Only 0.64% of entrepreneurs in Sweden rated their tourism organizations as „not particularly creative”. There were no 
such responses in Poland and Lithuania. The percentage of „completely uncreative” tourism organizations is also minimal 
- Lithuania (1.35%), Poland (1.46%), and no such responses in Sweden. 

Nonparametric tests were used for the analyses because the data were derived from Likert-type scales and did not meet 
normality assumptions. The sample contained unequal group sizes and possible heterogeneity of variance and skewness, 
which violates key assumptions of classical parametric tests. The Kruskal-Wallis test operates on ranks, making it more 
robust to deviations from normality and outliers, and it remains accurate across diverse distribution shapes. Following 
a significant global result, post hoc comparisons of ranks with significance-level adjustment were used to reliably identify 
pairs of groups that differed (Stanisz, 2007; Mazurek-Kusiak et al., 2024).

The study compared creativity at the workplace across three countries using the Creativity Scale at Workplace 
Organization (Musek, 2020), which yields a sum score ranging from 20 to 100. Differences between groups were assessed 
using the Kruskal-Wallis test, which is suitable for ranked data and potentially non-normal distributions. The global test 
result indicated very significant differences between the studied countries: H(2; N=436)=153.419; p<0.001, ε²=0,350, 
confirming that the distributions of creativity scores are not identical across the compared populations and that the 
between-group effect has significant practical importance. Mean rank indices reveal a  clear order: Sweden achieved 
the highest mean rank (MR=317.97; N=157), while Lithuania (MR=168.55; N=74) and Poland (MR=160.35; N=205) 
recorded much lower and similar values. Post hoc analyses on ranks with significance level correction showed that 
Sweden differs significantly from Lithuania and Poland (p<0.001 in both comparisons), whereas the difference between 
Lithuania and Poland did not reach statistical significance (p=1.000), thereby consolidating the conclusion that Sweden 
> Lithuania ≈ Poland (Table 3). 

Table 3. Kruskal-Wallis test for creativity at the workplace of tourism organizations

Country Sweden 
MR=317.97

Lithuania
MR=168.55

Poland
MR=160.35 N Sum of ranks

Sweden <0.001 <0.001 157 49920.50
Lithuania <0.001 1.000 74 12473.00
Poland <0.001 1.000 205 32872.50

Note: p<0.001; H(2; N=436)=153.4190; MR-mean rank.

In light of these results, the most convincing picture emerges for Sweden, where the level of reported creativity in 
tourism organizations is significantly higher than in the other two countries, which may reflect differences in perceived 
work environments and creativity-supporting practices within the participating organizations. No differences between 
Lithuania and Poland suggest that in the current sample and with this operationalization of creativity, both populations 
are characterized by similar level of the tested construct, where the conclusions are of a  ranked nature and concern 
the position of distributions, not means in the metric sense. Therefore, the results partially confirm Hypothesis H1. 
Significant differences in creativity at the workplace among tourism organizations in Lithuania, Poland, and Sweden 
indicate that Sweden differs significantly from the other two countries, wheras no significant difference was observed 
between Lithuania and Poland. 

Entrepreneurs were then asked about aspects of this creativity at the workplace in tourism organizations. Twenty 
factors were evaluated. Multinomial logistic regression was used to examine cross-country differences. In addition, the 
correct specification (link choice and linearity on the logit scale on the predictor side), independence of observations, 
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sufficient information for each parameter (no serious separation), and no high collinearity between predictors were 
verified. The likelihood ratio test confirmed the global significance of the model: LR χ²(40)= 336.2734, p<0.001, which 
indicates that the included predictors significantly improve the fit relative to the null model and that the model as a whole 
is statistically valid. The goodness-of-fit measure is complemented by the pseudo-R² Nagelkerke = 0.6173, which indicates 
that the model specification captures a significant portion of the variance in the dependent variable (Table 4).

Table 4. Multinomial logistic regression results - significant predictors 

Comparison (vs Baseline) Predictor β OR 95% CI 
(low)

95% CI 
(high) p

Lithuania vs. Poland Cares for customers in efficient and creative ways 0.5938 1.8109 1.1700 2.8029 0.0077
Lithuania vs. Poland Fosters finding new ways of doing things -1.0554 0.3481 0.1919 0.6313 0.0005
Lithuania vs. Poland Stimulates employees to think and reflect over tasks 

and performance
0.8308 2.2952 1.2459 4.2281 0.0077

Lithuania vs. Poland Cares for employees who are more complex and 
thoughtful than others

1.1260 3.0834 1.8160 5.2355 <0.0001

Lithuania vs. Poland Avoids work that is too routine and tedious 0.4678 1.5965 1.0222 2.4936 0.0397
Lithuania vs. Poland Cares to make the tasks and jobs more interesting 

and attractive
-1.4128 0.2435 0.1339 0.4427 <0.0001

Lithuania vs. Poland Rewards creative achievements -0.5155 0.5972 0.3756 0.9495 0.0293
Sweden vs. Poland Performs many new approaches in production and 

marketing
1.0927 2.9823 1.6493 5.3927 0.0003

Sweden vs. Poland Is known for creative improvements 0.7546 2.1267 1.2833 3.5245 0.0034
Sweden vs. Poland Fosters finding new ways of doing things -1.3209 0.2669 0.1420 0.5017 <0.0001
Sweden vs. Poland Cares for employees who are more complex and 

thoughtful than others
1.1385 3.1222 1.7817 5.4713 0.0001

Sweden vs. Poland Cares to make the tasks and jobs more interesting 
and attractive

-0.6877 0.5027 0.2808 0.9001 0.0207

Sweden vs. Poland Provides positive thinking about creativity in 
management and executives

-0.8642 0.4214 0.2259 0.7860 0.0066

Sweden vs. Poland Finds good solutions for new problems 1.1127 3.0424 1.6575 5.5847 0.0003
Sweden vs. Poland Rewards creative achievements -0.5468 0.5788 0.3499 0.9573 0.0332

Note: p<0.05
Category: Sweden, Poland, Lithuania; Baseline: Poland; N=436; 
Pseudo-R²(Nagelkerke):0.6173; LRχ²:336.2734; df(LR):40; p<0.001; 
Pseudo-R² (Cox–Snell)=0.5376; CI - confidence intervals; OR - odds ratio.

Comparing Lithuania to Poland revealed several clearly positive effects. The strongest positive effect was observed 
for “Cares for employees who are more complex and thoughtful than others”, with an estimated odds ratio of 3.0834 (95% 
CI: 1.8160-5.2355; p<0.0001), which represents an approximately three-fold increase in the likelihood of being classified 
as Lithuania compared to Poland. The predictor “Stimulates employees to think and reflect over tasks and performance“ 
also increased the likelihood of being classified as Lithuania (OR=2.2952; 95% CI: 1.2459-4.2281; p=0.0077). Similarly, 
the predictor “Cares for customers in efficient and creative ways” was associated with an increased likelihood of being 
classified as Lithuania compared to Poland (OR=1.8109; 95% CI: 1.1700-2.8029; p=0.0077). “Avoids work that is too 
routine and tedious” was also positively associated with Lithuania (OR=1.5965; 95% CI: 1.0222-2.4936; p=0.0397). 
At the same time, significant negative effects were identified: “Cares to make the tasks and jobs more interesting and 
attractive” was associated with a decreased likelihood of being assigned to Lithuania compared to Poland (OR=0.2435; 
95% CI: 0.1339-0.4427; p<0.0001). A negative association was also noted for “Fosters finding new ways of doing things” 
(OR=0.3481; 95% CI: 0.1919-0.6313; p=0.0005) and “Rewards creative achievements“ (OR=0.5972; 95% CI: 0.3756-
0.9495; p=0.0293) (Table 4).

A  complementary, yet clearly pro-innovation profile emerges in Sweden compared to Poland. As in the case 
of Lithuania, a  high score in the category “Cares for employees who are more complex and thoughtful than others” 
increased the likelihood of being classified in the Sweden group (OR=3.1222; 95% CI: 1.7817-5.4713; p=0.0001), and 
the ability to “Find good solutions to new problems” was associated with a comparable, more than threefold increase 
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in likelihood (OR=3.0424; 95% CI: 1.6675-5.5847; p=0.0003) of being a Swedish organization. Organizations declaring 
that they “Performs many new approaches in production and marketing” also had a  nearly threefold increase in the 
odds of being classified as Swedish organization (OR=2.9823; 95% CI: 1.6493-5.3927; p=0.0003). “Is known for creative 
improvements“ also increased this probability two-fold (OR=2.1267; 95% CI: 1.2833-3.5245; p=0.0034). On the other 
hand, several practices showed significant negative associations: “Fosters finding new ways of doing things“ was negatively 
correlated with being Swedish organization (OR=0.2669; 95% CI: 0.1420-0.5017; p<0.0001), just as “Provides positive 
thinking about creativity in management and executives” (OR=0.4214; 95% CI: 0.2259-0.7860; p=0.0066), “Cares to make 
the tasks and jobs more interesting and attractive” (OR=0.5027; 95% CI: 0.2808-0.9001; p=0.0207) and “Rewards creative 
achievements” (OR=0.5788; 95% CI: 0.3499-0.9573; p=0.0332) (Table 4).

The results of this study support hypothesis H2. Lithuania, Poland, and Sweden differ systematically in the reported 
use of creativity-supporting practices. In both Lithuania and Sweden, the pattern of positive effects focuses on practices 
that enhance reflectivity and work complexity, as well as problem-solving skills, while more declarative and motivational 
elements, such as making tasks more attractive, emphasizing positive thinking, or rewarding achievements, are associated 
with lower odds of belonging to these categories compared to Poland. This configuration may suggest that, in the analyzed 
national samples, practices grounded in real-world operational and competency-based activities (reflection on tasks, 
problem-solving, and implementing new approaches) prevail rather than an emphasis on soft, image-related, or purely 
motivational aspects of a creative culture. At the same time, the discrepancy between the positive effects of “Caring for 
complex and reflective employees” and the negative effects of “Rewarding creative achievements” may result from the model 
being overloaded with interdependent dimensions or from the differences in meaning between competence development 
and formal reward mechanisms - the former type of practices may promote autonomy and quality of solutions, while the 
latter does not necessarily translate into operational effects after controlling for other variables.

It is important to remember the limitations specific to this type of research. The multinomial logistic regression 
model assumes independence of irrelevant alternatives; although the results are consistent and theoretically sound, further 
work is recommended to test parameter stability across variant specifications and to consider nested versions if national 
alternatives can be hierarchically ordered by institutional or cultural similarity. Self-reported creativity constructs may be 
subject to measurement error and differences in the meaning of scale items, and covariation among predictors can lead 
to dispersion of effects across related dimensions. Although the total sample size is adequate for MNL estimation, further 
research could strengthen inferences by increasing sample sizes within individual categories, employing variable selection 
or dimension reduction, and assessing robustness to alternative codings and transformations. Despite these caveats, the 
presented pattern of effects remains consistent: practices focused on reflection, complexity, and problem-solving have an 
advantage, while purely motivational strategies are relatively less important after controlling for other factors.

DISCUSSION

Statistically significant differences were found between creativity at the workplace of tourism organizations in Sweden and 
two other countries - Lithuania and Poland. Creativity at the workplace in the Swedish tourism organizations participating 
in the study significantly differs from that in Lithuania and Poland. Swedish respondents rated their organizations as very 
creative much more often than respondents in Lithuania and Poland. The observed differences can be further explained 
by cross-country research on creativity at the workplace, which highlights how national contexts are associated with 
differences in perceptions and practices of creativity at the workplace (McKearney et al., 2023; West & Richter, 2024). 
Previous studies have discussed the active integration of creativity at the workplace and innovation in tourism development 
in Sweden (Gustafsson & Ijla, 2017; Eimermann et al., 2019). According to the Global Innovation Index 2024 (WIPO, 
2024), Lithuania, Poland, and Sweden have different positions in the global context of innovation and creativity at the 
workplace. Sweden remains one of the world’s innovation leaders. Such contextual characteristics may offer a broader 
interpretive background for understanding the higher reported levels of creativity observed in the Swedish sample. The 
Swedish tourism sector benefits from a vibrant creative industry, a supportive entrepreneurial culture, and a national focus 
on sustainable development and innovation (Klein et al., 2021; Gustafsson & Amer, 2023; Dias et al., 2025). According 
to OECD, Sweden has actively promoted synergies between creative industries and tourism by supporting policies that 
encourage innovation, design thinking, and cultural engagement. 

However, since this study does not assess organizational policy or innovation-related outcomes, national policy factors 
may be considered potential contextual explanations. The results are consistent with previous cross-country research on 
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creativity at the workplace, which suggests that creativity varies significantly across national contexts due to differences in 
work values, institutional support, and management practices (House et al., 2004; Barth & Stadtmann, 2026). 

Within the analyzed sample, the observed cross-country differences appear consistent and statistically confirmed. 
These differences can be discussed in the context of broader conditions highlighted in previous literature; however, this 
study assesses only respondents’ perceptions and does not directly evaluate environmental or institutional conditions.

Based on these results, an analysis of specific organizational practices provides further insights into how reported 
creativity-supporting practices differ across national contexts. The analysis also confirms that tourism organizations in 
Lithuania, Poland, and Sweden differ systematically in their reported organizational practices related to creativity support, 
including the extent to which they encourage and reward creativity. These findings are consistent with the theoretical 
understanding that creativity at the workplace within organizations is a multifaceted phenomenon (Bratnicka, 2015; Lua 
et al., 2024). A creative organizational culture is essential for fostering innovation, requiring leadership that encourages 
employees to pursue new ideas aligned with strategic goals (Dennett, 2022; Yas et al., 2022; Gupta et al., 2024).

In addition, significant differences in reported creativity-supporting practices were identified across countries and 
each country demonstrated different organizational practices. Compared to Poland, Lithuanian tourism organizations 
are dominated by creativity-supporting practices that emphasize caring for complex and thoughtful employees than 
others, encouraging employees to think and reflect on their tasks in terms of their results, effective and creative customer 
care, and avoiding overly routine or boring work. This profile shows that Lithuanian organizations promote creativity by 
applying reflective and competency-based methods that promote deeper employee engagement and problem-solving. 
Lithuania’s focus on reflective practices and customer-oriented creativity at the workplace aligns with its Baltic context, 
where creative industries and education play a central role in fostering innovation (Valantinaitė, 2015; Laurušaitė, 2016).

Swedish tourism organizations demonstrate greater innovation and outcome-oriented, creativity-supporting 
practices. Swedish tourism organizations, compared to Polish tourism organizations, are characterized by a  strong 
innovation focus, a concern for complex and thoughtful employees, the ability to find good solutions to new problems, 
the application of new production and marketing methods, and a  reputation for creative improvements. The results 
support previous studies highlighting Swedish organizations’ strong capabilities in creative problem-solving, positive 
leadership, and innovation, particularly in the tourism sector, where collaborative management, advanced technology, 
and open innovation play an important role (Aas, 2016; Gustafsson & Amer, 2023). Swedish organizational practices 
often emphasize solution-oriented thinking and employee empowerment, fostering a psychologically safe environment 
where creativity can flourish (Marklund, 2024).

Polish tourism organizations, compared to Lithuanian tourism organizations, show a  stronger connection with 
practices that aim to make tasks more interesting and attractive, encourage the search for new ways of doing things, and 
reward creative achievements. Meanwhile, Polish tourism organizations, compared to Swedish tourism organizations, tend 
to place greater emphasis on seeking new approaches, encouraging positive attitudes toward creativity in management 
and leadership, pursuing more interesting tasks and jobs, and rewarding creative achievements. The results highlight that 
in Poland, the creativity-supporting practices focus on employee care and task attractiveness, reflecting a human-oriented 
approach. Previous research indicates that Poland offers favorable conditions for the development of business tourism 
products and demonstrates considerable diversity in its business tourism potential (Lipianin-Zontek & Zontek, 2021). 
Family organizations that support employee development and team integration are more likely to introduce product 
innovations, highlighting the importance of a  trusting and supportive workplace climate (Steinerowska-Streb & 
Głód, 2020). Polish tourism sector is characterized by a structure and types of innovations comparable to those found in 
other countries (Panfiluk, 2021).

CONCLUSION

The aim of this study was to identify (1) whether creativity at the workplace differs between tourism organizations in 
Lithuania, Poland, and Sweden, and (2) whether tourism organizations in these countries differ systematically in reported 
creativity-supporting practices.

First, it has been confirmed that there are significant differences in creativity at the workplace between tourism 
organizations in Sweden and those in the other two countries, Lithuania and Poland. The results show that Swedish tourism 
organizations report significantly higher creativity at the workplace than those in Lithuania and Poland, while Lithuania 
and Poland do not differ significantly in overall creativity scores. The absence or minimal number of indications of a lack 
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of creativity suggests that, across all the countries studied, entrepreneurs have a relatively positive view of creativity at the 
workplace in their tourism organizations.

Second, the results confirm that Lithuania, Poland, and Sweden differ in reported creativity-supporting organizational 
practices. The multinomial logistic regression analysis shows that specific organizational practices are differentially 
represented across countries, forming distinct national profiles. In Swedish tourism organizations, creativity at the 
workplace is integrated into everyday problem-solving, marketing, and production processes, with a strong emphasis on 
innovation. Lithuanian tourism organizations emphasize the importance of reflective and customer-oriented practices. 
Polish tourism organizations, in turn, reflect more people-oriented organizational practices, seeking to make work more 
interesting and to motivate creativity by rewarding creative achievements.

The findings contribute to the theoretical understanding of creativity at the workplace as a multidimensional and 
context-sensitive phenomenon, supporting the idea that the national context plays an important role in shaping the 
perception, support, and practice of creativity within the analyzed sample. The findings suggest that creativity at the 
workplace in tourism organizations may be shaped by organizational practices and broader national contexts. 

This study, situated at the intersection of tourism innovation and creativity at the workplace, contributes to a better 
understanding of how creativity at the workplace is implemented across tourism organizations operating in different 
national contexts. This interdisciplinary perspective highlights the importance of organizational creativity as a strategic 
resource for tourism innovation and provides a basis for future research seeking to link creativity-supporting organizational 
practices with broader innovation outcomes.

Theoretical and practical implications

The theoretical implications of the study results emphasize that creativity at the workplace in tourism organizations 
is a  culturally rooted and strategically important phenomenon. The results obtained in the study are consistent with 
key assumptions of the Componential Theory of Creativity (Amabile, 2011; Gong et al., 2023; Zheng et al., 2025), the 
Interactionist Model of Organizational Creativity (Woodman, 2024), and Social Exchange Theory (Revilla et al., 2023; 
Tripp, 2023) when these theories are applied as interpretive perspectives at the organizational and national levels. The 
findings suggest that national context may be associated with differences in perceived creativity-supporting practices 
within the analyzed sample. Swedish organizations, which reported the highest levels of creativity at the workplace in the 
analyzed sample, may be consistent with descriptions in cross-cultural literature that characterize Sweden as a low power 
distance and highly individualistic context (Bennett & Nikolaev, 2021). The Swedish leadership style, which emphasizes 
solution-oriented thinking and employee empowerment, creates a  psychologically safe environment that encourages 
creative expression (Marklund, 2024). These results confirm the theoretical concept that creativity at the workplace 
is a multifaceted construct (Bratnicka, 2015; Lua et al., 2024). In contrast, Lithuania and Poland demonstrate a more 
fragmented and localized approach to creativity at the workplace, which may limit its broader impact on the development 
of tourism organizations and competitiveness. 

This study provides empirical evidence consistent with the view that creativity at the workplace may function as 
a multi-layered structure linking organizational, and national contexts. The study’s practical implications suggest that 
Lithuania, Poland, and Sweden differ systematically in their reported creativity-supporting practices. 

Limitations and future research

This study provides valuable insights into creativity at the workplace in tourism organizations in Lithuania, Poland, and 
Sweden, but several limitations should be noted. The study was limited to only three countries, which may affect the 
generalization of the results.

Another limitation is related to the study design. The study uses a CAWI design, which captures relationships at 
a single point in time. This means that the directionality of the causal relationship cannot be confirmed. A longitudinal 
design would allow for the verification of causality.

The third limitation relates to the conceptual scope. The analysis focused on organizational practices and the country-
level context but did not cover individual-level factors (e.g., creative self-efficacy, creative mindset). Including these 
aspects in future research would provide a more comprehensive and multi-layered understanding of how creativity at the 
workplace arises from the interaction of individual and organizational factors.
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Given the low response rates (2-5%) and the voluntary nature of participation, the possibility of non-response bias 
and sampling heterogeneity cannot be excluded; therefore, cross-country differences should be interpreted with caution.

Future research should also employ mixed-methods, combining quantitative methods with detailed qualitative 
insights (e.g., interviews, case studies, or ethnographic methods) to capture the dynamics of creativity in the workplace.

Furthermore, as digital transformation continues to transform the tourism sector, future research should examine 
how the latest technologies, such as artificial intelligence, affect creativity in organizations, i.e., whether they enhance 
human creative potential or change its nature. This line of research is particularly relevant for policymakers and managers 
seeking to balance human creativity with the effective application of technology in order to achieve synergy.
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