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Females are under-represented in advertising agencies by a ratio of 2.3 to 1. This 

paper examines the impact of gender proportions on an individuals regulatory focus 

(Higgins 1997). The theory of proportional representation (Kanter 1977) states that 

individuals in the severe minority within a group may be unable to acclimate to the 

group, causing performance and identification problems. Regulatory focus theory 

(Higgins 1997) states that there are two types of regulatory foci, a promotion focus and a 

prevention focus, which bring about different goal pursuits and strategies for success. It 

was predicted that proportional representation scenarios could induce regulatory focus, 

with majority representation inducing a promotion focus and minority representation 

inducing a prevention focus. Results from Studies 1a, 1b and 1c do not find support for 

this prediction. In Study 2, regulatory fit is used to explain the moderating effect of 

proportional representation on regulatory focus. Regulatory fit states that a match 

“between a person’s orientation to an activity and the means used to pursue that activity” 

(Higgins 2000, p. 1218) brings about a feeling of fit, causing the person to value and 

enjoy the task more and to have greater motivation on the task. It was predicted that 
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membership both in a promotion focus and in the majority or membership both in a 

prevention focus and in the minority should bring about a feeling of fit resulting in 

increased motivation and value placed on the task, thus better results on the task. Study 2 

tested seven dependent variables, and found support for fit for three of the dependent 

variables. In addition, one dependent variable measuring the generation of novel uses for 

a brick better supports the predictions of the theory of proportional representation than 

those of regulatory focus. Theoretical and practical implications are given. 
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CHAPTER 1: INTRODUCTION 

Neil French, worldwide creative director at WPP, sparked controversy in October 

2005 at a dinner and speaker series in Toronto (Boseman 2005). When asked why there 

were so few women creative directors, French said, “Women don't make it to the top 

because they don't deserve to. They're crap” (Creamer and Sanders 2005). The problem, 

in French’s view, was that women “wimp out and go and suckle something” (Cadwalladr 

2005). French’s comments have once again brought to the forefront conversations about 

women’s role in advertising creative departments.  

Women’s role in workforce is larger than ever before. Women earn 57.3% of all 

Bachelor’s degrees (Catalyst 2004) and represent 47% of the American workforce 

(Census 2003). In the marketplace, females “command 85% of what the Bureau of 

Economic Analysis values as $7 trillion in total personal consumption expenditures” 

(Chura et. al. 2002). 

 According to the AdAge Salary Survey, today’s advertising industry has a 

comparable representation of men and women throughout with 50.6% female averaged 

across positions (Endicott and Morrison 2005). However, in the creative department, 

women are underrepresented by a ratio of 2.3 to 1 (Endicott 2002). The situation 

intensifies at higher levels, where only four of the 33 nationally ranked agencies have 

women running their creative departments (Iezzi 2005; Sampey & O’Leary 2005). 

Females also are scarce among advertising’s creative elite, representing only 12% of One 

Club Hall of Fame members and 2% of those in the Art Directors Club Hall of Fame. 

 



 2  

 

Table 1.1 
Female Representation in Creative Halls of Fame 

Hall of Fame (Creative) Female Representation Year(s) of Female Induction 
The One Club 5 females, 43 members (12%) 1967, 1968, 1969, 1974, 2005 
The Art Directors Club 1 female, 49 members (2%) 1974 
 

The creative department has several characteristics that suggest a relatively 

homogeneous, male-dominant employee base may not be ideal. First, the position calls 

for creativity and innovation, and research has shown that diversity is “positive when the 

group’s performance requires creative problem solving and innovation” (Jackson 1992, p. 

169). Homogeneity, on the other hand, is superior for tasks that require proficiency and 

productivity (Jackson 1992). In addition, the gender make-up of the consumer, which is 

85% female, might suggest that increasing female representation would be beneficial. 

Building the meaning based model of advertising experiences (Mick and Buhl 1992), 

Stern and Holbrook (1994) draw from several literatures, including feminist criticism and 

reader-response theory, to develop a revised communication model, which takes gender 

and genre into account. The model suggests gender is an important part of the 

communication process, as it can influence both the author’s selection of cues, words and 

objects and the reader’s interpretation of the text. 

Although female representation in creative departments has been a mainstream 

topic in historical accounts of the advertising industry throughout the 21st Century (e.g. 

Goodrum and Dalrymple 1990; Merchand 1985; Fox 1984), academic research has not 

given comparable attention to the subject. Research on the topic has generally focused on 

only one aspect of the issue such as social networks (Ibarra 1992), risk (El Murad and 
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West 2003) or creative ability (Hartman 1988). Ibarra (1992), in a study of the network 

structure in an advertising agency, found that while men were able to form friendship, 

social and business ties with other men, women often formed friendship and social ties 

with other women and formed business ties with men. This put women at a disadvantage, 

as men were able to reap greater network returns by forming personal relationships with 

business ties. El-Murad and West (2003), in a study on risk and creativity, found that 

females, along with creatives with longer tenures and respondents with children, were 

more likely to be “risk averse” and were less likely to recently have received creative 

awards. However, in a survey of creative directors of the 196 member agencies of the 

Adcraft Club of Detroit, Hartman (1988) found that 91% of creative directors saw no 

difference in the creative level of males and females and 88% saw no difference with 

regard to ease of creative stimulation. Hartman concludes, “at least in the creative 

departments of advertising agencies, women have either achieved parity with men or are 

moving expeditiously toward that goal” (p. 8). 

Two papers have taken a more exploratory approach to determining the reasons 

for female under-representation within creative departments (Weisberg and Robbs 1997; 

Alvesson 1998). Weisberg and Robbs (1997) interviewed male and female account 

executives and creatives to probe their perspectives and concluded the two most 

important factors affecting female representation were the problems associated with the 

dual role of creative and mother and the sexist culture found in agency creative 

departments. The sexist culture was described as one in which a “traditional male 

sensibility” was desired, one in which males received a larger percentage of good 
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assignments. Alvesson (1998), in an ethnography of a Swedish advertising agency, found 

a strong division of labor, where men held all senior and creative positions while women 

filled a more supportive, service role. She observed that the highly ambiguous and 

increasingly feminized profession of advertising put a strain on identity for men, which 

caused the gender divide to grow larger as men tried to define creative work through 

masculinity. Because the advertising industry calls for “intuition and feeling” instead of 

more traditionally male values, males may experience unease and have the desire to 

enhance the masculinity of their work in order to support their own self-identity 

(Alvesson 1998, p. 997). 

While advertising-specific research is sparse, demographic diversity has been a 

topic of interest for organizational researchers for several decades. Research has shown 

that people who are demographically different will be perceived more negatively on 

average than those who are similar (Flynn, Chatman and Spataro 2001). In addition, as 

demographic difference between a person and others in his organizational unit increases, 

the person will be less psychologically committed to the organization, have a higher 

absence rate, and have a lower intention to stay at the organization (Tsui, Egan and 

O’Reilly, 1992). Further, an examination of superior-subordinate dyads found that 

“subordinates in mixed-gender dyads were rated as performing more poorly and were 

liked less well than the subordinates in same-gender dyads” (Tsui and O’Reilly 1989, p. 

414). They also reported higher role ambiguity and role conflict. 

Since relatively few studies have examined female scarcity in creative 

departments, and the available research has been disconnected and contradictory, there 
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are several research questions this paper seeks to examine. First, while some research 

explores reasons for female’s continued scarcity (Ibarra 1991; El Murad and West 2003; 

Weisberg and Robbs 1997), others suggest parity is fast approaching (Hartman 1988). 

Through a content analysis of the Communication Arts Advertising Annual in the years 

1984, 1994, and 2004, Chapter 2 seeks to determine whether females are gaining true 

parity in creative departments, as represented by credited creative awards in the annual. 

The analysis reveals that female representation, which was 8.2% over all decades, did not 

increase over the three decades examined. Females made up 6% of credited creatives in 

1984, 11% in 1994, and 6% in 2004. Second, armed with evidence that parity is not fast 

approaching, Chapter 3 presents findings from in-depth interviews with 13 female 

creatives to provide insight from their perspective on why women may be scarce in 

creative departments. The analysis reveals that the boys’ club culture that permeates 

agency creative departments results in the perception of reduced opportunities for 

females, who must work to overcome cultural hurdles brought on by their gender. In 

addition, the analysis suggests that the actions and behaviors of creative directors, fellow 

clients, and clients can serve either to attenuate or aggravate the situation. 

Next, given the empirical and qualitative findings of Chapters 2 and 3, Chapter 4 

employs literature from psychology and organizational science to formulate possible 

theoretical explanations for female under-representation in creative departments. 

Specifically, the qualitative analysis brought to light several factors contributing to the 

lack of females, and many of these factors correspond with Kanter’s (1977) theory of 

proportional representation, which states that groups of varying demographic proportions 
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may have different dynamics due to those proportions. For instance, females in groups 

heavily dominated by males should have predictably different experiences than females 

in balanced groups or in groups heavily dominated by females. Kanter’s theory of 

proportional representation states that there are three perceptual tendencies associated 

with severe under-representation within a group, as is the case with females working in 

male-dominant creative departments. First, token individuals garner more attention due to 

their demographic difference from the majority group (Kanter 1977). Due to their 

increased salience, they are heavily monitored than members of the majority population, 

thus every action takes on extra symbolic significance (Kanter 1977; Lord and Saenz 

1985; Taylor et al. 1978). The second perceptual tendency is contrast, and this occurs as 

members of the majority exaggerate the similarity among majority members and the 

exaggerate the difference between majority members and token minority members 

(Kanter 1977). The third perceptual tendency is assimilation, in which majority members 

stereotype token individuals through generalizations about their social category. The 

actions of token females are often distorted to fit stereotypical feminine roles and scripts, 

and females are often seen as status specialists meant to look over the interests of females 

rather than the group as a whole (Kanter 1977; Izraeli 1983). Chapter 4 reviews the 

literature on the theory of proportional representation and discusses the ways in which 

female creatives could be impacted due to the current gender make-up of creative 

departments.  

In addition, Chapter 4 explores regulatory focus theory (Higgins 1997) as a 

possible mechanism through which female creatives’ motivation and creative abilities 
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may be affected due the current environmental context within creative departments. 

Regulatory focus theory proposes that there are two regulatory mechanisms, a promotion 

focus on nurturance and a prevention focus on security, which bring about different 

strategies for goal pursuit (Higgins 1997). Regulatory focus theory is chosen in this 

research for two important reasons. First, regulatory focus theory is related to creativity 

in that a promotion focus is associated with increased creativity and a riskier, more 

elaborative processing style (Liberman et al. 2001; Friedman and Forster 2001). In 

contrast, a prevention focus is associated with decreased creativity and an increase in 

analytical thinking. Thus, it can be assumed that a promotion focus would be preferable 

for persons working in a creative department, where the position calls for creative insight. 

Another key reason for the application of regulatory focus theory is that research has 

shown a relationship between regulatory focus and several identity factors, including 

stereotyped identities (Seibt and Forster 2004; Smith 2006), stigmatized identities 

(Oysterman et al. 2007), and positive and negative identity expectancies (Keller and 

Bless, 2007). Because the proportional representation of females within a group has been 

shown to affect identification with that group (Kanter 1977; Ely 1994), this provides an 

excellent point of intersection between regulatory focus theory and the theory of 

proportional representation.  

After exploring these literatures, Chapter 5 articulates the research questions and 

conceptual framework developed from the literature review. The research questions to be 

addressed in the main study are: (1) Can demographic proportions in groups differentially 

affect the regulatory focus of majority and minority members of the group? and (2) Can 
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demographic proportions in groups affect outcomes related to creativity through 

induction of regulatory focus? Chapter 5 concludes with a set of hypotheses to be tested. 

Chapter 6 outlines the research methodology to test the hypotheses derived from the 

conceptual framework and literature review. The experimental method is implemented in 

an effort to understand the impact of social context, specifically proportions, on a 

person’s regulatory focus. Finally, Chapter 7 offers the implications and contributions of 

this research. 
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CHAPTER 2: A CONTENT ANALYSIS OF FEMALE REPRESENTATION 

IN THE COMMUNICATION ARTS ADVERTISING ANNUAL 

In past research, analysis of creative awards annuals generally served as an 

indicator of gender representation. For example, Weisberg and Robbs (1997) analyzed 

the One Show awards in 1994-1996 and found over three-fourths of the winning artists 

and writers were men. Therefore, in an attempt to ascertain whether females are close to 

achieving true parity among advertising’s creative elite, trends are examined through 

females’ representation in the Communication Arts Advertising Annual. Communication 

Arts is the leading trade journal for the visual arts (commarts.com). It publishes eight 

trade journals per year, with an Advertising Annual each December devoted to presenting 

the year’s best creative advertisements. Individuals and agencies submit entries to 

Communication Arts, which forms a nine-person panel of creative directors to judge the 

work.  

Specifically, a content analysis was carried out to answer the following research 

questions: What is the percentage of females in Communication Arts credited in the 

positions of art director, copywriter, and creative director? Did women’s creative 

presence in Communication Arts differ over the three decades represented by 1984, 1994 

and 2004? These research questions should provide a chronicle of the creative department 

and award system. If females had true parity in the department, this would be an excellent 

indicator, since it represents creative elite. Self-categorization theory (Turner 1987) 

suggests that individuals should compare themselves to other psychological groups in an 

attempt to increase their social self-concept by achieving positive distinctiveness. In a 
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system in which males are either more heavily represented, awarded or rewarded, the 

esteem of female creatives may be negatively affected as they compare the female in-

group to the male out-group.  

Three issues of the Communication Arts Advertising Annual were examined. A 

total of 737 ads were coded: 2004 (n=192 ads), 1994 (n=288 ads) and 1984 (n=257 ads). 

A codesheet was developed to ensure consistency and accuracy in analysis. Two coders 

examined each advertisement for the award title and the gender of all creative personnel, 

including copywriters, art directors and creative directors. Following procedures used by 

Goldin and Rouse (1997), names which could not be determined by the coder, such as 

ambiguous and uncommon names, were looked up on the website babynamesworld.com. 

If the gender was listed as either male or female, the gender was considered to be known. 

Names that could not be determined from the website (those listed as both male and 

female or not listed at all) were determined using data on social security card applications 

(ssa.gov). Whichever gender social security online cited as most common for a particular 

name was chosen for this study.  

Key Findings 

 In total, there were 2,447 creatives credited throughout the three issues examined. 

Of those creatives, there were 759 art directors, 88.1% of which were male. Of the 823 

copywriters credited in this analysis, 90.4% were male. Finally, 96.4% of the 865 creative 

directors were male. It appears that the representation in Communication Arts of 

advertising creatives is overwhelmingly male (91.8% across all positions and years 

analyzed). Table 2.1 provides the statistics. 
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Table 2.1 
Overall Gender Representation of Creatives 

 Males Females Total 

Art Directors 669  (88.1%) 90 (11.9%) 759 
Copywriters 744  (90.4%) 79  (9.6%) 823 

Creative Directors 834  (96.4%) 31  (3.6%) 865 
Total 2247 (91.8%) 200 (8.2%) 2447 

 
 

The next issue to determine was whether the presence of females in creative 

positions changed throughout the three decades examined. Females represented 6% of 

award winners in 1984, 11% in 1994, and 6% in 2004 (see Table 2.2). Thus, female 

presence increased and decreased equivalently, with no change overall in the decades 

examined.  

Table 2.2 
Gender Representation by Year 

 Males Females Total 
2004 Total 625 (94%) 43 (6%) 668 
     2004 AD 175 (90%) 20 (10%) 195 
     2004 CW 205 (94%) 13 (6%) 218 
     2004 CD 245 (96%) 10 (4%) 255 
1994 Total 878 (89%) 107 (11%) 985 
     1994 AD 250 (83%) 53 (17%) 303 
     1994 CW 280 (88%) 37 (12%) 317 
     1994 CD 348 (95%) 17 (5%) 365 
1984 Total 744 (94%) 50 (6%) 794 
     1984 AD 244 (94%) 17 (6%) 261 
     1984 CW 259 (90%) 29 (10%) 288 
     1984 CD 241 (98%) 4 (2%) 245 
*AD: art director; CW: copywriter; CD: creative director 
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Another issue examined through this content analysis was whether creatives 

generally tend to work in gender-homogeneous teams or in gender-heterogeneous teams. 

Crosstabulations revealed that while there were 560 all-male creative teams (copywriter 

and art director), there were only 15 all-female teams. Further, 131 teams were 

heterogeneous, with 88 having a female art director and a male copywriter and 43 having 

a female copywriter and a male art director (see Table 2.3).   

Table 2.3 
Copywriters * Art Directors 

 Male Copywriters Female Copywriters 
Male Art Directors 560 43 
Female Art Directors 88 15 
 

This is important in relation to research by Heilman and Haynes (2005), which 

found that females who worked in teams with males on a male-dominant task were less 

likely to receive credit for a successful joint outcome. “In at least 74 out of 100 (a 

minimum of 24% above chance) comparisons, men would be evaluated more favorably 

than women for their involvement in precisely the same excellent joint outcome, unless 

constrained otherwise” (Heilman & Haynes 2005, p. 915). This suggests that female 

creatives working in heterogeneous teams are likely to be at a disadvantage when 

decisions about promotions and raises are made.  

Crosstabulations were used to examine whether creatives were likely to work with 

creative directors with congruent genders. Analysis revealed that while 358 male art 

directors worked under a male creative director, only 2 female art directors worked under 

a female creative director (see Table 2.4). For copywriters, there were 407 males that 
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worked under male creatives, while only 3 female copywriters worked with female 

creative directors (see Table 2.5).  

These numbers are important in light of research by Sackett, DuBois and Noe 

(1991), which found that women who worked in positions with few female superiors 

were likely to receive lower performance evaluations than females who worked in 

positions where females were adequately represented in leadership positions. Research 

showing that subordinates in mixed-gender dyads are likely to be less liked (Tsui & 

O’Reilly 1989) is also relevant to this observation. 

Table 2.4 
Creative Directors * Art Directors 

 Male Creative Directors Female Creative Directors 
Male Art Directors 358 9 
Female Art Directors 68 2 
 
 

Table 2.5 
Creative Directors * Copywriters 

 Male Creative Directors Female Creative Directors 
Male Copywriters 407 8 
Female Copywriters 52 3 
 
Discussion and Implications 

 An analysis of the content of Communication Arts Advertising Annual in 1984, 

1994, and 2004 suggests that women were underrepresented in this creative awards 

annual. Females made up only 8.2 percent of the creatives specified in the issues 

analyzed, and their presence did not increase overall throughout the decades examined. 

These results conflict with research suggesting gender parity is expeditiously approaching 

(Hartman 1988), and it suggests their representation in Communication Arts is lower than 
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that of the One Show, in which males comprised 80% of award winners from 1994-1996 

(Weisberg and Robbs 1997). 

 Further, we were able to determine that females are more likely to be recognized 

as art directors (11.9%) than as copywriters (9.6%) or creative directors (3.6%). In an 

examination of the gender make-up of creative teams, we found that while 560 of the 

teams analyzed were all male, only 15 were all female and 131 were mixed-gender teams. 

Since there are so few female creative directors, males are more likely to work with a 

male creative director than are females to work with a female creative director. 

Although results from this research suggest that female presence in the creative 

awards annuals has declined since 1994, these observations are limited in scope since 

only one publication, Communication Arts, was used in this analysis. Considering these 

findings in conjunction with research indicating females currently are underrepresented in 

creative departments (Endicott 2002), the issue of female creative representation in 

today’s advertising industry requires in-depth exploration.  

This content analysis can provide insight on whether females are approaching 

parity, but it cannot offer insight into why this phenomenon continues to occur. When the 

goal is to examine directly the perceptions and beliefs of individuals as they interact with 

the world, qualitative research with the individuals most intimately involved is an 

appropriate methodology (Merriam 2002). Thus, in Chapter 3, in-depth interviews with 

13 female creatives provided information on why parity has not been achieved.  
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CHAPTER 3: A QUALITATIVE EXPLORATION 

EXAMINING FEMALE CREATIVES’ PERSPECTIVES 

Given the findings from the content analysis showing parity is not fast 

approaching, in-depth, semi-structured interviews with advertising professionals were 

carried out to understand the reasons and reasoning they associate with female 

underrepresentation in creative departments. Informants were recruited based on industry 

contacts of the researchers through an e-mail requesting participation in this study. E-

mail respondents were contacted to arrange a 45-minute phone interview. An interview 

protocol (see Appendix 1) was developed after a thorough review of the relevant 

literature. All interviews were semi-structured, with broad and open-ended questions, to 

allow for a more complete understanding of the phenomenon through the eyes of the 

informants. The interviews were audio taped and transcribed so that the researchers could 

systematically analyze the findings. Permission to audiotape the interview was obtained 

from all participants in the e-mail and again before the start of the interview. 

Informants were female advertising professionals with positions in agency 

creative department in the United States. Thirteen interviews with female creatives were 

conducted, 12 over the phone and one in a coffee shop. The interviews lasted 50 minutes 

on average, with the shortest lasting 35 minutes and the longest over 90 minutes. Table 

3.1 provides the demographics of informants and agencies. Care was taken to ensure that 

creatives at all levels within the department were represented in the sample. Anonymity 

was provided for all informants and their agencies so they could speak freely about their 
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experiences as a female creative (Arnould and Price 1993; Drumwright 1996; 

Drumwright and Murphy 2004). 

Table 3.1 
Demographics of Informants and Agencies 

Number of Employees 
Position  
  Junior AD/CW 1 
  AD/CW 6 
  Senior AD/CW 2 
  Associate Creative Director 2 
  Creative Director 2 
  
Age  
  20-30 7 
  30-40 3 
  40+ 3 
  
Ethnicity  
  Caucasian 11 
  African American 1 
  Hispanic 1 
  
Kids  
  Has Kids 2 
  No Kids 11 
  
Region  
  Southeast 1 
  Southwest 7 
  New York 3 
  West 2 
  
Agency Size  
  500+ 8 
  101-500 3 
  25-100 0 
  < 25 1 
  freelancer 1 
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The data were continuously coded and analyzed throughout the data collection 

process in an effort to recognize developing themes and patterns and to explore them in 

future interviews (Strauss & Corbin 1998). Further the analytic tools of open, axial and 

selective coding were implemented in order to extract meaning from the ideas and events 

referenced by respondents  (Strauss & Corbin 1998). This allows for categories and 

themes to develop directly from the interview data. 

Findings 

I remember when I was in high school or early college [15 years ago] I 
went to a portfolio review in Atlanta, and they had all of these speakers, 
and one of the speakers was like, ‘Turn and look at the woman closest to 
you, because that is the future of advertising. Women are going to be taking 
over advertising.’ And I have yet to see it in the creative department. 
 
An overwhelming majority of study informants have experienced gender 

inequities at some point in their careers. Only one informant did not report any gender 

inequity, and she worked for a small, female-run agency, then for a small interactive 

agency. Findings from the in-depth interviews are organized into three parts: (1) factors 

that contribute to female underrepresentation; (2) coping strategies females employ to 

succeed; and (3) tools of empowerment for female creatives.  

Major Factors Contributing to Female Underrepresentation 

There were two female creative directors at the agency when I arrived 
there. Within 6 months for one and within a year for the other, they had 
left. Because of the boys going in and taking key projects away from them 
and generally making their life not so great by trying to take all of the 
good work. And that is not fair, but that is reality. That’s how it works. It’s 
very territorial. 
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The female informants mentioned many factors paramount to their efforts to 

succeed within the creative department. Although the amount of perceived bias varied, all 

informants discerned factors in their work environment that seemed to make it easier for 

males to succeed. The discussion below summarizes the key themes found through 

analysis.   

Boys’ Club Culture 

The boys’ club culture was the overarching feeling that it was easier for males to 

succeed because the culture was built around the way males perform. Each female had a 

slightly different representation of the boys’ club. 

For some informants, it was a culture in which males were more comfortable 

socializing with and working closely with other males. Because many creative directors 

are males, informants felt it was “easier for [males] to get to the top because the system 

already has men at the top, and they can relate and become friends easier.”  One female 

creative noted, “The problem is that the people in the hiring positions are men, and they 

tend to hire the people that are most like them. That usually doesn’t include women.” 

The relationship forged by male superiors with subordinates consisted of going 

out for drinks after work and socializing on the weekends. Females were often unable to 

form this same bond. “If men at the top are friends with younger women, it can be seen as 

inappropriate.” Further, it appears that this social interaction between males led to 

greater opportunities at the office, in the form of better assignments and a greater chance 

to influence current work. “A lot of the work on the accounts got done when they were 

out doing this socializing on the weekends.” Another female said this, “If you’re friends 
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with them, they will let you know what’s coming down the pipeline. You kind of get a 

jump on the good projects, you know the gossip in the agency that might help you get 

better opportunities.” 

In addition to socializing with other males, female creatives noted that male 

creative directors generally seemed to prefer a particular type of humor, one most often 

associated with males. “It’s a different sensibility, where they think, ‘Oh the guy is going 

to give me more of what I am looking for.’” Further informants noted that male creative 

directors did not seem to understand the type of humor females created when working on 

a female-dominant brand. “They couldn’t relate to the spots in any way, so that to them 

was not funny or relatable. Even though they were not the target.” One female felt that it 

was a symptom of a much greater problem. “And I honestly feel that if I wrote a script, 

that my creative director would like the script more if the other male creative in the group 

read it. I just know that in my heart. They would be more open to it.” 

 The informant felt that because creative work is such a part of the individual, the 

creative director was unable to objectively evaluate the work. Hence, females felt the 

boys’ club culture of creative departments resulted in a lack of access to informal 

networks within the agency. This lack of access was vital, as it served to aid in the 

progress of males, but not females, within the department. 

The System 

I think probably lack of recognition and lack of money. The guys get it a 
lot faster, they get the promotions faster, they get the money faster. And 
it’s not because the women aren’t doing work, doing great work. It’s just 
that it’s not being handed to them. 
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Females often talked about “the system” or “playing the game” in reference to 

promotions, raises, and assignments. Because of the male-dominant culture of the 

creative department, “the system” has been based on male norms. “We operate differently 

in a system that is used to the way men operate.” Many women felt there was a 

fundamental difference in the way males and females worked the system. Informants 

described it as a situation in which “females ask” and “men take.” Females pointed to an 

“idealistic vision” to want to see the world as a fair place in which hard work and 

patience were rewarded. They did not feel that males shared this vision. 

For those creatives who had been in the business for a while, they saw the system 

as one that unfairly kept women from reaching the upper levels of the creative 

department. Because each creative director was able to decide for himself/herself how 

projects and promotions were awarded, many female teams were simply passed over in 

favor of males. Creative directors who rewarded based on creative awards could opt to 

give the best assignments, those with award-winning potential, to male teams. One 

female felt that this type of bias was “unconscious,” since the best assignments also 

happened to be those in which a male sensibility was preferred. 

 One informant felt that females started off on an uneven playing field. She 

described “the game” as one in which star teams get rated as A teams and others are rated 

B teams. Unfortunately, females are usually placed in the B team by default. 

Well, if you don’t somehow prove yourself with a big project with amazing 
creative right off the bat and get put on the A team, you’re on the B team. 
Once you’re categorized on the B team, it’s really hard to get in to play. And 
that’s the game. The game is, how do you get to be an A team in the first 
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place. […] I think it starts off as an uneven playing field to begin with. You 
are usually put in the B category, because you are a woman, to begin with. 
  

Pigeon Holing and Lack of Development Opportunities 

There is also the tendency from creative directors to put us on assignments 
that are more chick oriented. Like, they never wanted us to work on beer. 
Oh, girls they don’t understand beer. They can work on tampons, no 
problem. 

 
Every female interviewed felt she had been pigeon holed into female assignments 

throughout her career. At first glance, one may wonder why the females were opposed to 

working on female-typed products. The informants saw this as a greater question of 

society’s view of women. It seems that while clients often wanted creative, clever, and 

bold advertising for male products, they often were content with “trite advertising” when 

it came to women’s brands. One informant noted, “And that’s a problem that not only do 

the girls get stuck on the crappy girl assignments that men never have to work on, it’s 

interesting that clients also put more money and effort into men’s products.” 

 Because females knew that clients did not desire creative ads for their female 

brands, they felt that this offered them fewer opportunities to shine with regard to 

creative talent. “The male-driven accounts are going to be more entertaining and more 

conceptual, whereas the [household goods] type accounts that are female driven are going 

to be more advertising educational type of things.” 

 In general, females felt that the procedures in place for giving assignments did not 

work in their favor. Because the creative department awards creatives for producing 

creative, award-winning work, females felt being assigned to household goods accounts 

and other female assignments was detrimental to their success within the department.  
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Dual Role of Creative and Mother 

 Creatives often work hectic and unstructured schedules. They work until 2:00 

a.m. on busy nights, they work weekends, and they often go on photo shoots for weeks at 

a time. The women who climb the ladder of the advertising agency often wait until their 

career is established to have children. Many creatives indicated that child birth provided a 

catalyst for females to leave an industry with which they had long felt disillusioned. 

Since many females wait until their mid 30s to have children, disillusionment with the 

creative department and its many barriers for females is prevalent.  

And I am sure a lot of the moms realize that the tradeoff isn’t worth it.  
You’re going to miss you’re kids activities, plus you’ve got all these 
responsibilities with your kids, and it’s just easier to say, I don’t want to 
be gone for a month, I am done with this. 
 

 Further, an interesting point made by almost all informants was that most of the 

senior-level male creatives have stay-at-home wives. This added support at home allows 

male creatives to better manage their hectic schedules, and it may also impart added 

pressure not to leave the agency, since they are the sole household-income provider. 

Whereas the men can be like, oh yeah, I can stay late and my wife will 
watch the kids or I can go out of town and my wife will watch the kid, 
there is a little more of a burden on the women because they are doing that 
job too. They are doing the mom job and the work job. They don’t have 
stay-at-home husbands. 

 
It seemed there was a lack of harmony between society’s role for women and the 

culture of the creative department, which was built to more closely mirror society’s role 

for men. A large part of the culture is built around “shooting the breeze,” playing 

foosball, and socializing during work hours. These types of interactions and behaviors are 
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seen as a normal, even important, part of the creative process. Many of the females noted 

that once they had children, they started to work differently and more efficiently.  

When I first became a mom, and I was leaving the office at like 5:30 to go 
get my daughter from daycare, and I remember running into a creative 
person, right around the same level, getting on the elevator and he just 
looked at his watch, you know. He didn’t know that I had gotten there at 
8:00 in the morning, about two hours before him, or that I had worked 
through lunch while he was off having a two-hour lunch. But he was 
judging me by the fact that I was leaving at 5:30, because it is very much a 
perception, face-time thing. 
 
In considering each of the factors associated with female underrepresentation, the 

females found it was hard to get their voices heard in a system based on the norms of a 

male-dominant culture. One informant noted that because the department was 

“dominated by men, there’s less willingness or encouragement to change the system.” A 

creative director said, “It’s hard to be the lone voice, the minority in this majority.” 

Coping Strategies 

 Given the myriad of obstacles mentioned above, females have developed several 

coping strategies for success. It appears that rather than playing the game by the same 

rules as the men, females opted to play their own version of the game. Successful females 

increased their self-awareness and perception of the environment and actively took steps 

to ensure acceptance into the corporate culture through one of two strategies: self-

awareness: accommodation and extraversion and withdrawal: psychological and physical. 

Self-Awareness: Accommodation Strategy 

Many informants spoke of working to accommodate male creatives by ensuring 

males were comfortable having a relationship with them. Females mentioned the 
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importance of being friendly, being a good person, having a sense of humor, working 

hard, being good-natured, and making the experience positive for others. An informant 

noted, “I do believe that most women tend to bend over backwards. They do make it 

easier for people. They do make it a good experience all the way through.” 

Additionally, females chose to act as a non-threatening ally rather than a fierce 

competitor. “I think that women are a lot better at keeping creative directors from being 

more defensive. […] It’s because we can see right through them. Everything they do is 

born from such sensitivity, so whatever you can do to mitigate that and put yourself as 

the ally.” Another informant noted, “It’s naturally easier for us to see where people are 

coming from and do what we can to control it.” 

Self-Awareness: Extraversion Strategy 

 An alternative coping method was to be more extraverted by acting like one of the 

guys. Informants referred to it as being a guy’s girl, being a tomboy, or doing guyish 

work. This helped females relate to males and increased their chances of working on 

male assignments. Informants acted as one of the guys by learning to joke around as the 

guys do, being outgoing and being able to discuss topics the guys enjoy discussing. 

Seriously, being a guy’s girl is tremendously helpful in this part of the 
industry. And I don’t mean dressing like a guy. You know, just having a 
guy mentality. If you’re the kind of girl that can hang out with a bunch of 
guys and drink beer with them, if you know they feel comfortable talking 
with you, then that’s the type of personality that really works here. 

 
Psychological Withdrawal 

 A third coping mechanism was to separate work from the corporate culture and 

psychologically withdraw from the organization.  An informant said, “A lot of people 
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there are trying to climb the ladder, and they want to become creative directors there. I 

didn’t really want that, because I wasn’t really in to the corporate culture.” 

This led them to focus instead on the positive aspects of the work itself, 

separating it from the politics they faced within the departmental culture. “The 

relationship with advertising is a love/hate relationship. In order to do well, you have to 

just go in there and do your job.  I have a passion for advertising. I love it.”  Seeing the 

position as “just a job” allowed females to relieve the pressures associated with creative 

success or failure and to simply enjoy the freedom associated with creative work. 

Physical Withdrawal: Become a Freelancer 

One could argue that becoming a freelancer is just a heightened version of 

psychological withdrawal. Females fed up with the politics and the boys club culture 

often seek out positions as freelancers.  One female put it this way, “Some of those 

women end up becoming freelancers, too, so that they can stay in the industry and not 

have to be immersed in some of the parts that drove them away in the first place.” 

 Because their work is contract-based, freelancers have time off in between jobs. “I 

think it’s a great solution for women who have kids. But it’s also unpredictable. So that 

can be the downside.” For females disillusioned with the culture within the industry, but 

not with the duties of the position, freelancing can offer the best of both worlds. 

Burnout: Exit the Industry 

Females truly burned out by the politics and boys’ club culture often leave the 

industry to pursue another career. This is the ultimate in disassociation with the creative 
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department. The informants attributed career changes to burnout, lack of recognition, 

politics within the boys’ club culture, and disillusionment. 

Maybe they get burned out early by not being recognized soon enough, 
you know, thinking ‘God, I’ve worked my ass off and I haven’t gotten 
anywhere.’ So maybe it burns them out quicker because they don’t get 
recognized as easily. 

 
Empowering Actions, People and Processes 

Though several problems within the industry were unveiled through this research, 

the story is not all discouraging. The informants said most males did not consciously 

discriminate against women. “I don’t know that it’s overt or intentional that this sort of 

stuff happens. I don’t think that there is a great male conspiracy against us.” Instead it 

was more the result of being a minority within a majority-male department. “And you 

know, it’s not like the guys are all bad and evil. It’s just collectively, there’s just this vibe 

that is sometimes just challenging.” The discussion below discloses the persons and 

policies that served as tools of empowerment for female creatives. 

Being Empowered by Creative Directors and Other Creatives 

 Much of the feeling of success or acceptance within the department was 

associated with the relationship creative teams formed with their creative directors.  

Females who felt that they had a creative director who believed in their abilities reported 

having more positive experiences within the department. An informant noted, “I think we 

have been pretty lucky to have a lot of people backing us and believing in us. And I think 

that has helped. I think in the time we’ve had more support and more trust that we’ve 

become better creatives.”   
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Females with creative directors who actively endorsed their abilities to others 

reported gaining confidence. “We’ll have conversations and he will introduce me and 

say, ‘This is [creative’s name] and she is our phenomenal writer.’ Little stuff like that 

goes a long way.” In addition, having fellow creatives who appreciate the value of 

diverse viewpoints led to a positive impression amongst informants. “[Some of] the guys 

have actually valued the different point of view that I brought or the experience that I can 

speak to or that I drew upon, and found it helpful and valuable. It was good to be 

appreciated in that way.” Thus, having creative directors and fellow creatives who 

believed in the abilities of female creatives seemed to increase their motivation and 

satisfaction with the job. 

Empowering Clients 
 

“The client was like, ‘How can we be sure that you understand our 

business when you’re all male and the majority of our clients are female?,’” said 

one female about the ability of clients to empower females. While females did not 

want to be pigeonholed exclusively into female accounts and brands, they did 

receive some opportunities because the client sought out the female point-of-

view. “When I worked on [one account] and we had two female clients, they liked 

the fact that we were women. So it can actually work in your favor.”  

 This stood in stark contrast to clients who did not value female presence on the 

account, which can lead to very real consequences. “If the client doesn’t take you 

seriously and you can’t sell work because of it, then your creative directors are going to 
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start treating you differently because you aren’t selling anything.” Thus, clients, through 

acts of support and trust, also can empower and motivate female creatives. 

Agencies with Superior Work-Life Balance 

 Another empowering factor was the agency’s work-life balance. Female creatives 

seemed to appreciate agencies that had a greater respect for all employees’ home lives. 

An informant at an agency with greater work-life balance said, “There is a lot more 

respect for your personal time. You’re not expected to work every weekend. You’re not 

expected to work every night. If someone walks by and it is 8:00 to 9:00 at night, they’re 

like, ‘What are you doing here?’” 

 In contrast, some agencies seemed to have very little respect for personal time.  

“The culture is that you are never supposed to say no to any work. That’s not being a 

team player. You’re always supposed to take on more.”   

Discussion 
 
 A key finding from this research, paralleling the observations made by Ibarra 

(1992), suggests that females’ lack of access into informal networks can impact their 

success in the field. Furthermore, this research resonates with past research in identifying 

sexist culture and problems associated with the dual role of creative and mother as key 

contributors to female underrepresentation (Weisberg and Robbs 1997). None of the 

informants discussed gender differences in risk-taking (El-Murad and West 2003). This 

could be because it was not only females, but also creatives with children and older 

creatives, who were found to be risk averse in past research. Thus, females may have 

been unable to distinguish the gender skew alone. Additionally this research uncovered 
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that females take an active role in adjusting to their environment by utilizing several 

coping strategies. Finally, this research found that certain individuals and policies could 

attenuate the difficult circumstances for females.  

As with any qualitative research, the observations are based on the subjective 

experiences of the 13 female creatives interviewed. Yet it is pertinent to disclose that the 

diversity encountered with regard to age, position, and geographic region was far greater 

than the diversity of voice with regard to the problems faced by females in the industry.  

This study was not intended to estimate the proportions of females who 

experience discrimination within the field. Instead, it was intended to serve as a tool to 

better understand the procedures and interactions female creatives perceive as leading to 

female underrepresentation within the department. The categorization of themes provided 

by informants allows for better understanding of the types of behavior females perceive 

as inequity. This research, as well as past research in the area (Endicott 2002; Weisberg 

and Robbs 1997), suggests this is a problem that exists across agencies, thus it merits 

future attention from academia and industry alike. To this end, this research can serve as 

a starting point for a better understanding of how to improve the current system.  

A Call for Research Attention 

 This exploration started with a content analysis of Communication Arts in Chapter 

2 and found that female representation in the annual, which was 11% in 1994, has 

actually decreased five percentage points to the current 6% representation (which ties 

1984 representation). Thus, it does not seem that females have gained ground in creative 

awards annuals over the past three decades. Unfortunately, there has been a severe lack of 
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research into this very important phenomenon. Through in-depth interviews with 13 

female creatives, Chapter 3 explored the possible reasons for female underrepresentation 

as well as the coping strategies females employ to persist in the male dominant culture of 

the creative department.  

 The findings evoke theories from several relevant literatures. Collectively, the 

findings stem from gender inequities, thus research on proportional representation is 

relevant to the discussion. Kanter’s (1977) theory of proportional representation suggests 

that group culture varies depending on the demographic representation of the group. In 

addition, as females discussed the difference between situations in which they felt valued 

and undervalued, they spoke of the importance of the actions and behaviors of clients, 

creative directors, and coworkers, noting that a benign (versus a hostile) work 

environment was key to success as a female creative. Regulatory focus theory (Higgins 

1997) proposes that there are two types of regulatory focus, a promotion focus and a 

prevention focus. Individuals can have needs for safety and security (prevention focus) or 

needs for nurturance and achievement (promotion focus). While each person develops a 

chronic tendency to have one regulatory focus based on relationships with caretakers as a 

child, regulatory focus states can also be momentarily induced by “feedback from a boss 

to an employee or from a teacher to a student” conveying gain versus loss information 

(Higgins 1997, p. 1282). Thus, regulatory focus theory is invoked to examine the possible 

implications of proportional under-representation in a group context. 



 31  

CHAPTER 4: LITERATURE REVIEW 
 

 There are two general theories this paper builds from: regulatory focus theory 

and the theory of proportional representation. Regulatory focus theory (Higgins 1997) 

posits that there are two types of regulatory foci, a promotion focus and a prevention 

focus. Individuals in a promotion focus are sensitive to positive outcomes, and their 

natural strategy for goal attainment is to approach positive outcomes. They are eager to 

do well. In generating hypotheses, they are more likely to list as many alternatives as 

possible so as to avoid omitting anything. They are also more likely to partake in risky 

behaviors when generating ideas (Liberman et al. 2001; Friedman and Forster 2005). A 

prevention focus, in contrast, is a concern with responsibility and safety, where awards 

are given for avoiding potential dangers or misbehaviors (Higgins 1997). Thus, 

avoidance is the strategy associated with a prevention focus. Individuals generating ideas 

in a prevention state are more concerned with choosing proper answers and avoiding 

mistakes, causing them to list fewer alternatives, and to focus on those alternatives with 

higher quality (Seibt and Forster 2004). Research has shown that stereotypes can impact a 

person’s regulatory focus (Seibt and Forster 2004; Smith 2006), but the impact of 

proportional representation (Kanter 1977a; 1977b) on regulatory focus has not yet been 

examined. 

The second theory this paper builds from is Kanter’s (1977a; 1977b) framework 

assessing the impact of proportions on group interaction. Kanter examines the differential 

impact of large and small proportions of minorities on group life within the organization. 

Kanter (1977) examines the effects of skewed gender groups (85:15), which commonly 
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occur as females enter into male dominant fields. In skewed groups, majority members 

control the culture “in enough ways to be labeled ‘dominants’” (Kanter 1977b, p. 966), 

while minority members are treated as tokens of their category rather than as individuals. 

This paper argues that the male to female proportion within an organizational 

department or workgroup can have an effect on the regulatory focus induced by members 

of the group. Since a promotion regulatory focus has been shown to increase creativity, 

while a prevention focus decreases creativity (Friedman and Forster 2001, 2005), and 

since stereotypes can induce regulatory focus (Seibt and Forster 2004), it is posited that 

minority representation can induce a prevention focus and reduce creativity. Specifically, 

this paper is interested in determining whether it is feasible to posit that the current 

under-representation of females within advertising creative departments can have a 

detrimental effect on females by inducing a prevention focus and therefore inhibiting 

their most vital skill, creativity.  

Regulatory Focus Theory 
 

Regulatory focus theory is a motivational principle developed by Higgins (1997), 

which posits that “people are motivated to approach desired end states” (p. 1282). 

Higgins (1997) expanded on the hedonic principle, which states that individuals approach 

pleasure and avoid pain, to develop the theory of self-regulatory focus. The theory states 

that there are two distinct needs, nurturance needs for accomplishment (a promotion 

focus) and survival needs for safety (a prevention focus), which can alter the means by 

which an individual attempts to accomplish a goal or obtain a desired end state (Higgins 
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1997). Based on either a chronic or induced regulatory focus, individuals can have quite 

different motivational strategies for goal attainment.  

A promotion focus is associated with an increased sensitivity to positive 

outcomes, thus these individuals actively scan the environment seeking positive goals and 

outcomes to pursue. A promotion focus is associated with a focus on nurturance and 

accomplishment, and these individuals employ approach as a strategic means as they seek 

to approach matches to desired end states (Higgins 1997). In contrast, a prevention focus 

is associated with an increased sensitivity to negative outcomes and a desire to avoid 

negative outcomes (Higgins 1997). A prevention focus is associated with a focus on 

security and oughts, and these individuals use avoidance as a strategic means as they seek 

to avoid matches to undesired end states.  

The effects of a promotion or prevention focus apply “to both chronic and 

momentary goals and to both chronic and momentary goal attainment” (Higgins, Shah, 

and Friedman 1997, p. 524). Over a lifetime, each person develops a chronic tendency to 

have either a promotion focus or a prevention focus. This is developed based on how the 

individual’s parents rewarded and disciplined him as a child. For example, when parents 

reward a child for doing well and encourage him to explore, achieve, and overcome 

difficulties, the child is likely to form a chronic promotion focus (Higgins 1997). The 

child is likely to be motivated to achieve positive outcomes. Alternatively, when parents 

focus on safety and do not allow a child to explore or when parents choose to punish a 

child for failure instead of rewarding him for achievement, he is likely to form a chronic 
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prevention focus (Higgins 1997). The child is likely to become motivated to avoid 

negative outcomes.  

In addition to an individual’s chronic regulatory focus, regulatory focus can also 

be induced in several ways, including making gains or losses salient, activating ideal or 

ought standards, activating standards related to nurturance or security, or through motor 

actions. 

Inducing Regulatory Focus 

Regulatory focus can be induced in several ways. First it can be induced through a 

focus on nurturance needs (promotion) or security needs (prevention). For example, 

Friedman and Forster (2001) developed a manipulation in which participants completed a 

maze in which a cartoon mouse either found its way to a piece of cheese (promotion/ 

nurturance) or had to find its way through the maze to avoid a hovering owl (prevention/ 

security). In addition, regulatory focus can be induced by thinking of the ideal self or 

ideal situations with which to bring the self into alignment (promotion) or by thinking of 

the ought self and ought situations (prevention). For example, Higgins et al. (1994) asked 

participants to report on how their hopes and goals have changed over time (activating 

ideal self guides of promotion) or to report on how their sense of duty or obligation has 

changed over time (activating ought self guides of prevention). Third, regulatory focus 

can be induced when information in framed in terms of gains (promotion) or losses 

(prevention). Higgins, Shah and Friedman (1997) induced regulatory focus through 

differential framing of rewards for superior performance on a task. In the promotion-

framing condition, they informed participants that payment for participation was $5, but 
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participant had the chance to gain an extra dollar if the finished in the top 70th percentile.  

In the prevention-framing condition, participants were told that payment would be $6 for 

participation, yet the participant had the chance to lose $1 if his performance did not 

exceed the 70th percentile. Thus, the gain-non gain focus of promotion or the loss-nonloss 

focus of prevention were induced. Finally, Friedman and Forster (2000) provided 

evidence that regulatory focus can be induced through approach and avoidance motor 

actions. Arm flexion motor actions (pulling up on a table) produce bodily feedback 

associated with approaching positive stimuli, thereby inducing a promotion focus. In 

contrast, arm extension motor actions (pressing down on a table) produce bodily 

feedback associated with avoiding negative stimuli, thereby inducing a prevention focus. 
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Figure 4.1 
Psychological Variables with Distinct Relations to Promotion and Prevention Focus 
(adapted from Higgins 1997) 
 

Regulatory Focus Outcomes 

In addition to different ways to induce differential regulatory foci, a promotion 

focus and a prevention focus lead to different strategic means for accomplishment as well 

as different outcome sensitivity. 

Individuals in a promotion focus are more likely to be sensitive to positive 

outcomes and to use the strategic means of approach in order to obtain those positive 

outcomes (Higgins 1997). These individuals scan the environment and search for ways to 

achieve positive outcomes. In addition, a promotion focus has been shown to be 
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associated with cheerfulness- and dejection-related emotions. Emotions associated with 

success in a promotion focus include cheerfulness or happiness, whereas failure causes 

disappointment or dejection (Higgins, Klein and Strauman 1985; Higgins, Shah and 

Friedman 1997). 

Individuals in a prevention focus are more likely to be sensitive to negative 

outcomes as they use the strategic means of avoidance in order to avoid those negative 

outcomes (Higgins 1997). They scan the environment seeking out possible dangers.  

Upon detecting danger, they turn their attention to harm reduction as they seek out ways 

to avoid negative outcomes. Because of their emphasis on avoiding harm, they are more 

analytical, a strategy which helps to avoid negative outcomes. They want to avoid errors 

of commission. In a prevention focus, success is associated with the emotion of calmness 

or quiescence, while failure is associated with being tense or agitated (Higgins, Klein and 

Strauman 1985; Higgins, Shah and Friedman 1997). 

Regulatory Focus and Cognitive Processing 

Of particular interest to the examination of female creatives, regulatory focus has 

been shown to affect cognitive processing in idea generation, with a promotion focus 

leading to increased creativity and a prevention focus leading to decreased creativity.  

A promotion focus is a concern with attainment of aspirations, which encourages 

individuals to pursue all means of achievement (Higgins 1997; Seibt and Forster 2004). 

Individuals in a state of promotion are eager to do well. When generating ideas, they are 

more concerned with listing as many alternatives as possible, and they are concerned with 

ensuring against errors of omission (Liberman et al. 2001; Higgins 1997). Through its 
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focus on nurturance, a promotion focus leads to a more explorative processing style, 

which can improve detection of similarities and differences between exemplars 

(Friedman and Forster 2001, 2005). In hypothesis generation, these individuals are likely 

to generate more hypotheses, to discount fewer hypotheses, and to simultaneously 

endorse several hypotheses (Liberman et al. 2001). In idea generation, they are likely to 

have enhanced speed and to partake in a riskier, more adventurous processing style 

(Friedman and Forster 2001; Seibt and Forster 2004). They are more open to change, 

because change has the potential benefit of producing advancement and accomplishment 

(Liberman et al. 1999). In a problem solving context, their analytical abilities are 

diminished (Seibt and Forster 2004), and they are likely to use creative strategies 

(Liberman et al. 2001; Friedman and Forster, 2000, 2001, 2005). The increased creativity 

associated with the promotion focus means it is superior when there is a desire to 

“explore new causal connections” (Liberman et al. 2001, p. 17). Semin et al (2002) 

showed a linguistic preference as well, as individuals in a promotion focus prefer abstract 

(rather than concrete) language. Zhu and Meyers-Levy (2007) propose the cognitive 

mechanism through which promotion focus exerts it effects is through the adoption of 

abstract, relational elaboration, focusing on commonalities among disparate items. 

In contrast, a prevention focus is a concern with responsibility and safety, where 

awards are given for avoiding potential dangers, mistakes, or misbehaviors (Higgins 

1997). Individuals generating ideas in a prevention state are more concerned with 

choosing proper answers and avoiding mistakes, causing them to list fewer alternatives to 

avoid errors of commission and to focus on those alternatives with higher quality (Seibt 
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and Forster 2004). They engage in more risk-averse, perseverant processing (Friedman 

and Forster 2001), leading to higher accuracy in analytical thinking (Seibt and Forster 

2004). In generating hypotheses, they are likely to select a few hypotheses and to show 

more discounting of alternatives (Liberman et al. 2001). A prevention focus increases 

accuracy of judgments, which is useful when the goal is secure predictions (Liberman et 

al. 2001). In idea generation, they are likely to engage in analytical behaviors (Friedman 

and Forster 2005; Seibt and Forster 2004). A prevention focus “strengthens commitment 

to doing what is necessary or what can be done with assurance” (Shah and Higgins 1997, 

p. 455). Thus, these individuals are likely to reject change because it has the benefit of 

potential safety and security (Liberman et al. 1999). Semin et al (2002) found those in a 

prevention focus have a linguistic preference for concrete (rather than abstract) language. 

Zhu and Meyers-Levy (2007) propose the cognitive mechanism through which a 

prevention focus exerts itself is through the adoption of item-specific elaboration, 

focusing on the specific attributes of each item independent of others. 

To summarize, a promotion focus is associated with a risky, creative processing 

style, while a prevention focus is associated with an analytical processing style. Female 

creatives, who are in the business of developing creative ideas, could benefit from an 

environmental context that induces and fosters a promotion focus, and thus increases 

creative idea generation. However, because females are underrepresented, and because 

gender is a salient characteristic used in categorization and identification (Norton, 

Vandello and Darley 2004), females may encounter identity issues as they traverse the 

departmental landscape. One important line of research in regulatory focus theory 
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examines the relationship between regulatory focus and several identity factors, including 

stereotyped identities, stigmatized identities, and positive and negative identity 

expectancies. 

Regulatory Focus and Identity 

 Higgins’ (1997) model suggests that any information containing gain or non-gain 

information induces a promotion focus, while information containing loss or non-loss 

information induces a prevention focus. Thus, feedback such as, “You did not do well” 

contains non-gain information inducing a promotion focus, while the phrase, “You did 

not do poorly” contains non-loss information inducing a prevention focus. Seibt and 

Forster (2004) argued that this part of the model could be used to explain why positive 

and negative stereotypes should be able to induce differential regulatory foci, arguing that 

positive stereotypes render gains salient while negative stereotypes render losses salient. 

A negative self-stereotype establishes a negative reference point (loss-non-loss), which 

leads to the adoption of a minimal goal. Positive self-stereotypes, in contrast, establish a 

positive reference point (gain-non-gain), specifying a positive goal to be accomplished 

(Seibt and Forster 2004).  

Seibt and Forster found that “active self-stereotypes can change the strategic 

means of task performance by inducing regulatory foci” (2004, p. 51). Negative self-

stereotypes produce an avoidance strategy, which causes more risk-averse processing 

with higher performance accuracy and diminished creative thinking (Seibt and Forster 

2004). Positive stereotypes lead to a promotion focus, and thus a more creative, risky 
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processing. The promotion focus is beneficial to creativity, because it leads to eagerness 

and to an approach orientation with regard to the task.  

 While there have been several studies examining the relationship between 

regulatory focus and social identity, researchers have not agreed on the fundamental 

premise of whether stereotypes serve as an input, inducing a regulatory focus, or whether 

regulatory focus is a moderator of stereotype threat. Some researchers have examined 

positive and negative stereotypes as a variable to induce regulatory focus (Seibt and 

Forster 2004; Smith 2006), others have suggested only stigmatized (and not non-

stigmatized) identities can induce regulatory focus (Oysterman et al. 2007), and yet 

others have suggested that persons already in a promotion or prevention focus are then 

differentially affected by positive and negative stereotypes (Keller 2007; Brazy and Shah 

2006; Keller and Bless 2007). 

Seibt and Forster (2004) found evidence for their assertion that negative 

stereotypes induce a prevention focus, instigating an avoidance strategy focused on errors 

of commission, while positive stereotypes induce a promotion focus, associated with 

approach strategies and a focus on errors of omission. They assert that positive 

stereotypes induce a promotion focus through the gain/non-gain mechanism due to the 

positive reference point associated with positive stereotypes. Alternatively, negative 

stereotypes induce a prevention focus through the loss/non-loss mechanism due to a focus 

on a negative reference point leading to the adoption of a minimal goal. This effect 

should only occur in situations with high domain relevance, those situations in which the 

person’s self-worth is contingent (Seibt and Forster 2004). Smith (2006) found similar 
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results in her examination of performance expectancies. When confronted with negative 

stereotypes, females were likely to endorse performance-avoidance goals, which could be 

explained due to the role of prevention regulatory focus. 

Oysterman et al. (2007) found similar results when inducing regulatory focus by 

priming stigmatized social group memberships, but not when priming non-stigmatized 

identities. Priming stigmatized identities led to a prevention focus and an increased desire 

to vigilantly scan the environment and the social situation for possible threats. In 

addition, priming stigmatized identities led to an increased sensitivity to unfair treatment 

and an increased tendency to attribute to the situation (unfair treatment) rather than the 

self (self as part of the problem). This effect occurred only when stigmatized social 

groups were made salient (Oysterman et al. 2007).  

While some researchers have examined stereotypes as an input variable, others 

have examined the effect of negative stereotypes for individuals already in a prevention 

focus (Keller 2007; Brazy and Shah 2005). According to the differential sensitivity 

hypothesis of regulatory focus theory, individuals in a prevention focus are more 

sensitive to negative outcomes and expectancies (Ohman 1993; Keller 2007; Brazy and 

Shah 2005), thus they scan the environment for threatening stimuli (Ohman 1993). Upon 

detecting harmful stimuli, vigilance is cued, prompting withdrawal. Thus, individuals in a 

prevention focus are likely to be on alert for potentially threatening stimuli, causing them 

to be more sensitive to negative stereotype threats (Keller 2007; Brazy and Shah 2005). 

In addition, individuals in a prevention focus are likely to focus on minimal goals, such 

as avoiding the negative stimulus (Brendl and Higgins 1996). When individuals in a 



 43  

prevention focus feel others may be biased against them, their performance is affected 

(Brazy and Shah 2005). Those in a prevention focus underperform when negative 

stereotyped expectancies are made salient (Keller 2007). These authors argue that 

individuals in a promotion focus, however, are not affected by negative stereotypes 

because a promotion focus is associated with a focus on approaching positive outcomes, 

thus they scan the environment in search of positive outcomes to achieve and are thus 

unaffected by negative outcomes (Keller 2007). 

Thus, there is still debate over whether stereotypes, stigmatized identities, and 

positive or negative expectancies serve as an input variable or a moderator of regulatory 

focus. However, research has been able to determine that individiuals seek out mentors 

and role models who encourage strategies that fit their regulatory concerns. Thus, 

individuals with a chronic or induced promotion regulatory focus will seek out positive 

bosses, significant others and work groups, while prevention focused individuals will 

seek out and be motivated by negative role models (Lockwood, Jordan and Kunda 2002). 

Shah (2003) examined the impact that significant others, including “family, friends, or 

more general authority figures” (p. 424), can have on our goal commitment and goal 

value. He found that priming a significant other could affect the regulatory focus of 

participants.  

In summary, a promotion focus is associated with a more risky, creative and 

exploratory processing style, while a prevention focus is associated with improved 

accuracy, an increase in analytical thinking, and a reduction in creativity. Further, 

stereotypes have been shown to induce a regulatory focus, with positive stereotypes 



 44  

leading to a promotion, approach style and negative stereotypes leading to a prevention, 

avoidance style. While stereotypes and stigmatized identities have been examined with 

regard to their impact on regulatory focus, the effects of group proportions on minority 

and majority members of the group have not yet been explored. However, there is 

evidence to suggest that motivation can indeed be altered by the proportional 

representation of a social group. 

 

Proportions in Groups / Group Structure 
 

Gender is a salient feature in our society, and sex differences generate much 

attention from researchers and lay persons alike (Yoder and Kahn 2003). Many 

researchers have examined gender as a subject variable, or trait, while overlooking the 

importance of social context. Much of human behavior is context dependent (Rosnow 

and Rosenthal 1989; Yoder and Kahn 2003). Gender is a social construction (Gergen 

1985; Unger 1989; Yoder 2002) created through social interaction (Lorber 1994; West 

and Zimmerman 1987; Yoder and Kahn 2003). Oftentimes, gender stereotypes are made 

salient by task characteristics, context, or gender composition (Yoder and Kahn 2003). 

The theory of proportional representation (Kanter 1977) focuses on the immediate 

social context and its effects on thoughts and behaviors. Kanter discusses the importance 

of proportions on social life. The theory argues that groups with varying proportions of 

demographic segmentation (age, race, gender) have different dynamics. Kanter defines 

four group types that can be identified within an organization. Uniform groups are those 

in which only one major social category is represented. A uniform gender group, for 
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example, would have a 100:0 ratio of males to females. While there may be some 

variation between group members, the group is homogonous with respect to “salient 

external master statuses such as sex, race, or ethnicity,” (Kanter 1977a, p. 208). In 

contrast, balanced groups approach a 50:50 ratio. In this type of group, the culture and 

interaction between the subgroups are reflective of the balance between those groups, 

with outcomes depending more on other structural and personal factors rather than on 

subgroup proportions. In addition to uniform and balanced groups, Kanter defines two 

other major categories: skewed groups with an 85:15 ratio and tilted groups with a 65:35 

ratio. While minority members in a tilted group (65:35) may be able to affect change 

within the culture, minority members in skewed groups (85:15) have many more cultural 

hurdles to overcome. In skewed groups, the numerical majority are labeled “dominants” 

because they control the culture of the group, while the minority are labeled “‘tokens,’ 

because they are often treated as representatives of their category, rather than 

individuals” (Kanter 1977a, p. 966). One fourth of informants from the qualitative 

exploration in Chapter 4 cited examples of tokenism. One female noted, “They told me 

that they had only ever had one other female writer in their history, and they were very 

wary of female writers because they didn’t like this girl.”  

Dynamics of Tokenism 

Female tokens have been studied in many contexts, including salesmen (Kanter 

1977), law associates (Ely 1994), law students (Spangler, Gordon and Pipkin 1978), blue 

collar and clerical workers (Sackett, DuBois and Noe 1991), managerial and professional 

workers (McKeen and Burke 1994), zoo employees (Yoder and Sinnett 1985), military 
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cadets (Yoder 1983; 1989), nurses, accountants (Evans and Steptoe 2002) and 

policewomen (Ott 1989), among others. 

Kanter (1977) identified three perceptual tendencies associated with tokenism: 

attention, contrast, and assimilation. Token individuals garner more attention and their 

actions garner more awareness because of their demographical salience. The increased 

visibility caused by their salience within the group means that tokens are part of the 

spotlight within their organizations (Lord and Saenz 1985; Taylor et al 1978; Miner-

Rubino and Cortina 2004). Their uniqueness makes them stand out from the crowd, and 

they are heavily monitored by other members of the organization. This means that all 

aspects of their lives are under heavy scrutiny, from dating to friendships to work habits. 

Tokens are attended to more and their contributions, actions, and comments are easier to 

remember (Lord and Saenz 1983). “Proportions act at a magnifying glass. The smaller 

the minority, the greater these differences in status will be perceived to be” (Ott 1989, p. 

51). In Kanter’s research, “the women were visible as category members, because of their 

social type. This loaded all their acts with extra symbolic consequences and gave them 

the burden of representing their category, not just themselves” (1977a, p. 214). Tokens 

feel they are highly visible and under constant scrutiny. This causes them to suffer 

cognitive deficits and to perform below capabilities because they are preoccupied with 

self-distinctiveness and self-presentation (Lord and Saenz 1983).  

The second perceptual tendency, contrast, asserts that the addition of token 

individuals leads to “polarization and exaggeration of differences” (Kanter 1977a, p. 

210). When groups are uniform, the dominant culture may never examine itself. But with 
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the entry of token individuals, the numerically dominant population becomes more 

conscious of its actions. This causes the dominants to emphasize the commonalities 

among dominants and the differences between the dominants and the tokens. Females 

experience contrast and boundary heightening in the form of jokes, interruptions, or 

exclusion from informal networks (Kanter 1977; Dutton et al 2002). 

The third perceptual tendency when encountering token individuals is to 

stereotype those individuals through generalizations about their social type. Because the 

token’s social category is made salient due to her uniqueness within the group, her 

actions are distorted so that they fit the generalization of her social category. “In skewed 

groups, it is easier to retain the generalization and distort the perception of the token” 

(Kanter 1977a, p. 211). In addition, it may be easier for tokens to adopt the ready-made 

identity associated with their social category by conforming to stereotypes than to 

constantly battle distorted viewpoints. In order to cope with token status, female tokens 

call on traditional scripts of femininity to put males at ease. Females alter their own 

behaviors to prevent males from being uncomfortable with the presence of females 

(Izraeli 1983). In addition, because females are more salient and visible in skewed 

groups, they are more likely to be seen as “status specialists,” which are viewed to look 

after the special needs of women rather than the organization or group as a whole (Izraeli 

1983). Thus, three perceptual tendencies exacerbate the attention given to the actions of 

tokens. Research has shown that tokenism can be detrimental to tokens and dominants 

alike. 
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Effects of Tokenism 

Tokenism is associated with many negative outcomes. Females in male-dominant 

organizations report less job satisfaction (McKeen and Burke 1994), less inclusivity 

(Dutton et al 2002), and higher intention to quit (Burke and McKeen 1996). Tokenism 

can affect mental and physical health as well, leading to increased anxiety (Evans and 

Steptoe 2002), stress (Yoder 2002), and sick leave (Alexanderson et al 1994).  

Spangler, Gordon and Pipkin (1978) tested Kanter’s proportional hypothesis in 

two male-dominant law schools, one with a tilted sex ratio (67:33) and one with a skewed 

sex ratio (80:20). At the school with the tilted ratio, a higher percentage of women than 

men earned outstanding grades and fewer did unsatisfactory work. In contrast, at the 

school with the skewed ratio, men outperformed women even when achievement on the 

Law School Admissions Test was controlled for statistically (Spangler, Gordon, and 

Pipkin 1978). The authors also found that women in the skewed ratio school were less 

likely to speak in class, less likely to ask a professor for clarification on a topic, and more 

likely to have seriously thought of withdrawing from law school. The authors concluded 

that minority members’ performance was indeed impacted by the proportion of minorities 

in the group.  

Sackett, DuBois, and Noe (1991) examined the impact of gender and race rarity 

on performance evaluations in an attempt to present descriptive data to support Kanter’s 

hypothesis. Using archival data, they found that with regard to performance evaluations, 

“women are about half a standard deviation lower than men when women make up less 

than 20% of the group. When women make up more than 50% of the work group, they 
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are in fact rated more highly than men” (p. 266).  

Additional research shows that when a female and a male work together on a male 

sex-typed task, the female is likely to receive less credit for a successful joint outcome. 

“In at least 74 out of 100 (a minimum of 24% above chance) comparisons, men would be 

evaluated more favorably than women for their involvement in precisely the same 

excellent joint outcome, unless constrained otherwise” (Heilman and Haynes 2005, p. 

915). Heilman and Haynes (2005) found evidence that female performance must be in the 

top 20 percent in order to achieve perceptual parity with the average male. 

Research has also examined how perceptions of females’ abilities can be 

impacted when they enter into a male-dominant field. When a female is a rarity within a 

cohort, people often assume she was admitted due to preferential selection, which 

decreases perceptions about her abilities. Females in a skewed ratio group are perceived 

to be less qualified and to have a greater chance of failure than males in the cohort 

(Heilman and Blader 2001). When a female is assumed to be hired due to preferential 

treatment, this can lead even the female herself to have lower perceptions of her 

performance (Heilman, Simon and Repper 1987). It can also lead others to assume lower 

performance and leadership ability (Heilman and Alcott 2001).  

Proportional inequities can have effects beyond stereotyped perceptions of 

females’ abilities. Ely (1994) examined gender inequities within senior positions of an 

organization and the impact those inequities can have on the relationships that female 

subordinates form with female leaders. Ely proposed that the clear delineation between 

high and low-status work groups (as is the case with gender in a male-dominant field) can 
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cause those in low-status groups to emphasize differences between themselves and other 

low-status members in order to maintain a positive self identity. “Work relationships 

between women thus are likely to be negatively affected when there are large disparities 

between men and women” (p. 204). 

Ely (1994) found that in organizations with few women in senior positions, 

women lower in the organization harshly criticized those females who had attained 

success. The under-representation of women in top management positions may indicate a 

lack of opportunity for upward mobility, causing females to disassociate and dislike the 

few females who have achieved success.  

In contrast, in firms with many women in positions of authority, subordinate 

women are able to use social identity to form alliances with females in power (Ely 1994). 

Identification makes support and empathy possible. In a study of unions, Mellor (1995) 

found similar results. When there was adequate female leadership, females reported 

higher competence and opportunity to participate. Mellor suggests a higher composition 

of females in leadership positions may indicate greater opportunity for females (Mellor 

1995). 

While most researchers have focused on how females are affected by female 

under-representation, there is some evidence to suggest that males can be negatively 

affected by female under-representation as well. The male majority in skewed groups (vs. 

balanced groups) see females as having less power (Izraeli 1983). Males may be 

negatively affected when they feel the women around them are devalued (Bond et al. 

2004). Female under-representation can lead to decreased job satisfaction and increased 
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psychological distress for both males and females within the organization (Bond et al. 

2004; Miner-Rubino and Cortina 2004).  

Gender rarity can signal to those in the organization that females are less qualified 

(Heilman and Blader 2001) and have lower status (Ely 1994). Further, the efforts of 

females in a male-sex typed position can be overlooked and underrated due to the over-

presence of males in the position (Heilman and Haynes 2005). This can further affect the 

performance evaluations given to females in token positions (Sackett, DuBois, and Noe 

1991). All this suggests that individuals are indeed impacted by the proportions they 

encounter in organizational life. Kanter suggests that token members are less likely to 

acclimate to the organization. Further, research has shown that both males and females 

are negatively affected when the department is skewed heavily male (Bond et al. 2004; 

Miner-Rubino and Cortina 2004). However, there has been debate in the literature with 

regard to whether male tokens are affected in the same manner as female tokens.  

Gender and Status 

Kanter’s (1977) theory is simply about Xs and Os, regardless of whether the 

group is a male majority or a female majority, and some research has shown support for 

that assertion. For example, Lord and Saenz (1983) experimentally manipulated 

proportions and found that male tokens were affected by tokenism in levels comparable 

to female tokens. However, as this research stream has evolved, there has been support 

for the notion that the experience of being a token may be different for males than for 

females (Yoder 1991; Zimmer 1988; Yoder and Kahn 2002). Researchers have attributed 

this difference to the differential status conveyed upon males and females in our society. 
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Sex and status are correlated, in that males have a greater status than females (Laws 

1979; Lockheed 1977; Webb 1984; Ott 1989). Females hold less social power (Johnson 

1976) and typically work in jobs that are valued less and have less status (Blau et al. 

2001; Bond et al. 2004). Social power theories state that those with little power are more 

likely to be subject to abuses of power by others (Miner-Rubino and Cortina 2004). Thus, 

it is worse to be a token who is also in a low status social group, making tokenism more 

detrimental to women and minorities than to males and whites (Gutek 2001; Miner-

Rubino and Cortina 2004; Thompson and Sekaquaptewa 2002).  

The entry of low status individuals into a profession leads to increased 

discrimination as the majority tries to prevent additional entry. Men with majority status 

are more likely to perceive women as disruptive and to restrict their access to informal 

networks (Gutek and Cohen 1987; Nivea and Gutek 1981; Kanter 1977; Mellor 1995). 

Males resist when females enter into a profession. However, females do not resist when 

males enter traditionally-female occupations (Ott 1989). Low-status majorities treat high-

status minorities with the traditional deference and respect (Ott 1989). Being a token may 

be advantageous for males due to the high-status nature of their gender. Thus, being more 

salient, being noticed more, could lead to a more positive image for males due to their 

already high-status gender (Ott 1989). When a male succeeds in a typically-female 

profession, there are fewer negative effects or characteristics associated with his success 

(Yoder and Schleicher 1996; Yoder 2002).  

Thus, there is still debate over whether male tokens and female tokens experience 

skewed groups in the same way, with some literature suggesting all tokens have the same 
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experience (Kanter 1977; Lord and Saenz 1983) and others suggesting female tokens 

experience more negative outcomes than male tokens (Ott 1989; Yoder 1991; Yoder 

2002). Regardless, the effects of tokenism have been shown across many contexts, and 

researchers have offered several possible solutions for the issues associated with 

tokenism. 

Alleviating Negative Outcomes 

Social context is an important factor to consider when examining performance 

through the lens of gender. People are likely to react differently based on the social 

context, and factors like the proportional representation of each subgroup and the status 

of each group are salient determinants (Yoder 2002). Proportions can act as a signal or 

cue about organizational values (Dutton et al. 2002; Miner-Rubino and Cortina 2004). 

There are several steps organizations can take to increase acceptance of minority 

members into the organization. As Kanter (1977) suggested, organizations can increase 

the percentage of the token group relative to the majority group. Increasing the 

percentage of the minority relative to the majority diminishes the salience of the minority 

group and alleviates the heightened self-consciousness tokens may feel (Lord and Saenz 

1983). As the percentage of a token group increases, token individuals report fewer 

problems. For example, Jackson et al. (1995) found that as the number of African 

Americans in a work setting increased, African Americans reported fewer problems 

associated with the salience of token identity.  

In addition, status may be an important variable. McDonald et al. (1997) found 

that the social costs of being a token diminished when the tokens were of higher social 
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status than the majority (in Yoder 2002). When a token is from a higher status than the 

majority, they are more confident and comfortable, less anxious, and they are perceived 

as more effective (McDonald et al. 1997; in Yoder 2002). 

In situations in which proportions and status are held constant, there are other 

possible strategies for decreasing the negative affects of tokenism. First, research has 

shown that social support and organizational responsiveness to discrimination can 

decrease the negative effects of tokenism (Bond et al. 2004). Social support is 

conceptualized as a sense of community or a sense of belonging within the organization, 

while organizational responsiveness to discrimination is conceptualized as the perception 

that others in the organization would support an individual who raises issues about 

injustice (Bond et al. 2004). In addition, research has shown that while training is useful, 

training females is not enough, females must be both trained and legitimated in order to 

successfully influence the group (Yoder 2002). When organizations provide training 

opportunities alone, token females may still be marginalized due to the lower status 

associated with females. However, when token females are both trained and legitimated 

by the organization, which occurs as the organization informs others of the employee’s 

legitimacy as a superior worker or manager, the negative effects of token status can be 

more readily overcome. Organizations can increase the status of female leaders by 

legitimating their status and position within the organization (Yoder 2002). 
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CHAPTER 5: CONCEPTUAL FRAMEWORK AND RESEARCH QUESTIONS 

Analysis of the qualitative interviews found that the male-dominant, boys’ club 

culture of agency creative departments led females to feel they had to work harder than 

males to fit into the culture. The literature review found that many of the females’ 

experiences relate to the theory of proportional representation (Kanter 1977), which 

outlines the perceptual tendencies that cause token females to feel unwelcome in the 

dominant culture. Because male dominance within the creative department continues at a 

time when females are adequately represented within other departments of the agency, it 

is important to determine the possible reasons for female scarcity within the department 

as well as the possible implications of gender inequality. Regulatory focus theory 

(Higgins 1997) is chosen as a dominant theme within this research because it is a 

motivational element that has been shown to affect creativity. If the social context within 

the department induces a prevention focus in females, it could reduce female creatives’ 

most valuable skill, creativity. 

 If research supports the notion that demographic proportions can affect regulatory 

focus, it could have many implications with regard to gender, race, and other 

demographic subgroups. Individuals with token status, those whose demographic group is 

severely underrepresented, may have a negative experience within an organization or 

department due to their token status, in which they are treated as a representative of their 

category rather than an individual (Kanter 1977). Thus, our first research question seeks 

to determine whether gender proportions can indeed induce regulatory focus. 
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RQ1:   Can gender proportions in groups differentially affect the regulatory focus  
of minority and majority members? 

 
 
 Research suggests that several identity factors, such as stereotyped identities 

(Seibt and Forster 2004; Smith 2006), stigmatized identities (Oysterman et al. 2007), and 

identity expectancies (Keller and Bless 2006) are associated with regulatory focus theory. 

Further, positive and negative stereotypes can induce regulatory focus, with positive 

stereotypes inducing a promotion focus and negative stereotypes inducing a prevention 

focus (Seibt and Forster 2004; Smith 2006). However, research has not yet examined the 

impact of proportional representation on regulatory focus. There is evidence to suggest 

that proportional representation can affect a person’s identification with a group. For 

example, Ely (1994) found that females in workplaces with few females in superior 

positions were less able to use gender as a basis for identification with other women. 

These females were less likely find support in those relationships and more likely to see 

other females as competition rather than support. Thus, the first set of hypotheses address 

the issue of whether proportional representation can induce regulatory focus. 

H1a: Being a member of the majority population within a group or department, as 
represented here by 90%, will induce a promotion focus in individuals.   

 
H1b:  Being a member of the minority population within a group or department, as 

represented here by 10%, will induce a prevention focus in individuals. 
 
 
 In addition to determining whether proportions can affect regulatory focus, a 

second goal in this research is to determine whether proportions can affect females’ 

creativity. Previous research has shown a correlation between regulatory focus and 
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creativity, with a promotion focus associated with increased creativity, and a prevention 

focus associated with decreased creativity (Friedman and Forster 2000, 2001). The 

second research question this paper addresses aims to determine whether the induction of 

regulatory focus through proportional representation can affect the outcome of creativity. 

 
RQ2: Can the induction of regulatory focus through proportional representation also  

affect creativity-related outcomes associated with regulatory focus?  
 

Research has shown that a promotion focus leads to an increase in creative 

abilities while a prevention focus leads to a decrease in creative abilities (Friedman and 

Forster 2001, 2005). Therefore the goal is to determine whether prompting participants 

with proportional demographic information about a group in which they are either a 

majority or minority member will have differential effects on the regulatory focus 

induced, thereby influencing creative ability. Induction of minority status should produce 

a prevention focus in individuals and reduce creativity, while induction of majority status 

should produce a promotion focus and increase creativity.   

 While creativity is our main outcome variable of interest, there are several 

creativity-related outcomes that may be relevant to advertising creatives. Research on 

regulatory focus has determined that a promotion focus may be beneficial for several 

creativity-related outcomes. First, regulatory focus is related to basic creativity, including 

the ability to break a context-induced mental set by overcoming assumptions about that 

set and the ability to conduct a more extensive mental search thereby facilitating 

relationships among disparate elements (Friedman and Forster 2000). The first set of 

hypotheses under this research question addresses this outcome variable of creativity. The 
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study will employ a categorization task, a test of creativity which has been shown to 

examine both breaking the context-induced mental set and extensive mental search. 

Because creativity is our main outcome of interest, a second task of creativity will be 

employed, the creative brick-uses task. This task has been shown to measure creative 

generation, or the generation of novel alternatives, important for advertising creatives as 

they develop novel solutions to advertising objectives. Thus, the following hypothesis is 

proposed: 

H2: Individuals in the majority (promotion focus) will have higher creativity than  
individuals in the minority (prevention focus).  

 

 In addition to general creativity, this study will examine two other outcomes that 

may be associated with increased creativity in advertising agencies. First, a promotion 

focus has been shown to be associated with an openness for change, while a prevention 

focus is associated with a preference for stability (Liberman et al. 1999). Openness to 

change may be an important characteristic in a department in which creative ideas are not 

produced solely for the artist by the artist, but instead must undergo several rounds of 

critiques and changes brought forth from clients, creative directors, account planners, 

research and copytesting results, and other members of the advertising agency. Thus, this 

paper seeks to determine whether regulatory focus, when induced through proportional 

representation, can affect a person’s openness to change. Creatives must be open to 

change as they continuously edit and alter the creative product to satisfy all invested 

parties. Because a promotion focus is associated with openness to change and a 



 59  

prevention focus is associated with a preference for stability, the following hypothesis is 

made: 

H3: Individuals in the majority (promotion focus) will be more open to change than  
individuals in the minority (prevention focus).  

 

Finally, Zhu and Meyers-Levy (2007) suggest that individuals in a promotion 

focus engage predominantly in relational elaboration and integrative ideation, while those 

in a prevention focus are likely to engage item-specific elaboration and item-specific 

ideation. Further, due to relational elaboration, individuals in a promotion focus have a 

higher preference for and comprehension of abstract or ambiguous ad visuals, while those 

in a prevention focus engage in item-specific elaboration and therefore prefer 

unambiguous visuals as they focus on the particulars of data (Zhu and Meyers-Levy 

2007). This promotion focus preference for relational elaboration “involves generating 

overarching connections or abstractions that link multiple pieces of data,” thus it may 

account for many of the creativity-related outcomes seen in research thus far (Zhu and 

Meyers-Levy 2007, p. 90). For example, it may account for promotion focus individuals 

generating more hypotheses (Liberman et al. 2001) and generating an increased number 

of novel alternatives (Seibt and Forster 2004; Friedman and Forster 2005).  

 The ability to comprehend abstract information could be useful for creatives as 

they work to describe abstract concepts and product attributes such as “quality” in 

advertisements. Thus, this paper seeks to determine whether regulatory focus, when 

induced through proportional representation, can affect a person’s cognitive preference 

for relational (promotion) versus item-specific (prevention) elaboration, thus their 
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preference for and comprehension of ambiguous and unambiguous information. Thus, the 

following hypotheses were put forth: 

H4a: Majority representation will induce a promotion focus, which will lead 
individuals to engage in relational processing, thus leading to more favorability 
for and comprehension of ambiguously related ad visuals. 

 
H4b: Minority representation will induce a prevention focus, which will lead 

individuals to engage in item-specific processing, thus leading to more 
favorability for and comprehension of unambiguously related ad visuals. 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5.1: Conceptual Framework 
 
 
 
RQ3: Does the correlation between gender and status mean that males and females will  

be differentially affected by tokenism? 
 
 Although Kanter’s (1977) theory of proportional representation does not 

differentiate between males and females when discussing the effects of tokenism, there 

has been some research to indicate that males and females may have different 
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experiences as tokens. Gender is correlated with status in such a way that a status 

differential may permeate the tokenism process (see Yoder 2002 for a review). Because 

males have higher status in our society, males may not be affected as negatively by token 

status. The perceptual tendencies associated with tokenism, such as increased salience 

and stereotyped assimilation of actions, might actually be beneficial to token individuals 

when they belong to a group of higher status than the majority (Yoder 2002; Miner-

Rubino and Cortina 2004). Yoder (2002) suggests that negative outcomes “do not result 

from proportional scarcity alone but rather from underrepresentation combined with 

lower status” (p. 5). Thus, while the theory of proportional representation merely looks at 

proportions, regardless of the gender of the minority, other research has suggested that 

lower status individuals may be more negatively affected. This research question is 

important for gaining a better understanding of the role of status in the theory of 

proportional representation. If status affects whether regulatory focus is induced, it could 

have important implications for organizations with minorities, females, and other 

demographic tokens. This paper will examine this research question in an attempt to 

further explore this association, but because the research is divergent, no formal 

hypotheses will be made. 
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CHAPTER 6: RESEARCH DESIGN, METHODOLOGY, AND ANALYSIS 

 

Study 1: Induction of Regulatory Focus Through Proportional Scenarios 

Typical research on the induction of regulatory focus consists of the introduction 

of a stimulus designed to put the subject into either a promotion or prevention focus, 

followed by a task to measure creative abilities (e.g., Friedman and Forster 2001, 2005), 

verbal abilities (e.g., Seibt  and Forster 2004), or other variables of interest. There are 

several ways in which regulatory focus can be induced. For example, regulatory focus 

can be induced through a focus on nurturance needs versus security needs (Friedman and 

Forster 2001), through focus on ideal selves versus ought selves (Higgins et al. 1994), 

through framing information in terms of gains versus in terms of losses (Shah and 

Friedman 1997), or through flexion or extension motor actions (Friedman and Forster 

2000).  

This study aims to explore the moderating role of proportions on regulatory focus.  

The aim is to test whether prompting subjects with proportional information about 

demographic representation in which they are either a majority or minority member of a 

group will induce regulatory focus. The current study predicts that induction of minority 

status should produce a prevention focus in individuals, while induction of majority 

status should produce a promotion focus. Because this is a new determinant variable (or 

predictor) to induce regulatory focus, this research first aims to test whether regulatory 

focus can indeed be induced by proportions. Past research has utilized a research framing 
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technique to provide a direct test of the induction of regulatory focus (Shah, Higgins and 

Friedman 1998; Higgins et al. 1994; Seibt and Forster 2004). The best indicator of a 

promotion focus is an inclination to use approach strategies, while the best indicator of a 

prevention focus is an inclintion to use avoidance strategies (Seibt and Forster 2004). 

This should lead individuals in a promotion focus to have increased sensitivity for and 

memory for items exemplifying approach strategies, while those in a prevention focus 

should have increased sensitivity for those exemplifying avoidance strategies. In the 

research framing technique, subjects first receive the scenario or manipulation meant to 

induce regulatory focus. Subjects then read 20 sentences, 10 framed in terms of approach 

and 10 framed in terms of avoidance. After a filler task to clear short-term memory, 

subjects are given a surprise recall task in which they must recall the sentences in as 

much detail as possible. Individuals in a promotion focus should better recall information 

framed in approach strategic means, while those in a prevention focus should better recall 

information framed in avoidance means. 

Because the first goal is to determine whether this new determinant variable, 

proportional representation, can induce a regulatory focus as measured by the research 

framing technique, Study 1 will test several scenarios to find the experimental 

manipulation that will indeed induce regulatory focus. In total, three scenarios were 

developed for testing. Each Study 1 scenario was paired with the research framing 

outcome measure. The scenario that is found to best induce regulatory focus will be 

utilized in research to determine whether proportional representation, which would then 
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be shown to induce regulatory focus, can impact creative abilities and other outcomes 

relevant to female creatives. 

 

Study 1a: See Appendix 2 for materials 

Subjects: The sample consisted of 48 students at a large, Southwestern university.  Two 

subjects were eliminated from analysis for incorrectly answering the manipulation check, 

which asked whether they remembered the proportions of the group in which they were 

assigned. Thus, 46 subjects were used in the analysis. The sample was 72% female, and 

subjects were between the ages of 18-25, though 95% were between the ages of 18-22. 

Sixty three percent of the subjects were communication majors, 20% were liberal arts 

majors, and business majors and natural science majors made up 6.5% each. The majority 

of the subjects were sophomores (35%) and juniors (41%). 

Design:  An experiment was conducted using a 2 (proportion: majority vs. minority) × 2 

(direction of stated means: approach vs. avoidance) mixed-model, repeated measures 

design. The primary dependent variable of interest was number of correctly recalled story 

episodes. Correct recall was determined by a coder, and the mean numbers of correctly 

recalled approach episodes and avoidance episodes were calculated as composite 

measures. Detailedness of recalled story episodes was also measured as a dependent 

variable, again rated by a coder with the mean score as the composite measure. The 

experiment lasted for approximately 30 minutes. 

H1a: Being a member of the majority population within a group or department, as 
represented here by 90%, will induce a promotion focus in individuals.   
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H1b:  Being a member of the minority population within a group or department, as  
represented here by 10%, will induce a prevention focus in individuals. 

 
Procedure 

Upon arrival at the testing location, subjects were given a packet containing a 

letter of informed consent, a condensed version of the Twenty Statements Test (Bartel 

2001), the experimental manipulation, a test of “verbal episode perception,” a filler task 

to clear short-term memory and a questionnaire asking for demographic information. 

First, subjects were given Bartel’s (2001) condensed version of the Twenty Statements 

Test (TST- Hartley 1970), which is a measure that reveals salient aspects of a person’s 

identity. In the TST, subjects give twenty answers to the question “Who am I?” The 

open-ended nature of the question allows respondents to answer the question without 

constraint. The test is useful when trying to determine the salient aspects of identity. 

Bartel’s (2001) condensed version of the test asks for only 10 answers to the question, 

and that version was given in this study because it helps to identify “highly salient self-

categorizations” (p. 389). The condensed TST was used to find subjects with high gender 

identification. In the past, researchers have analyzed the twenty statements test in a 

variety of ways. Kuhn and McPartland (1954) categorized responses as either consensual 

or subconsensual. Consensual references were those statements that referred to “groups 

and classes whose limits and conditions of membership are matters of common 

knowledge” (p. 69). Examples are “student,” “girl,” and Baptist.”  Subconsensual 

references were those statements about “groups, classes, attributes, traits or any other 

matters which would require interpretation by the respondent to be precise or to place 
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him relative to other people” (p. 69). Examples are “happy,” “pretty good student” and 

“too heavy.” Brewer and Gardner (1996) utilized a different coding scheme, as they 

coded all responses into one of three categories: personal (“I am athletic”), interpersonal 

(“I am happily married”) and collective (“I am a Black woman” p. 90). Brewer and 

Gardner looked at the proportion of statements that fell into each category. Bartel (2001) 

also used this coding scheme in research on intergroup comparisons. For this study, the 

coder will examine each response to determine whether the subject made a gender-related 

statement. Statements related to gender include, for example: “I am female,” “I am a 

man,” “I am masculine,” or “I am a girly girl.” Because each study in Studies 1a, 1b, and 

1c had only 42-47 subjects, and because only approximately 30% of all subjects had a 

gender-related response, subjects were considered high in gender identification if they 

wrote one or more gender-related responses, and they were considered low in gender 

identification if they did not write any gender-related responses. The measure was 

included because individuals who have high gender identification may be more likely to 

be affected by majority or minority gender representation due to the increased salience of 

gender as a part of their identity. Next, the experimental manipulation asked subjects to 

imagine they had been put in groups for a psychology class project. Then, in an attempt 

to assess whether regulatory focus can be induced through proportional representation, 

subjects were told either that 90% of the group members were males or that 90% of their 

group was female. In order to examine skewed groups, in which individuals are likely to 

experience negative affects based on Kanter’s (1977) hypothesis on proportions, the 
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minority should make up no more than 15% of the group. Subjects read the following 

scenario (see Appendix 2 for complete stimulus materials): 

Imagine your psychology course has assigned a group project, and your 
professor has just announced who will be in the groups. You are placed in a 
group, and you realize that 90% of your team is female [male] and 10% is 
male [female]. 

You will first complete a series of tasks to help you determine each group 
member’s abilities. After you complete the tasks, your scores will be made 
available to your group members, and their scores will be made available to 
you. 
 
To ensure that the task was “self-relevant” (Seibt and Forster, 2004, p. 49), 

subjects were told the tasks would determine each group member’s strengths and 

weaknesses. They were then asked to note their gender, making it salient. In accordance 

with research on regulatory focus (Seibt and Forster 2004; Friedman and Forster 2000, 

2001), we assessed their expectations about the task. On a series of nine-point scales, we 

assessed expectations (“How well will you perform on the task?” on a scale from very 

bad to very good), liking of the task (“How much do you think you will like the task?” on 

a scale from not at all to very much), motivation (“How motivated are you to do well on 

the task?” on a scale from not at all to very motivated), and mood (“How do you feel 

right now?” on a scale from very bad to very good). Finally, we assessed vigilance, a 

regulatory-focus specific motivation associated with prevention (“How careful are you 

now?” on a scale from (1) not at all careful to (9) very careful) and eagerness, a 

regulatory-focus specific motivation associated with promotion (“How eager are you 

right now?” on a scale from (1) not at all eager to (9) very eager). This series of scales 
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allowed us to ensure that the obtained results were due to regulatory focus and not to 

motivation, liking or the other variables assessed. 

Next, subjects were introduced to the framing task utilized in past research to 

determine whether regulatory focus is induced (Shah, Higgins and Friedman 1998; 

Higgins et al. 1994; Seibt and Forster 2004). This task has been shown to provide a direct 

test of the induction of regulatory focus, thus it has been utilized in past research to 

determine whether a new manipulation serves as a determinant variable to induce 

regulatory focus. In this approach, subjects are introduced to a task that measures 

“perception of verbally described episodes” (Higgins et al. 1994). In this task, they are 

informed that they will be reading a text that contains 20 episodes occurring over a period 

of four days in the life of a student, Amelia K. (Seibt and Forster 2004). They are 

instructed to form an impression of what the days were like from the verbal description 

(Higgins et al. 1994). Of the 20 randomly assorted episodes, 10 employed approach 

means to achieve a goal, while the other 10 employed avoidance means to achieve a goal. 

Thus, an example of an episode using approach means is, “Because I wanted to be at 

school for the beginning of my 8:30 psychology class, which is usually excellent, I woke 

up early this morning” (Higgins 1994). An example of an episode with avoidance means 

is, “I didn’t want to feel tired during my very long morning of classes, so I skipped the 

most strenuous part of my morning workout” (Higgins 1994). 

Subjects then completed a filler task, which was introduced as a “perception of 

visual stimuli task.” In this task, which served to clear short-term memory, they copied 

shapes for approximately five minutes. Upon completion of the filler task, subjects were 
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given a surprise recall task in which they were asked to recall each episode from the four 

days in the life of Amelia K. in as much detail as possible. They were told that the order 

of presentation was not important, but that they should try to recall each episode as 

completely as possible. This surprise recall task was scored by a coder, and the number 

and detailedness of recalled items were averaged and used as dependent variables. The 

coder assessed whether subjects’ episodes contain the gist of the episode and whether 

they correctly recalled the stated mean of the episode. Subjects were then given a 

manipulation check which asked the ratio of males to females in their group, and they 

were asked a series of demographic questions before the first packet was collected. They 

were then debriefed to conclude the study.  

Analysis 

The condensed version of the Twenty Statements Test (TST) was scored by a 

rater who examined the 10 statements for answers such as, “I am a man,” or “I am 

female” or “I am masculine.” A dummy variable was created in which subjects who 

answered with one or more gender- and sex-related terms were scored with a one (1) and 

those who did not include such statements were scored with a zero (0). Those individuals 

that included a gender or sex-related item were considered to have high gender 

identification. The correctness and detail of recalled items was scored by an independent 

rater who was blind to condition. The rater was a graduate student in the advertising 

department who was familiar with regulatory focus theory. The judge was asked to 

“categorize the recalled items as correct when the item contained the gist of the episode 

and when the direction of the stated mean (approach vs. avoidance) was correctly 
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recalled” (Seibt and Forster 2004, p. 42). The rater also judged the detailedenss of the 

recalled items on a scale from 1 (not detailed at all) to 5 (very detailed).  

Table 6.1: Descriptive Statistics for Subject Gender Identification 
 Majority Minority Total 
High Gender ID 6 8 14 
Low Gender ID 21 11 32 
Total 27 19 46 

 

 The role of gender identification was the first thing examined in this analysis. As 

Table 6.1 shows, 14 subjects were categorized as high in gender identification, signifying 

they wrote one or more gender-related statements in response to the TST, while 32 

subjects were categorized as low in gender identification, since they did not write any 

gender-related responses on the TST. A 2 (gender identification: high versus low) x 2 

(proportion: majority vs. minority) x 2 (direction of stated means: approach vs. 

avoidance) repeated-measures ANOVA was conducted to examine the influence of 

gender identification on the interaction of proportional representation and regulatory 

focus, but no significant results emerged. Thus, the TST was not included in the main 

analysis in an effort to simplify the analysis. Next, a repeated-measures analysis of 

variance was conducted to examine the interaction between the independent variables of 

proportional status (majority or minority) and direction of stated means. The dependent 

variable of interest was number of correctly recalled episodes. Individuals in the majority 

status should correctly recall more approach items than avoidance items, while those in 

minority status should correctly recall more avoidance items than approach items. The 

results of the repeated-measures ANOVA are shown in Table 6.2. The main effect for 
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number of items recalled was not significant F (1, 44) = 3.164, p = .082. Thus, there was 

no overall difference in the recall of approach sentences versus avoidance sentences, 

though as Table 6.3 shows, both individuals with majority status (M = 3.60) and those 

with minority status (M = 3.55) recalled more avoidance sentences than approach 

sentences. The main effect proportional representation also was not significant F (1, 44) 

= .147, p = .704, signifying that there was no overall difference of number of recalled 

items for majority versus minority status individuals. Finally, there was no significant 

interaction between the number of items recalled and the proportional representation 

status F (1, 44) = .178, p = .675. Thus, Hypotheses 1a and 1b are not supported for this 

dependent variable, and it does not appear that this scenario effectively induces 

regulatory focus.  

Table 6.2: Repeated-Measures ANOVA for DV of number of correctly recalled items 
Source SS   F MS Hypothesis df p Partial 2!  
No. Items 4.450 3.164 4.450 1 .082 .067 
Prop. Rep. (PR) .524 .147 .524 1 .704 .003 
No. Items * PR .250 .178 .250 1 .675 .004 
 
 
Table 6.3: Mean Number of Correctly Recalled Items as a Function of Proportional 
Representation and Direction of Stated Means 
   Direction of Stated Means 
Prop. Rep. Approach Avoidance 
Majority Status   
   M 3.26 3.60 
   SD 1.403 1.434 
   N 27 27 
Minority Status   
   M 3.00 3.55 
   SD 1.414 2.089 
   N 19 19 
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For further exploration, a second repeated-measures analysis of variance was 

conducted to examine the interaction between proportional status (majority or minority) 

and direction of stated means, with detailedness of correctly recalled information as the 

dependent variable of interest (Seibt and Forster 2004). Majority status should be related 

to more detailed memory for approach items than avoidance items, while minority status 

should be related to more detailed memory for avoidance than for approach items. As 

Table 6.4 states, the main effect for detailedness of correctly recalled items was not 

significant F (1, 44) = .617, p = .436.  Thus, there was no difference in overall 

detailedness recalled for majority versus minority status individuals. The main effect for 

proportional representation also failed to produce significant findings F (1, 44) = 1.359, p 

= .250. Finally, there was no significant interaction between the detailedness of recalled 

items and the proportional representation assigned to subjects F (1, 44) = .398, p = .531. 

Table 6.5 confirms that while majority status individuals recalled approach sentences (M 

= 3.45) and avoidance sentences (M = 3.47) in approximately the same amount of detail, 

minority status individuals recalled avoidance sentences (M = 3.31) in slightly more 

detail than they recalled approach sentences (M = 3.09). The results of the analysis for 

detailedness of correctly recalled items do not offer support for Hypotheses 1a and 1b. 

 
Table 6.4: Repeated-Measures ANOVA for DV of detailedness of correctly recalled items 
Source SS   F MS Hypothesis df p Partial 2!  
Detail  .353 .617 .353 1 .436 .014 
Prop. Rep. (PR) 1.499 1.359 1.449 1 .250 .030 
Detail * PR .228 .398 .228 1 .531 .009 
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Table 6.5: Detailedness of Correctly Recalled Items as a Function of Proportional 
Representation and Direction of Stated Means 
   Direction of Stated Means 
Prop. Rep. Approach Avoidance 
Majority Status   
   M 3.45 3.47 
   SD .849 .893 
   N 27 27 
Minority Status   
   M 3.09 3.31 
   SD .915 1.032 
   N 19 19 
 

Finally, to examine the effects of Research Question 3, which inquired about the 

role of gender in the interaction, a mixed-model, repeated-measures analysis of variance 

for each gender was conducted to test the interaction between subject gender, 

proportional status, and stated means (approach or avoidance). While Kanter’s original 

theory does not take subject gender into account, some researchers have found that token 

status can differentially affect males and females (see Yoder and Kahn 2003 for a 

review). Due to status differences, females may be more detrimentally affected by 

minority status than males, thus they may remember a greater number of avoidance 

sentences than males when in the minority. An ANOVA explored this relationship, 

though formal hypotheses were not made. The dependent variable was number of 

correctly recalled items. 

The analysis of variance revealed some significant findings.  There was a main 

effect for number of recalled items for female subjects F (1, 31) = 5.867, p = .021, partial 

eta squared = .159. Female subjects recalled more avoidance items (M = 3.873) than 

approach items (M = 3.21). This main effect did not hold for males F (1, 11) = .446, p > 
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.05. In addition, the main effect for proportional representation for male subjects 

approached significance F (1, 11) = 6.434, p = .052.  Males in the majority (M = 3.313) 

remembered more overall items than males in the minority (M = 2.29). This effect did not 

hold for females F (1, 31) = .361, p > .05. 

The goal of Study 1a was to provide evidence that minority or majority 

proportional representation within a group can indeed induce a prevention or promotion 

regulatory focus, respectively. The results testing the scenario for Study 1a do not suggest 

that it can effectively induce regulatory focus through proportional representation. There 

were no significant interaction effects for either of the dependent variable of interest: 

mean number of correctly recalled items or detailedness of correctly recalled items. Thus, 

Study 1b tests an alternative scenario. 

 

Study 1b: See Appendix 2 for Materials 

Subjects: The sample was 50 students at a large, Southwestern university. Eight subjects 

were eliminated for failing to correctly answer the manipulation check. Of the 42 subjects 

used in analysis, 69% were female, and 81% fell between the ages of 18-21, and the 

others were ages 22-24. Sixty four percent were enrolled in the college of 

communication, 21% in liberal arts, and 10% in business. The majority of respondents 

were sophomores (41%) and juniors (31%), while freshmen and seniors made up 14% 

each. 

Design:  The design of Study 1b was identical to Study 1a. An experiment was conducted 

using a 2 (proportion: majority vs. minority) × 2 (direction of stated means: approach vs. 
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avoidance) mixed-model, repeated measures design. The primary dependent variable of 

interest was number of correctly recalled story episodes. Detailedness of recalled story 

episodes was also measured as a dependent variable. The experiment lasted for 

approximately 30 minutes. 

H1a: Being a member of the majority population within a group or department, as 
represented here by 90%, will induce a promotion focus in individuals.   

 
H1b:  Being a member of the minority population within a group or department, as  

represented here by 10%, will induce a prevention focus in individuals. 
 
Procedure 

 Since the procedures were identical to Study 1a with the exception of the 

substitution of the proportional representation scenario utilized to induce regulatory 

focus, the analysis followed the same procedure as Study 1a. Study 1b utilized the 

following scenario: 

Directions: The current study is an assessment of abstract reasoning. Up to this 
point, 90% of the people who have taken this test have been females, while only 
10% have been males. This test is to examine whether males and females perform 
at the same level. Your performance on these problems will be compared to other 
students from across the nation. 

 
Analysis 

 Table 6.6: Descriptive Statistics for Subject Gender Identification 
 Majority Minority Total 
High Gender ID 8 5 13 
Low Gender ID 18 11 29 
Total 26 16 42 

 

With regard to gender identification, Table 6.6 shows that 13 subjects were 

considered high in gender identification while 29 subjects were considered low in gender 
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identification. A 2 (gender identification: high vs. low) x 2 (proportion: majority vs. 

minority) x 2 (direction of stated means: approach vs. avoidance) repeated-measures 

analysis of variance was conducted. The dependent variable of interest was number of 

correctly recalled episodes. Individuals in the majority status should correctly recall more 

approach items than avoidance items, while those in minority status should correctly 

recall more avoidance items than approach items. The results of the repeated-measures 

ANOVA are shown in Table 6.7.  The main effect for gender identification as measured 

through the TST was not significant F (1, 38) = 1.122, p = .296. Individuals with high 

versus low gender identification did not recall different numbers of items. The main 

effect for number of items recalled was significant F (1, 38) = 5.264, p = .027. Subjects 

recalled more avoidance sentences (M = 3.71) than approach sentences (M = 3.05). The 

main effect for proportional representation was not significant F (1, 38) = .344, p = .561, 

signifying that there was no overall difference of number of recalled items for majority 

versus minority status individuals. The interaction between number of items recalled and 

proportional representation was significant F (1, 38) = 4.540, p = .040. While majority 

individuals recalled slightly more avoidance items (M = 3.53) than approach items (M = 

3.15), minority individuals recalled many more avoidance items (M = 3.99) than 

approach items (M = 2.88). Finally, there was a significant interaction between gender 

identity, the number of items recalled and the proportional representation status F (1, 38) 

= 12.471, p = .012. As Table 6.8 shows, the results predicted in Hypotheses 1a and 1b 

were supported for individuals high in gender identification, where majority status 

individuals recalled a greater number of approach sentences (M = 4.50) than avoidance 
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sentences (M = 3.71) and minority status individuals recalled a greater number of 

avoidance sentences (M = 4.32) than approach sentences (M = 2.00). The results did not 

hold for individuals low in gender identification. Thus, for this dependent variable, it 

appears that Hypotheses 1a and 1b are supported only for individuals with high gender 

identification. The overall results for number of items recalled do not show support for 

Hypothesis 1a and 1b. 

Table 6.7: Repeated-Measures ANOVA for DV of number of correctly recalled items 
Source SS   F MS Hypothesis df p Partial 2!  
Gender ID 2.105 1.122 2.105 1 .295 .029 
No. Items 9.543 5.264 9.543 1 .027* .122 
Prop. Rep. (PR) .645 .344 .645 1 .561 .009 
No. Items * PR 8.230 4.540 8.230 1 .040* .107 
No. Items * PR * 
Gender ID 

12.471 6.880 12.471 1 .012* .153 

 
Table 6.8: Mean Number of Correctly Recalled Items as a Function of Gender Identity, 
Proportional Representation and Direction of Stated Means 
   Proportional Representation 
Direction of Stated Mean Majority Minority 
 Gender ID No Gender ID Gender ID No Gender ID 
Approach   
   M 4.50 2.56 2.00 3.27 
   SD 1.195 1.423 1.225 1.348 
   N 8 18 5 11 
Avoidance   
   M 3.712 3.450 4.420 3.845 
   SD 1.221 1.520 .986 1.340 
   N 8 18 5 11 
 

For further exploration, a second repeated-measures analysis of variance was 

conducted with detailedness of correctly recalled information as the dependent variable 

of interest (Seibt and Forster 2004). Here, gender identification was not significant, thus 

was not included in the analysis. Majority status should be related to more detailed 
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memory for approach items than avoidance items, while minority status should be related 

to more detailed memory for avoidance than for approach items. As Table 6.9 shows, the 

main effect for detailedness of correctly recalled items was not significant F (1, 40) = 

.126, p = .725. The main effect for proportional representation also failed to produce 

significant findings F (1, 40) = 1.393, p = .258. Finally, there was no significant 

interaction between the detailedness of recalled items and the proportional representation 

assigned to subjects F (1, 40) = 1.420, p = .192. While the findings were not significant, 

the means were in the predicted direction. Majority status individuals recalled approach 

items (M = 3.91) in greater detail than avoidance items (M = 3.57), while minority status 

individuals recalled avoidance items (M = 3.56) in greater detail than approach items (M 

= 3.36).  

Table 6.9: Repeated-Measures ANOVA for DV of detailedness of correctly recalled items 
Source SS   F MS Hypothesis df p Partial 2!  
Detail  .101 .126 .101 1 .725 .003 
Prop. Rep. (PR) 1.593 1.319 1.593 1 .258 .032 
Detail * PR 1.420 1.764 1.420 1 .192 .042 
 
Table 6.10: Detailedness of Correctly Recalled Items as a Function of Proportional 
Representation and Direction of Stated Means 
   Direction of Stated Means 
Prop. Rep. Approach Avoidance 
Majority 3.91 3.57 
   M .828 1.133 
   SD 26 26 
   N   
Minority   
   M 3.36 3.56 
   SD 1.234 .751 
   N 16 16 
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To explore Research Question 3 and the role of gender, a mixed-model, repeated 

measures analysis of variance for each gender was conducted to test the interaction 

between subject gender, proportional status, and stated means (approach or avoidance). 

The analysis of variance revealed only one significant finding.  There was a main effect 

for number of recalled items for female subjects F (1, 27) = 4.960, p = .034, partial eta 

squared = .155. Female subjects recalled more avoidance items (M = 3.786) than 

approach items (M = 3.03). This main effect did not hold for males F (1, 11) = .515, p > 

.05, though males did recall slightly more avoidance items (M = 3.531) than approach 

items (M = 3.08). There were no other significant findings from this exploration. The 

results from Study 1b showed partial support for Hypotheses 1a and 1b. For the 

dependent variable of number of items recalled, high gender identification individuals 

recalled more approach sentences when in a promotion focus and more avoidance 

sentences when in a prevention focus. This did not hold for individuals low in gender 

identification or for the other dependent variable of detailedness of recalled items. The 

overall results do not suggest that the scenario utilized in Study 1b effectively induces 

regulatory focus through proportional representation, thus, Study 1c examines a third 

scenario. 

 

Study 1c: See Appendix 2 for Materials 

Subjects: The sample consisted of 52 students at a large, Southwestern university. Five 

subjects were eliminated after incorrectly answering the manipulation check. Of the 47 

subjects used in analysis, 68% were female. Subjects ranged in age from 18-23. With 
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regard to college affiliation, 49% were communication students, 26% were liberal arts, 

9% were business, and 6% were students in natural sciences. The sample was 60% 

Caucasian, 17% Asian American, and 15% Hispanic. 

Design:  As in Studies 1a and 1b, an experiment was conducted using a 2 (proportion: 

majority vs. minority) × 2 (direction of stated means: approach vs. avoidance) mixed-

model, repeated measures design. The dependent variables of interest were number of 

correctly recalled story episodes and detailedness of recalled story episodes. The 

experiment lasted for approximately 30 minutes. 

H1a: Being a member of the majority population within a group or department, as 
represented here by 90%, will induce a promotion focus in individuals.   

 
H1b:  Being a member of the minority population within a group or department, as  

represented here by 10%, will induce a prevention focus in individuals. 
 

Procedure 

 The procedure for Study 1c mirrored that of the analysis in Studies 1a and 1b.  

The only difference between this study and the previous two studies is the proportional 

representation scenario utilized to attempt to induce regulatory focus. The following 

scenario was utilized in Study 1c: 

Imagine you have been chosen for a new reality show, similar to Survivor or the 
Real World/Road Rules Challenge, where you compete in challenges each week. 
For this challenge, each team votes off a member of their team each week.   
  
Upon arrival to the show, the teams are divided and you realize that 90% of your 
team is female and only 10% is male. You will complete the first challenge in 
this show, a brain-teaser. Upon completion of the task, your scores will be made 
available to your teammates and their scores will be made available to you 
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Analysis 

Table 6.11: Descriptive Statistics for Subject Gender Identification 
 Majority Minority Total 
High Gender ID 7 6 13 
Low Gender ID 18 16 34 
Total 25 22 47 

 

As Table 6.11 shows, 13 subjects were considered high in gender identification, 

while 34 subjects were considered low. First, analysis including the TST gender identity 

factor as an independent variable produced results that were not significant, thus this 

variable was not used in the main analysis. A repeated-measures analysis of variance was 

conducted to examine the interaction between the independent variables of proportional 

status (majority or minority) and direction of stated means. The dependent variable of 

interest was number of correctly recalled episodes. The results of the repeated-measures 

ANOVA are shown in Table 6.12.  The main effect for number of items recalled was 

significant F (1, 45) = 6.592, p = .014. Individuals had a greater recall for avoidance 

sentences (M = 3.29) than for approach sentences (M = 2.64). The main effect for 

proportional representation was not significant F (1, 45) = .023, p = .881, signifying that 

there was no overall difference of number of recalled items for majority versus minority 

status individuals. Finally, there was no significant interaction between the number of 

items recalled and the proportional representation status F (1, 45) = .053, p = .819. As 

Table 6.13 shows, a greater number of avoidance sentences than approach sentences were 

recalled by both individuals with majority status (approach M = 3.24 vs. avoidance M = 

2.64) and those with minority status (approach M = 2.64 vs. avoidance M = 3.36). Since 
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the interaction is not significant, it does not appear from the dependent variable of mean 

number of correctly recalled items that this scenario effectively induces regulatory focus. 

Thus, Hypotheses 1a and 1b find no support. 

Table 6.12: Repeated-Measures ANOVA for DV of number of correctly recalled items 
Source SS   F MS Hypothesis df p Partial 2!  
No. Items 10.167 6.592 10.167 1 .014* .128 
Prop. Rep. (PR) .072 .023 .072 1 .881 .001 
No. Items * PR .082 .053 .082 1 .819 .001 
 
Table 6.13: Mean Number of Correctly Recalled Items as a Function of Proportional 
Representation and Direction of Stated Means 
   Direction of Stated Means 
Prop. Rep. Approach Avoidance 
Majority   
   M 2.64 3.24 
   SD 1.604 1.602 
   N 25 25 
Minority   
   M 2.64 3.36 
   SD 1.497 1.394 
   N 22 22 
 

For further exploration, a second repeated-measures analysis of variance was 

conducted with detailedness of correctly recalled information as the dependent variable 

of interest (Seibt and Forster 2004). As Table 6.14 shows, the main effect for detailedness 

of correctly recalled items was not significant F (1, 45) = .1.004, p = .322. Subjects 

recalled approach and avoidance items in approximately the same level of detail. The 

main effect for proportional representation also failed to produce significant findings F 

(1, 45) = 1.650, p =.206. Thus, majority and minority status individuals recalled items in 

similar detailedness. Finally, there was no significant interaction between the detailedness 
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of recalled items and the proportional representation assigned to subjects F (1, 45) = .631, 

p = .431.   

 
Table 6.14: Repeated-Measures ANOVA for DV of detailedness of correctly recalled 
items 
Source SS   F MS Hypothesis df p Partial 2!  
Detail  .822 1.004 .822 1 .322 .022 
Prop. Rep. 4.053 1.650 4.053 1 .206 .035 
Detail * PR .516 .631 .516 1 .431 .014 
 
 
Table 6.15: Mean Number and Detailedness of Correctly Recalled Items as a Function of 
Proportional Representation and Direction of Stated Means 
   Direction of Stated Means 
Prop. Rep. Approach Avoidance 
Majority   
   M 2.99 3.02 
   SD 1.441 1.348 
   N 25 25 
Minority   
   M 3.25 3.59 
   SD 1.310 .922 
   N 22 22 
 
 

Finally, to explore Research Question 3 and the effect of gender, a mixed-model, 

repeated measures analysis of variance for each gender was conducted to test the 

interaction between subject gender, proportional status, and stated means (approach or 

avoidance). The analysis of variance revealed only one significant finding. There was a 

main effect for number of recalled items for female subjects F (1, 30) = 10.201, p = .003, 

partial eta squared = .254. Female subjects recalled more avoidance items (M = 3.459) 

than approach items (M = 2.940). This main effect did not hold for males F (1, 13) = 

.019, p > .05, as males recalled similar numbers of approach items (M = 2.87) and 
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avoidance items (M = 2.94). There were no other significant findings from this 

exploration. Thus, the overall results from Study 1c do not suggest that the scenario 

utilized effectively induces regulatory focus through proportional representation. 

General Discussion 

When examining the whole sample, none of the scenarios in Studies 1a, 1b or 1c 

was able to effectively induce regulatory focus. However, with regard to Study 1b, results 

for the dependent variable of number of recalled episodes are consisted with the 

hypothesized results for individuals high in gender identification, suggesting that 

regulatory focus was induced in that particular scenario for that particular group of 

individuals. While this is an important finding, results do not support the overall 

hypothesis that regulatory focus can be induced through proportional representation. The 

original purpose of this study was to determine whether token individuals’ creative 

abilities could be harmed by their token status, and the theories of regulatory focus and 

proportional representation offered important insights into the phenomenon. However, 

Kanter’s theory of proportional representation (1977) does not take gender identification 

into account. The theory states that token individuals, regardless of their gender or gender 

identification, should be impacted in predictable ways by tokenism.  

There are several possibilities for the null findings. It could be that proportions 

can indeed induce regulatory focus, but the appropriate mechanism for such induction is 

still unknown. The manipulations utilized in this research may not have been strong 

enough to induce a regulatory focus in all participants. The procedures utilized in Study 1 

did not put participants into skewed groups, but instead relied upon participants to 
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imagine this state. This more conservative manipulation may have impacted the results 

obtained in this study. It is possible that participants’ regulatory focus was unaltered by 

the experimental manipulation. Imagining a situation while participating in a study to 

receive credit in a course may not be as salient as actually experiencing being a 

proportional minority within a group.  

Further, there may be some benefit to physically placing participants into 

proportioned groups, as is frequently done in research assessing the minimal group 

paradigm (e.g. Tajfel and Turner 1986). Physically placing individuals in a group 

requires the sacrifice of some internal validity in an effort to increase external validity. It 

could be that interaction with the group is needed, which could mean that the group 

dynamics differ as proportional representation differs, and that is in fact what affects 

regulatory focus.   

Alternatively, it is possible that there is an overlooked time component to 

consider, whereby regulatory focus is only induced through prolonged exposure to a 

group with skewed proportions. This would suggest that it is the dynamics associated 

with tokenism, not tokenism itself, that account for the induction of regulatory focus 

through proportional representation. Kanter (1977a) listed several perceptual tendencies 

of tokenism, including increased attention to and heavy monitoring of token individuals, 

increased polarization of token individuals, and increased stereotyping of tokens’ actions. 

It could be that these perceptual tendencies mediate the relationship between proportional 

representation and regulatory focus. 

Finally, it could be that proportional representation does not induce regulatory 
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focus. While regulatory focus can be induced by factors such as focusing on ideals versus 

oughts or gain-frames versus loss frames, it is possible that proportional demographic 

representation through token or majority group membership is not sufficient to induce 

regulatory focus. Thus the answer to the question of whether proportional representation 

can induce regulatory focus is still unclear. 

One consistent finding across Studies 1a, 1b, and 1c is that subjects were able to 

recall more avoidance than approach sentences. There are several possible reasons for 

this finding. One possible reason is that the avoidance sentences read by subjects were 

simply more salient or easier to recall. However, the list of approach and avoidance 

sentences was borrowed from previous literature (Seibt and Forster 2004), and that past 

research did not find that avoidance sentences were better recalled than approach 

sentences. Alternatively, it could be that the particular order of the sentences led to 

increased recall of avoidance sentences. Upon viewing the sentences, there did not seem 

to be an order effect. The sentences were randomly assorted. Finally, there could be an 

aspect of the subject pool or testing situation that contributed to increased recall of 

avoidance sentences. The study was conducted in a large college classroom with 

approximately 200 students. It was conducted during class time, and students received 

credit for study participation. Perhaps this environment could have induced a prevention 

focus in students due to its similarity to a testing situation, though future research would 

have to be conducted to determine the accuracy of this assumption. 

Though the results of Study 1 were not significant for the whole sample, the study 

of regulatory focus with regard to gender in the creative department is still very 
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important. Regulatory focus can be induced by bosses, coworkers, and significant others 

(Higgins 1997). “Feedback from a boss to an employee […] can communicate gain-

nongain information (promotion-related outcomes) or loss-nonloss information 

(prevention-related outcomes)” (Higgins 1997, p. 1282). In following the principles of 

regulatory focus theory (Higgins 1997), feedback and assignment styles that 

communicate gain information may encourage more creativity than those that 

communicate loss information (Higgins 1997; Higgins 2000; Friedman and Forster 

2001). Communication that focuses on a person’s ideals can bring about very different 

results than that which focuses on oughts. 

In moving forward with Study 2, there was a choice between two possible courses 

of action. First the scenario from Study 1b could be utilized along with the TST measure 

of gender identification. In this course of action, the scenario would be utilized to induce 

regulatory focus in all individuals, with the prediction of finding the expected results only 

in those individuals high in gender identification. However, this would add a contingency 

with regard to gender identification that does not correspond with the original theory and 

purpose of this research.  

The second possible course of action would be to change the focus of the study to 

examine the moderating role of proportional representation on the relationship between 

regulatory focus and some key creativity-related outcome variables it is known to effect. 

Since support was not found for the induction of regulatory focus through proportional 

representation scenarios, this course of action can examine whether proportional status 

interacts with regulatory focus to heighten or dispel its effects. Instead of attempting to 
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induce regulatory focus through proportional representation scenarios, Study 2 will 

examine the moderating role of proportional representation on regulatory focus. Study 2 

will examine whether proportional representation differentially effects individuals in  a 

promotion focus versus those in a prevention focus. This course of action was selected in 

an effort to more closely adhere to the theory of proportional representation. 

There are two main streams of research that can provide information on the 

predicted moderation of regulatory focus by proportional representation. The two 

streams, though, lead to differing predictions. The first stream is broadly based on the 

concept of regulatory fit (Higgins 2000). According to regulatory fit, individuals 

experience a feeling of fit when they are pursuing goals in ways that match their 

regulatory orientations. Individuals in a promotion focus are naturally sensitive to 

positive outcomes, because these outcomes increase their chances of achieving the ideals 

and hopes they strive for. Individuals in a promotion focus also are naturally prone to 

approach strategies for goal achievement (Higgins 1997; 1998) and they have the 

tendency to focus on the achievement of maximal goals. According to regulatory fit, 

promotion focus individuals are sensitive toward positive goals and outcomes to achieve 

(Higgins 2000), thus positive events that match their goals initiate behavior (Sassenberg 

et al. 2003). Individuals in a prevention focus, in contrast, are naturally sensitive to 

negative outcomes, because these outcomes increase their chances of achieving safety 

and security. Individuals in a prevention focus are also naturally prone to avoidance 

strategies for goal achievement (Higgins 1997; 1998), and they have the tendency to 

focus on minimal goals. The minimal goal for a person in a prevention focus, for 
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example, could be to do just well enough to avoid conforming to a negative stereotype. 

According to regulatory fit, individuals in a prevention focus are especially sensitive to 

negative goals and outcomes to avoid (Higgins 2000), thus negative events that match 

their goals serve to effectively initiate behavior (Sassenberg et al. 2003). 

According to regulatory fit (Higgins 2000), “people experience a regulatory fit 

when they use goal pursuit means that fit their regulatory focus orientation, and this 

regulatory fit increases the value of what they are doing” (p. 1219). In addition, 

regulatory fit leads to increased motivation, increased alertness, and more enjoyable goal 

pursuit (Higgins 2000). Individuals experiencing regulatory fit should perform better on 

tasks due to these factors. 

There is much research that offers insight into the moderation of regulatory focus 

by proportional representation while following the principles of regulatory fit. There has 

been some research to suggest that individuals are affected by the regulatory focus of 

close others (Shah 2003; Lockwood, Jordan and Kunda 2002). For example, Lockwood, 

Jordan and Kunda (2002) found that individuals were more motivated by mentors who 

shared their regulatory focus. Promotion focus individuals were more motivated by 

positive role models who highlighted strategies to achieve success, while prevention 

focus individuals were more motivated by negative role models who outlined strategies 

for avoiding failure. 

In addition, researchers have suggested that differences in regulatory focus may 

determine which groups a person is attracted to (Brazy and Shah 2006). Sassenberg et al. 

(2007) used regulatory focus theory and regulatory fit to examine whether individuals are 
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attracted to groups that fulfill their regulatory focus needs. When individuals evaluate 

events and persons, they examine partially based on the fit between that person or event 

and their own regulatory focus needs (Higgins 2000). Targets fitting regulatory focus 

needs are evaluated more positively due to the ease of processing because of fit. It is 

important to examine the power of groups, because high power increases the likelihood 

of approach and attention to rewards, while low power increases the likelihood of 

inhibition and attention to security. Sassenberg et al. (2007) found that high-power in-

groups fit individuals in a promotion focus because the environmental freedom associated 

with high power allows for behavior that fits the needs of nurturance and gain. Low-

power in-groups fit prevention focus better because the actual threat posed by being low 

in power allows for behavior that fits the needs of safety and security (Sassenberg et al. 

2007).   

The stream of literature related to regulatory fit would suggest the following about 

the moderation of regulatory focus by proportional representation. After inducing 

regulatory focus through one of the mechanisms shown to effectively do so, individuals 

in a prevention focus should be more sensitive to negative information. Negative events, 

such as tokenism or minority representation, should initiate action. In addition, since 

prevention focus individuals are attracted to low-powered groups that allow them to 

pursue goals of safety and security (Sassenberg et al. 2007), prevention focus individuals 

in the minority should also experience fit. The experience of regulatory fit should 

increase the value they place on the task, their alertness, and their motivtion toward the 

activity (Higgins 2000). Alternatively, individuals in a promotion focus should be more 
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sensitive to positive information and events, such as majority status. Thus, for promotion 

focus individuals, majority status should initiate action. This research would suggest that 

individuals both in a promotion focus and in the majority will experience fit, increasing 

the value they place on the task and their motivation for the task. Thus, individuals 

experiencing fit should perform better. But individuals not experiencing fit, either due to 

membership in the promotion focus minority or in the prevention focus majority, should 

value the task less and be less motivated to do well. 

 The second stream of research that could inform the current study offers very 

different predictions. It focuses on the effects of stereotyped expectancies on regulatory 

focus (Keller and Bless in press; Brazy and Shah 2003; Keller 2007). Building from 

regulatory focus theory and stereotype threat theory (STT- Steele and Aaronson 1995; 

Steele 1997), Keller and Bless (in press) examine the effect of performance expectancies 

on regulatory focus. Positive expectancies are those that relay that a person is expected to 

do especially well on a task while negative expectancies are those that relay a person is 

expected to do especially poorly. Keller and Bless (in press) hypothesize that expectancy 

effects are moderated by regulatory focus. They posit that negative expectancies are 

especially bad for individuals in a prevention focus due to their sensitivity to negative 

outcomes and apprehension about meeting minimal standards. Positive expectancies, 

however, are especially bad for individuals in a promotion focus. These individuals are 

sensitive to positive outcomes and to information about maximal goal standards. Keller 

and Bless (in press) found support for both hypotheses. Individuals in a promotion focus 

performed more poorly when given positive expectancies (when their group was 
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expected to do especially well), while prevention focus individuals performed more 

poorly when given negative expectancies (when their group was expected to do poorly). 

 Similar results were found in other research examining only the effects of 

negative expectancies. Brazy and Shah (2003) found that individuals with a chronic 

prevention focus were more susceptible to negative stereotype threat than were 

individuals with a chronic promotion focus. In addition, they found that when regulatory 

focus was induced, individuals in a prevention focus performed worse when given 

negative expectancies, while individuals in a promotion focus were not affected by 

negative expectancies. Keller (2007) also examined the effects only of negative 

expectancies and found that under negative expectancies, individuals in a prevention 

focus perform significantly worse than individuals in a promotion focus. Keller (2007) 

concludes that regulatory focus is a moderator in that the impact of negative expectancies 

is contingent upon a person’s regulatory focus.  

 However, the argument in the second stream of research is contingent upon 

explicit positive or negative expectancies, whereby the subject is given instructions that 

relay positive expectancies (your group should do especially well) or negative 

expectancies (your group should do poorly). Thus, the threat of conforming to a negative 

stereotype or not living up to the standards set by a positive stereotype is critical for the 

interaction proposed by Keller and Bless (in press). The current study does not wish to 

examine the interaction between regulatory focus and proportional representation with 

regard to explicit positive or negative expectancies. In the qualitative interviews, female 

creatives in the ad industry expressed concerns over being treated slightly differently than 
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males. Females felt there were more hurdles to overcome for females and more work to 

be done to fit into the department. Thus, in this research, a choice must be made between 

two divergent literatures. Because female creatives often discussed the concept of fit 

when discussing their relationships with the creative department, and because it is the 

stream of literature with the most solid theory and research, regulatory fit was chosen as 

the theoretical framework for Study 2.  

This study will explore whether regulatory focus, once induced, can be influenced 

by a scenario containing proportional representation information. Therefore, feelings of 

regulatory fit should influence the interaction between regulatory focus and proportional 

representation in the following way. Individuals in a promotion focus should be 

especially sensitive to positive information, since it offers a chance to fulfill 

achievements (Sassenberg et al. 2007). Majority status should be viewed as positive 

information for individuals in a promotion focus. Sassenberg et al. (2007) found that 

individuals in a promotion focus were attracted to high-powered groups, thus they should 

also be attracted to being a member of the high-powered majority within a group. Thus, 

individuals in both a promotion focus and with majority status within a group should 

experience fit, thus have greater value for the goal. The task should be more enjoyable 

and the individual should be more motivated to do well. Thus, the individual should 

experience regulatory fit and perform better on the task at hand. In contrast, individuals in 

a prevention focus are more sensitive to negative information, because seeking out and 

avoiding negative information allows for safety. These individuals should be attracted to 

groups that necessitate a focus on safety (Sassenberg et al. 2007). Due to this sensitivity, 
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individuals in both a prevention focus and with minority status within a group should 

experience a feeling of regulatory fit, causing increased task value, enjoyment, and 

motivation, and this feeling of fit and enjoyment should lead to increased performance. 

But individuals who do not experience regulatory fit, because their regulatory focus 

orientation does not match their strategy of pursuit, should value and enjoy the task less. 

Those in the promotion focus and the minority or those in the prevention focus and in the 

majority should not experience regulatory fit and should be less motivated by the task and 

perform worse on the task. 

In typical research examining regulatory focus, researchers develop a hypothesis 

about the relationship between regulatory focus and some outcome variable. In separate 

studies in the same journal article, they then test whether chronic regulatory focus leads 

to the predicted outcome and whether induced regulatory focus leads to the predicted 

outcome. Thus, whether induced on chronic regulatory focus is examined, the same 

results are expected and found. The implicit assumption here is that once regulatory focus 

is induced, the induced regulatory focus overrides a person’s chronic regulatory focus. 

Regulatory fit follows this same assumption. Regulatory fit examines the fit 

between a person’s regulatory focus, either chronic or induced, and the situation. When a 

person’s regulatory focus matches a situation, such as when a person with a promotion 

focus encounters a leader who encourages accomplishment or when a person in a 

prevention focus encounters a leader who encourages safety and security, the person 

experiences feelings of fit. These feelings of fit lead to increased value for, motivation 

for, alertness toward, and enjoyment for the task at hand. 
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Because studies 1a, 1b, and 1c were not able to effectively induce regulatory 

focus, the alternative plan for Study 2 is as follows. Instead of inducing regulatory focus 

through proportional representation scenarios, regulatory focus will be induced through a 

method of induction proven in past research. After regulatory focus is induced, the 

proportional representation scenarios will be introduced. According to regulatory fit, 

when an individual’s goals and strategies do not match his regulatory focus, he 

experiences discomfort. Individuals in a promotion focus are particularly sensitive to 

positive outcomes and maximal goal standards, while individuals in a prevention focus 

are particularly sensitive with regard to negative outcomes and minimal goal standards. 

Thus, the revisions to Hypotheses 2 and 3 are as follows: 

H2a: Due to regulatory fit, individuals in a promotion focus, due to their sensitivity to  
positive information, will be especially creative when in the majority. 
 

H2b: Due to regulatory fit, individuals in a prevention focus, due to their sensitivity to  
negative information, will be especially creative when in the minority. 

 
H2c: Due to the lack of regulatory fit, individuals in the promotion focus and minority  

as well as individuals in the prevention focus and majority will be less creative 
than those with regulatory fit.  

 
H3a: Due to regulatory fit, individuals in a promotion focus, due to their sensitivity to  

positive information, will be especially willing to exchange gifts when in the 
majority. 
 

H3b: Due to regulatory fit, individuals in a prevention focus, due to their sensitivity to  
negative information, will be especially willing to exchange gifts when in the 
minority. 

 
H3c: Due to the lack of regulatory fit, individuals in the promotion focus and minority  

as well as individuals in the prevention focus and majority will be less willing to  
exchange gifts than those with regulatory fit.  
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 While Hypotheses 2 and 3 have relatively clear predictions based on theory and 

literature concerning regulatory fit, Hypothesis 4 is not as easily discerned. There is no 

clear theory to determine how the moderation of regulatory focus by proportional 

representation will affect the relationship between regulatory focus and cognitive 

elaboration. With regard to the differential processing of high versus low ambiguity 

advertisements due to relational versus item-specific elaboration, there is no theory to 

suggest that individuals experiencing fit should perform any differently than those not 

experiencing fit. In other words, there are no predicted main or interaction effects for the 

high versus low ambiguity ad stimulus. However, the variable will be included in the 

analysis for the sake of comparison and exploration. Hypothesis 4 will follow the main 

principles of regulatory fit. Individuals experiencing fit should place more value on the 

task and should be more motivated to do well. They should also enjoy the task more and 

feel more alert when compared to individuals not experiencing fit (Higgins 2000). The 

increase task enjoyment should lead individuals experiencing fit to list more positive 

attributes about the ad stimuli, regardless of whether they are viewing the high or low 

ambiguity advertisement. This would be a factor of their increased motivation, causing 

them to write more for the task, and by default to write more positive thoughts. In 

addition, their motivation to do well due to fit should lead to greater theme identification, 

again regardless of ad ambiguity. With regard to the evaluation index, fit should lead to 

increased value placed upon the task. These individuals, by placing more value on the 

task, should rate the ads lower in their attempt to truly answer the evaluation questions. 

With regard to complaints about excessive advertising information, individuals not 



 97  

experiencing fit should experience unease, thus should generate more thoughts about 

excessive advertising information. The predictions based on regulatory fit are given 

below:  

 
H4a: Individuals experiencing regulatory fit, either through membership in the 

promotion focus and majority or in the prevention focus and minority, will 
generate more positive thoughts than individuals not experiencing fit. 

 
H4b: Individuals experiencing regulatory fit, either through membership in the 

promotion focus and majority or in the prevention focus and minority, will 
evaluate ads more negatively than individuals not experiencing fit. 

 
H4c: Individuals experiencing regulatory fit, either through membership in the 

promotion focus and majority or in the prevention focus and minority, will 
generate fewer thoughts about excessive advertising information than individuals 
not experiencing fit. 

 
H4d: Individuals experiencing regulatory fit, either through membership in the 

promotion focus and majority or in the prevention focus and minority, will 
generate more themes than individuals not experiencing fit. 

 

Study 2: Proportional Representation Affects Creativity Through the Mechanism of 

Regulatory Focus 

Past research has determined that regulatory focus can affect an individual’s 

creative ability, with a promotion focus leading to increased creativity, and more risky, 

elaborative processing than does a prevention focus (Friedman and Forster 2000; 2001; 

2005). Following the principles of regulatory fit, this research now seeks to determine 

whether proportional representation moderates the relationship between regulatory focus 

and creativity. It is predicted that individuals both in the promotion focus and in the 

majority will experience fit and will have increased creativity. Also, individuals both in a 
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prevention focus and in the minority will experience fit and will have increased 

creativity. In an effort to examine Hypotheses 2-4, which predict the relationship between 

regulatory focus, proportional representation, and several outcomes related to creativity, 

including general creativity, openness to change, and relational versus item-specific 

cognitive elaboration, Study 2 will induce regulatory focus, then introduce the 

proportional representation scenarios, then employ several tasks with a brief reminder of 

the manipulation between tasks. 

Study 2: See Appendix 3 for Materials 

Subjects: Subjects were 253 students at a large, Southwestern university. Thirteen 

subjects were eliminated from the analysis for failing to correctly answer the 

manipulation check, which asked about the gender proportions of the group they were 

assigned to in the scenario. The sample was 59% female and 41% male. Subjects ranged 

in age from 18-26, though 94% were in the 18-22 age range. Subjects came from a 

variety of disciplines, with most seeking degrees in the colleges of communication 

(49%), liberal arts (27%), natural sciences (10%), and business (6%). Forty-two percent 

of subjects were sophomores, 21% were freshman, 25% were juniors, 12% were seniors.  

With regard to the racial make-up of the sample, 63% were Caucasian, 15% were 

Hispanic, and 10% were Asian American. 

Design:  In this paper and pencil experiment, the independent variables of interest were 

regulatory focus (promotion vs. prevention) and proportional representation (majority vs. 

minority). Because Hypotheses 2-4 concern different outcome measures, subjects 

completed a series of tasks, each meant to test a dependent variable of interest. Creativity 
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is our main dependent variable of interest, so two tasks were utilized to test this outcome. 

Two additional tasks measured the outcome variables of: (1) openness to change and (2) 

relational versus item-specific elaboration. Because the scenarios in Study 1 failed to 

adequately induce regulatory focus, Study 2 explored a new approach. In Study 2, 

regulatory focus was first induced through a measure shown reliable in past research 

(Higgins et al. 1994; Oysterman et al. 2007; Zhu and Meyers-Levy 2007). In the 

promotion focus condition, subjects are asked, “Please recall your ideals, hopes and 

dreams as a child. How have those ideals, hopes and dreams changed over time? What 

are your ideals, hopes and dreams now?” In the prevention focus condition, subjects are 

asked, “Please recall your duties and obligations as a child. How have those duties and 

obligations changed over time? What are your duties and obligations now?” The length 

of the task to induce regulatory focus by writing about ideals or oughts was scored on a 

five-point scale asking the following question, “How long is this response?” This score 

served as a possible covariate for strength of induced regulatory focus. Regulatory focus 

can vary in strength (Higgins, Shah, Friedman 1997), and length of writing will serve as a 

proxy for strength. Next, subjects were introduced to a scenario meant to provide 

information on proportional representation. Subjects either read that they were assigned 

to a team that was 90% female (female majority) or assigned to a team that was 90% 

male (male majority). For the female majority, promotion focus manipulation, subjects 

read the following scenario: 
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Imagine you have been chosen for a new reality show, similar to Survivor or the 
Real World/Road Rules Challenge, where you compete in challenges each week. 
For this challenge, one member of the team leaves each week, and you want to 
maximize your chances of staying on the team.  
  
Upon arrival to the show, the teams are divided and you realize that 90% of your 
team is female, thus, for every nine (9) females, there is one (1) male. You will 
complete the first challenge in this show, a series of tasks that measure abstract 
abilities. Upon completion of the tasks, your scores will be made available to your 
teammates and their scores will be made available to you to decide who will stay on 
the team. 

 
 Note that in addition to inducing regulatory focus through writing about one’s 

ideals, there are cues within the scenario that serve to reinforce the induction of a 

promotion focus. For example, stating that the goal is to “maximize your chances of 

staying on the team” reinforces the induction of a promotion focus because it offers a 

way to approach a solution (Shah and Higgins 1997). In the prevention focus condition, 

the stated goal was to “minimize your changes of being rejected,” which emphasizes a 

way to avoid a negative circumstance. In addition, the last sentence for the promotion 

condition says that seeing the scores helps “decide who will stay on the team,” which 

reinforces approach and a promotion focus, whereas saying scores help “decide who will 

leave the team” reinforces avoidance and a prevention focus. Thus, for each 

manipulation, subjects either wrote about their ideals and aspirations and were exposed to 

approach-related statements in the scenario, or they wrote about their duties and 

responsibilities and were exposed to avoidance-related statements in the scenario. For the 

male majority, prevention focus manipulation, subjects read the following scenario. 
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Imagine you have been chosen for a new reality show, similar to Survivor or the 
Real World/Road Rules Challenge, where you compete in challenges each week. 
For this challenge, one member of the team leaves each week, and you want to 
minimize your chances of being rejected.  
  
Upon arrival to the show, the teams are divided and you realize that 90% of your 
team is male, thus, for every nine (9) males, there is one (1) female. You will 
complete the first challenge in this show, a brain-teaser. Upon completion of the 
task, your scores will be made available to your teammates and their scores will be 
made available to you to decide who will leave the team. 
 

The scenario chosen is similar to the scenario in Study 1c. This scenario was chosen 

instead of the scenario from Study 1b because of the decision to examine the whole 

population rather than only individuals high in gender identification. While Study 1b 

produced significant results with the addition of the gender identification variable, the 

means ran counter to the predictions of regulatory focus theory when the whole 

population was considered. Thus, the scenario from Study 1c was chosen as the most 

feasible alternative. The procedures for and analysis of each task are listed under 

individual subheadings below. To remind the subjects of the group context, subjects will 

be asked the following questions after the first and third tasks, each measured on nine-

point Likert scales: (1) “How well did you do on the task?” (from very bad to very good) 

and (2) “How do you feel you did compared to other members of your group?” (from 

very bad to very good). The whole study lasted for approximately 30 minutes. 

Task 1: Creativity: Categorization Task 

Design: The independent variables of interest are regulatory focus and proportional 

representation (majority or minority). The dependent variable of interest is category 

inclusiveness on a categorization task first introduced by Isen and Daubman (1984). 
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H2a: Due to regulatory fit, individuals in a promotion focus, due to their sensitivity to  
positive information, will be especially creative when in the majority. 
 

H2b: Due to regulatory fit, individuals in a prevention focus, due to their sensitivity to  
negative information, will be especially creative when in the minority. 

 
H2c: Due to the lack of regulatory fit, individuals in the promotion focus and minority  

as well as individuals in the prevention focus and majority, will be less creative 
than those with regulatory fit.  

 

Procedure 

 The categorization task used to test creative ability was chosen because it is an 

objective measure of creativity that “captures two main aspects of creative thinking: 

unconscious mental search and breaking the context-induced mental set” (Seibt and 

Forster, 2004, p. 49). In the task, first conceptualized by Isen and Daubman (1984), 

subjects rated the goodness of fit of several items to a category. Subjects were given two 

categories, each followed by nine possible members of the category. Of the nine items, 

three were good examples of the category, three were moderate, and three were poor. 

Established goodness-of-fit ratings (Isen and Daubman 1984) were utilized to determine 

which items were good, moderate or poor exemplars. For example, for the category 

“vehicle”, automobile is a good example of the category while camel is a poor example. 

In this task, “more inclusive categorization may reflect more extensive underlying search 

for shared features between the weak and prototypical exemplars” (Seibt and Forster 

2004, p. 49). Thus, it was predicted that poor exemplars would be seen as better members 

of the category by subjects experiencing regulatory fit through membership both in a 

promotion focus and in the proportional majority or through membership both in a 
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prevention focus and in the minority. In contrast, individuals feeling unease due to the 

lack of fit between their regulatory focus and their proportional representation will be less 

inclusive in their categorization. 

Stimulus Materials 

Upon arrival at the testing location, subjects were introduced to the manipulation 

to induce regulatory focus by writing about ideals or about oughts. Next, the proportional 

representation scenarios were introduced. Subjects then completed a categorization task 

intended to test creative abilities (Isen and Daubman, 1984; Seibt and Forster, 2004; 

Friedman and Forster, 2000). The categorization task provided subjects with two of four 

categories (“furniture,” “vehicle,” “vegetable,” and “clothing”) each followed by nine 

items that may represent the category. Subjects were asked determine the fit of nine 

exemplars to each category. Subjects rated the items on a nine-point scale ranging from 

(1) very bad to (9) very good.  

Analysis 

The dependent variable of interest is inclusiveness of atypical exemplars on the 

categorization task (Isen and Daubman 1984; Seibt and Forster 2004; Friedman and 

Forster 2000). In order to assess whether these predictions were correct, separate 

averages were calculated for the 12 typical exemplars (good and moderate) and for the 

six atypical exemplars (poor). Differences were expected for the atypical exemplars, 

while no differences were expected for the typical exemplars (Seibt and Forster 2004).  

First, measures of expectancy, motivation, mood, estimated performance, and 

estimated liking of the task have been shown in past research to have an independent 
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effect on the dependent variable of interest (see Seibt and Forster 2004; Friedman and 

Forster 2000, 2001, 2005). Thus, if any of these variables affect the dependent variable of 

interest, they should used as covariates to control for their effects. To test for possible 

covariates, several one-way analyses of variance were conducted to determine whether 

any of the measures affected the dependent variable. Analysis revealed four possible 

covariates: motivation, mood, condition, and the amount of information written for the 

regulatory focus induction task (write about your oughts or ideals), which were included 

in the analysis. In order to examine Hypotheses 2a, 2b and 2c as well as explore Research 

Question 3, which inquired whether the sex of the subject affected the effect of 

proportional representation and regulatory focus on our dependent measure of 

categorization of atypical exemplars, a 2 (regulatory focus) x 2 (proportional 

representation) x 2 (sex of subject) univariate factorial analysis of covariance was 

conducted with motivation, mood, condition, and length of regulatory focus manipulation 

as covariates. In this analysis, none of the covariates was significant. With regard to the 

main effects of interest, there was no significant main effect for regulatory focus F (1, 

227) = .025, p = .875 (see Table 6.16), indicating that individuals in a promotion focus 

did not categorize significantly more or less inclusively than those in a prevention focus. 

In addition, there was no significant main effect for proportional representation F (1, 227) 

= .285, p = .594, indicating that individuals in the majority did not categorize 

significantly more or less inclusively than those in the minority. The interaction effect 

between regulatory focus and proportional representation was significant, F (1, 227) = 

4.265 p = .040. As Table 6.17 shows, the means were in the predicted direction to support 



 105  

regulatory fit, with more inclusive categorization from promotion focus, majority 

individuals (M = 3.845) and from prevention focus, minority individuals (M = 3.729). 

Less inclusive categorization occured for individuals not experiencing fit, such as 

promotion focus, minority individuals (M = 3.446) and prevention focus, majority 

individuals (M = 3.495). Thus, Hypotheses 2a, 2b, and 2c are supported for this 

dependent variable.  

The three-way interaction between sex of the subject, proportional representation 

and regulatory focus was not significant F (1, 227) = 2.536, p = .113. Table 6.17 reveals 

that promotion focus, majority status males rated the most inclusively (M = 4.348). This 

supports regulatory fit because males in our society have higher status (Yoder 2002). 

Thus, a fit between high status males, the high status majority, and a promotion focus 

supports regulatory fit. The group that rated least inclusively was promotion focus, 

minority males (M = 3.238), which could suggest males in a promotion focus are 

uncomfortable in the low-power minority. No other significant results were found.  

Table 6.16: Factorial ANCOVA for Categorization of Atypical Exemplars 
Source SS   F MS Hypothesis df p Partial 2!  
Reg. Focus .055 .025 .055 1 .875 .000 
Prop. Rep. .630 .285 .630 1 .594 .001 
RF * PR 9.437 4.265 9.437 1 .040* .018 
RF * Gender 2.415 1.092 2.415 1 .297 .005 
PR * Gender 3.513 1.588 3.513 1 .209 .007 
RF * PR * Gender 5.611 2.536 5.611 1 .113 .011 
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Table 6.17: Means for Inclusiveness of Categorization for Atypical Exemplars 
 Majority Minority Total 
 Male Female Male Female Male Female 
Promotion       
   M 4.348 3.467 3.238 3.561 3.818 3.516 
   SD 1.722 1.482 1.456 1.579 1.679 1.524 
Prevention       
   M 3.500 3.491 3.762 3.698 3.624 3.587 
   SD 1.367 1.548 1.534 1.395 1.441 1.471 
Total       
   M 3.875 3.479 3.528 3.623 3.710 3.550 
   SD 1.576 1.505 1.507 1.490 1.546 1.494 
 

Discussion 

 The analysis revealed no significant main effects for regulatory focus or for 

proportional representation. However, the interaction effect, which was the primary effect 

of interest for this research, was significant. As predicted, individuals both in the majority 

and in the promotion focus and those in both a prevention focus and in the minority 

categorized most inclusively. The results of the categorization task support Hypotheses 

2a, 2b and 2c. Note that these results fit the hypotheses born out of regulatory fit (Higgins 

2000) better than the hypotheses born out of the research on stereotypes and expectancies 

(Keller and Bless in press). The present study is similar to research by Sassenberg et al. 

(2007), which found that individuals in a promotion focus were attracted to and 

comfortable with high-powered groups, while individuals in a prevention focus were 

attracted to and comfortable with low-powered groups. The current study found similar 

results, with promotion focus, majority status individuals and prevention focus, minority 

individuals categorizing most inclusively. Thus, majority groups fit the need for 
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achievement in a promotion focus and minority groups fit the need for safety for 

individuals in a prevention focus. Regulatory fit led to increased value and motivation on 

the task. The feeling of fit increased inclusiveness of categorization. 

 The results for Hypothesis 2a are especially interesting when sex is examined in 

the interaction. Hypothesis 2a stated that individuals in a promotion focus and in the 

majority should experience fit and categorize inclusively. Males have higher status in our 

society, and results suggested that promotion focus, majority status males rated most 

inclusively. Perhaps both high-status sex and majority status combined to moderate the 

effects of regulatory focus on categorization causing increased inclusiveness. 

Surprisingly, the group that rated least inclusively was promotion focus, minority males. 

Here, a high-status sex and minority status, when moderating regulatory focus, lead to 

decreased inclusiveness. This again partially supports Hypothesis 2b and the research of 

Sassenberg et al (2007), which states promotion focus individuals are attracted to high-

powered groups. Perhaps being a high-status minority is not conducive to the 

achievement sought out by individuals in a promotion focus. While the analysis of the 

categorization task produced interesting results, the creativity task involving the 

generation of creative uses for a brick may be even more relevant to the job requirements 

of an advertising creative. 

Task 2: Creativity of Generated Ideas: Brick Uses Task 

Design: The independent variables of interest are regulatory focus and proportional 

representation (majority or minority). The dependent variable of interest is creativity of 
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brick uses. Creativity was judged by raters and a composite score was computed for each 

subject. 

H2a: Due to regulatory fit, individuals in a promotion focus, due to their sensitivity to  
positive information, will be especially creative when in the majority. 
 

H2b: Due to regulatory fit, individuals in a prevention focus, due to their sensitivity to  
negative information, will be especially creative when in the minority. 

 
H2c: Due to the lack of regulatory fit, individuals in the promotion focus and minority  

as well as individuals in the prevention focus and majority, will be less creative 
than those with regulatory fit.  
 

Procedure 

 Between the categorization task and the brick uses task, to reinforce the induction 

of regulatory focus, subjects were told to write about their parents’ hopes and dreams for 

them (promotion focus) or about the duties and obligations their parents had set for them 

(prevention focus). The length of writing was again scored on a five-point scale 

answering the question, “How long is this response?” Then, to reinforce the proportional 

representation scenario, subjects were given the manipulation check, which asked them 

about the gender proportions in their assigned group. Next, a task measuring creative 

insight was introduced. Participants were given the task of writing down as many uses for 

a brick as they could think of. Participants were told to avoid typical uses of a brick and 

to refrain from listing impossible uses (Friedman and Forster, 2001, 2005). After one 

minute, participants were instructed to stop the idea generation task and to move forward 

with the remainder of the study. In accordance with research by Friedman and Forster 

(2001, 2005), participants were asked the following questions on the questionnaire 

following this task, each judged on a 9-point Likert scale. To measure liking, “How much 
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did you like the task?”  To measure motivation to perform the task, “How motivated were 

you to do the task?”  To measure perceived difficulty of the task, “How difficult was the 

task?” 

Analysis 

 The dependent variable of interest in this analysis is the mean creativity score for 

each participant when rated on the creativity of brick uses. To determine the creativity of 

brick uses, all brick uses from every subject were entered into an Excel sheet and 

duplicates were eliminated. Doing this ensured that the coders would not be biased by 

condition, since no information on condition was included in the Excel sheet. In total, 

there were 235 unique brick uses.  The creativity of brick uses was scored by two raters 

who were instructors in the advertising department, both of which either taught or 

researched creativity. Each brick use was rated on a nine-point Likert scale asking the 

following question, “How creative is this response?” The scores on the Likert scale were 

averaged to obtain a mean creativity score for each subject. To test Hypotheses 2a, 2b 

and 2c, and to explore Research Question 3 and the effects of sex of the subjects on the 

interaction, a 2 (regulatory focus) x 2 (proportional representation) x 2 (subject sex) 

factorial analysis of variance was conducted with mean creativity on the brick uses task 

as the dependent variable. Results should show that individuals experiencing regulatory 

fit by being both in the promotion focus and in the majority or in the prevention focus 

and in the minority should have a high mean score. Individuals not experiencing fit due to 

a mismatch of proportional representation and regulatory focus should have a lower mean 

score. Table 6.18 provides the results from the factorial ANOVA. There was no main 
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effect for regulatory focus F (1, 232) = 1.132, p = .288 indicating that individuals in a 

promotion focus (M = 2.516) were not significantly more creative than those in a 

prevention focus (M = 2.402). However, results revealed that there was a significant main 

effect for proportional representation F (1, 232) = 3.897, p = .050. This indicates that 

individuals with majority status (M = 2.549) had a significantly higher mean creativity 

than individuals with minority status (M = 2.360). The interaction effect between 

regulatory focus and proportional representation was not significant F (1, 232) = 1.378, p 

= .242. No other interaction effects were significant. The means reveal that promotion 

focus, majority females had the highest mean creativity (M = 2.745), followed by 

promotion focus, majority males (M = 2.592). While no significant interaction was 

found, this does show some support for Hypothesis 2a. Promotion focus, minority males 

had the lowest mean creativity (M = 2.331), followed closely by prevention focus, 

minority females (M = 2.336). There was no support for Hypothesis 2b. Prevention focus, 

minority status did not rate high on creativity. Thus, the overall results of the brick uses 

task do not support Hypotheses 2a, 2b and 2c.  However, the main effect for proportional 

representation could be an interesting insight to further discuss and explore in future 

research. 
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Table 6.18: Factorial ANOVA for DV of creativity of brick uses 
Source SS   F MS Hypothesis df p Partial 2!  
Reg. Focus .612 1.132 .612 1 .288 .005 
Prop. Rep. 2.106 3.897 2.106 1 .050* .017 
Gender .010 .019 .010 1 .890 .000 
RF * PR .745 1.378 .745 1 .242 .006 
RF * Gender .323 .598 .323 1 .440 .003 
PR * Gender .021 .038 .021 1 .845 .000 
RF * PR * Gender .037 .069 .037 1 .794 .000 
 
Table 6.19: Means for Mean Creativity of Brick Uses 
 Majority Minority Total 
 Male Female Male Female Male Female 
Promotion       
   M 2.592 2.745 2.331 2.375 2.467 2.553 
   SD .522 1.065 .498 .788 .522 .943 
Prevention       
   M 2.475 2.407 2.391 2.336 2.436 2.374 
   SD .586 .752 .742 .553 .659 .663 
Total       
   M 2.527 2.574 2.364 2.358 2.449 2.467 
   SD .556 .929 .639 .688 .599 .823 
 

Discussion 

 While the predicted interaction effect between regulatory focus and proportional 

representation was not significant, there was a significant main effect of interest in this 

study, the main effect for proportional representation. Individuals in the majority had a 

significantly higher mean creativity score than individuals in the minority. This is 

important because this task most closely mirrors the type of work done by agency 

creatives. The brick uses task measures creative generation, or the generation of novel 

alternatives (Friedman and Forster 2000), which is important for advertising creatives as 

they develop novel solutions for strategic advertising issues. If majority status 
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significantly increases the creativity of generated ideas, it could inhibit the creative 

abilities of female creatives, who are in the minority within agency creative departments. 

 The findings from this task actually provide an answer to one of the general 

research questions for this study, “Can female creatives be negatively effected by token 

status?” The theory of proportional representation suggests tokenism can affect many 

perceptual tendencies, but no research has been done on the effects of proportions on 

creativity. This task appears to suggest that creative abilities can be negatively affected 

by minority status. Future research should explore this interesting finding. 

Some may question the gender neutrality of the brick uses task, since bricks are 

typically utilized in jobs associated with males. The brick uses task was chosen because it 

has been utilized in past research (e.g. Friedman and Forster 2001, 2005). The task 

instructions specifically ask subjects to generate novel uses for a brick, and to avoid 

typical or impossible uses. By focusing on novel, rather than typical uses for a brick, 

gender bias is reduced. Further, in examining the results of the brick uses task in Table 

6.16, it is evident that males and females had approximately equally creativity levels for 

the brick uses, with females having a slightly higher mean creativity (M = 2.467) than 

males (M = 2.449). 

 In examining past research utilizing the brick uses task, intercoder reliability is 

generally not calculated. Since the rating of the creativity of a brick use is a subjective 

matter, one that cannot be verified by a third party, the intercoder reliability is expected 

to be especially low with regard to this test. Thus, in following the protocol from past 
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research (Friedman and Forster 2001, 2005), coders scores are averaged in an attempt to 

minimize an especially high or low score from one or more coders. 

 While creativity was the main outcome of interest due to its relevance to creative 

advertising, other outcome variables also relate to the field of creative advertising. 

Creatives are not the sole authors of their creative works, they must take into account the 

viewpoints of consumers, clients, account executives, creative directors, and other key 

personnel. Thus, creatives can be more effective if they are open to change and willing to 

consider accepting new ideas. 

Task 3: Openness to Change 

Design: This task will simply measure whether subjects accept or reject an offer to 

exchange gifts with a friend. The independent variables of interest are regulatory focus 

and proportional representation (majority or minority). The dependent variable of interest 

is openness to change. 

 
H3a: Due to regulatory fit, individuals in a promotion focus, due to their sensitivity to  

positive information, will be especially willing to exchange gifts when in the 
majority. 
 

H3b: Due to regulatory fit, individuals in a prevention focus, due to their sensitivity to  
negative information, will be especially willing to exchange gifts when in the 
minority. 

 
H3c: Due to the lack of regulatory fit, individuals in the promotion focus and minority  

as well as individuals in the prevention focus and majority, will be less willing to  
exchange gifts than those with regulatory fit.  
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Procedure 

 After the brick uses task, subjects read a scenario manipulation first utilized by 

Liberman et al. (1999), and they were told it was a task on decision-making. The scenario 

read as follows: 

Imagine that you and your roommate have just moved into a new 
apartment. Your friends come to visit you at your new place and give each 
of you a gift. They give you a Texas coffee mug [pen]. The mug [pen] 
sells for $5 at the bookstore. They give your roommate a pen [coffee mug] 
that also sells for $5 at the bookstore. Suppose your roommate offers you 
the chance to exchange the mug [pen] you were given for the pen [mug]. 
Would you accept the offer? 

 
 It is expected that individuals who experience fit either by being in a promotion 

focus and in the majority or both in a prevention focus and in the minority will be most 

willing to accept the offer. Individuals not experiencing regulatory fit, either because they 

are in the promotion minority or the prevention majority, will experience unease and be 

less willing to exchange gifts. 

 The objects (pen and mug) were counterbalanced across participants.  First, a one-

way analysis of variance was conducted to determine whether there was significant 

difference between individuals who received the offer to exchange the pen for the mug 

and those who received the offer to exchange the mug for the pen. The ANOVA revealed 

a significant difference F (1, 238) = 5.772, p = .000. Individuals who received the offer to 

exchange the mug for the pen (M = .24) were significantly less likely to accept the 

exchange than were individuals who received the offer the exchange the pen for the mug 

(M = .55). This information helped to establish this variable as a covariate. In addition, 

two other covariates were utilized based on theory and testing that revealed they have an 
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effect on the dependent variable: enjoyment on the brick uses task and length of writing 

on the task to induce regulatory focus, which served as a proxy for regulatory focus 

strength. The factorial analysis of covariance that examined the effects of regulatory 

focus and proportional representation on the dependent variable of willingness to 

exchange gifts revealed a significant main effect for enjoyment F (1, 233) = 4.535, p = 

.034, partial eta squared = .019. In addition, the main effect for counterbalancing was 

significant F (1, 233) = 25.385, p = .000, eta squared = .098. The covariate of regulatory 

focus length was not significant in this analysis.  

 With regard to the main effects of interest, the main effect for regulatory focus 

was significant F (1, 233) = 3.929, p = .049, partial eta squared = .017. Mean tests 

revealed that individuals in a promotion focus (M = .45) were more likely to exchange 

gifts than individuals in a prevention focus (M = .34). There was no significant main 

effect for proportional representation. In addition, the interaction effect between 

regulatory focus and proportional representation was not significant. The results do not 

appear to support Hypotheses 3a, 3b and 3c. However, the significant main effect for 

regulatory focus suggests that regulatory focus theory, not regulatory fit, would best 

explain the results of this scenario. 

Table 6.20: Factorial ANCOVA for DV of Openness to Change 
Source SS   F MS Hypothesis df p Partial 2!  
Reg. Focus .832 3.929 .832 1 .049* .017 
Prop. Rep. .158 .744 .158 1 .389 .003 
RF * PR .021 .097 .021 1 .756 .000 
 
 To explore Research Question 3 and the role of subject sex on the interaction, a 2 

(regulatory focus) x 2 (proportional representation) x 2 (subject sex) factorial ANOVA 
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was conducted utilizing enjoyment and counterbalancing as covariates. While the main 

effects for enjoyment and counterbalancing remained significant (as in the previous 

analysis), there were no other significant main effects or interactions to report. 

Discussion 

 In contrast to previous research, where there was no significant difference 

between the offer to exchange the mug for the pen or the pen for the mug, the current 

study did find that the mug was preferred to the pen. After controlling for this variable, 

only one effect was significant, the main effect for regulatory focus. In support of the 

findings from Liberman et al. (1999), individuals in a promotion focus were more likely 

to exchange gifts, thus more open to change, than individuals in a prevention focus. This 

supports research on regulatory focus theory, but the lack of interaction effect suggests 

regulatory fit is not at play here. In contrast to Hypotheses 3a, 3b and 3c, proportional 

representation did not appear to affect the relationship between regulatory focus and 

openness to change. The reason for the lack of interaction effect is still unclear. It could 

be that the task, which was established specifically to test regulatory focus, was too 

simple to be affected by proportional representation. Alternative methods for examining 

openness to change should be explored. 

 The final outcome variable of interest in Study 2 is a task first utilized as a 

measure of relational versus item specific elaboration. However, since regulatory fit does 

not specify predictions with regard to cognitive elaboration, the task will be utilized in a 

different manner in the current study. The task, first introduced by Zhu and Meyers-Levy 
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(2007), is utilized to test the moderation of regulatory focus by proportional 

representation for this outcome variable. 

Task 4: Regulatory Fit and Task Enjoyment 

Design: The independent variables of interest are regulatory focus, proportional 

representation, and ad thematic ambiguity (high or low). The dependent variables of 

interest are product evaluations, net positive thoughts, complaints about too much ad 

information, and number of ad themes identified.  

Background 

 To determine whether proportional representation can moderate regulatory focus 

as would be predicted by regulatory fit, this research utilizes stimulus advertisements 

designed and implemented in research by Zhu and Meyers-Levy (2007). In their 

examination of the cognitive mechanisms that underlie regulatory focus, Zhu and 

Meyers-Levy developed two stimulus advertisements for a camera, one ad with high 

thematic ambiguity and one with low thematic ambiguity. Upon finding support for their 

assertion that individuals in a promotion focus engage in relational processing while 

individuals in a prevention focus engage in item-specific processing, they reasoned that 

individuals in a promotion focus should be up to the heightened challenge presented by 

an advertisement with high thematic ambiguity, and thus should have a preference for 

and comprehension of that type of advertisement. Conversely, they argued that the item-

specific processing mechanism associated with individuals in a prevention focus should 

lead to a preference for and higher comprehension of ads with low thematic ambiguity.  
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 In the high thematic ambiguity stimulus, the images have little relationship with 

each other or with the product, but themes can be determined with effort. The image of 

the camera is surrounded by photos of landscapes, a man riding a bike, and other images 

loosely related to themes of travel, leisure, and adventure. “Hence, for this ad substantial 

relational elaboration would be required for successful theme identification, yet attempts 

to identify specific product features via item-specific processing would likely be 

frustrated by the seemingly unrelated, potentially distracting nonthematic visuals” (Zhu 

and Meyers-Levy 2007, p. 91). In the low thematic ambiguity condition, the images are 

clearly related to each other and to the product, making themes easy to determine even 

with minimal relational processing. The images surrounding the visual of the camera are 

of a photo lens, a tripod and other gear relating to the theme “photography.”  

 However, there are no known preferences for regulatory fit with regard to 

relational or item-specific elaboration. With regard to regulatory fit, individuals 

experiencing fit should place more value on the task, feel more motivated and alert, and 

have greater task enjoyment (Higgins 2000). Thus, there are no predictions with regard to 

the high versus low-ambiguity advertisement. Instead, the predictions are based on 

regulatory fit, and how greater task enjoyment, motivation and value through fit could 

affect the dependent variables of interest. This study did utilize the same dependent 

variables utilized by Zhu and Meyers-Levy (2002). While not hypothesized to make a 

difference, high versus low ambiguity ad exposure was included in the analysis for the 

sake of comparison and exploration. 
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 Hypothesis 4 will follow the main principles of regulatory fit. Individuals 

experiencing fit should place more value on the task and should be more motivated to do 

well. They should also enjoy the task more and feel more alert when compared to 

individuals not experiencing fit (Higgins 2000). The increased task enjoyment should 

lead individuals experiencing fit to list more positive attributes about the ad stimuli, 

regardless of whether they are viewing the high or low ambiguity advertisement. This 

would be a factor of their increased motivation, causing them to write more for the task, 

and by default to write more positive thoughts. In addition, their motivation to do well 

due to fit should lead to greater theme identification, again regardless of ad ambiguity. 

With regard to the evaluation index, fit should lead to increased value placed upon the 

task. These individuals, by placing more value on the task, should rate the ads lower in 

their attempt to truly answer the evaluation questions. With regard to complaints about 

excessive advertising information, individuals not experiencing fit should experience 

unease, thus should generate more thoughts about excessive advertising information. The 

predictions based on regulatory fit are given below:  

 
H4a: Individuals experiencing regulatory fit, either through membership in the 

promotion focus and majority or in the prevention focus and minority, will 
generate more positive thoughts than individuals not experiencing fit. 

 
H4b: Individuals experiencing regulatory fit, either through membership in the 

promotion focus and majority or in the prevention focus and minority, will 
evaluate ads more negatively than individuals not experiencing fit. 

 
H4c: Individuals experiencing regulatory fit, either through membership in the 

promotion focus and majority or in the prevention focus and minority, will 
generate fewer thoughts about excessive advertising information than individuals 
not experiencing fit. 
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H4d: Individuals experiencing regulatory fit, either through membership in the 

promotion focus and majority or in the prevention focus and minority, will 
generate more themes than individuals not experiencing fit. 

 
 
Procedure 

 First, subjects will be shown one of the two stimulus ads representing high 

thematic ambiguity or low thematic ambiguity (from Zhu and Meyers-Levy 2007). After 

viewing the ad, subjects will be given a thought-listing task, which will serve as a 

measure of positive and negative thoughts about the advertisement. They will be asked, 

“What did you think of the advertisement? Write down any thoughts about the ad below.” 

Next, subjects will answer five product evaluation items, which will be averaged to form 

the product evaluation index. The items will be five, seven-point items assessing the 

product’s appeal, quality, reliability, trustworthiness, and consideration worthiness (Zhu 

and Meyers-Levy 2007). Finally, respondents will be asked to list as many themes as they 

felt were conveyed by the ad. The directions will state, “Now think about the themes that 

may have been conveyed in the advertisement. In the space below, please report any 

themes that you feel were conveyed by the ad visuals.” 

Analysis 

 The thought listing task will be coded by a rater who will determine the number 

of positive thoughts and the number of complaints about too much information given by 

each subject. The five product evaluation items will be averaged to form a product 

evaluation index. In addition, the number of themes identified by each subject will be 

tallied. The results for each dependent variable are discussed below. 
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Positive Thoughts Generated 

 To simplify the analysis, a variable was made that identified fit versus no fit. 

Individuals with regulatory fit were those either in the promotion focus majority or those 

in the prevention focus minority. Individuals not experiencing fit were those in the 

promotion focus minority and those in the prevention focus majority. A 2 (fit vs. no fit) x 

2 (high versus low ambiguity ad exposure) factorial analysis of variance was conducted 

for the dependent variable of number of positive thoughts generated. Hypothesis 4a 

predicts that individuals experiencing fit should list more positive thoughts than those not 

experiencing fit. The analysis revealed no significant main effect for fit F (1, 236) = .014, 

p = .906 or for high versus low ambiguity ad exposure F (1, 236) = .211, p = .646. The 

interaction effect also was not significant F (1, 236) = 1.166, p = .281. The results of 

Hypothsis 4a were not supported. 

Table 6.21: Factorial ANOVA for DV of Number of Positive Thoughts Generated 
Source SS   F MS Hypothesis df p Partial 2!  
Fit .012 .014 .012 1 .906 .000 
Hi/Low Amb. .185 .211 .185 1 .646 .001 
Fit * Hi/Low 1.021 1.166 1.021 1 .281 .005 
 
Table 6.22: Means for Number of Positive Thoughts Generated 
 Ambiguity Mean SD N 
Fit High .55 .852 60 
 Low .62 .826 64 
 Total .59 .836 124 
No Fit High .69 1.087 59 
 Low .51 .966 57 
 Total .60 1.029 116 
Total High .62 .974 119 
 Low .57 .892 121 
 Total .60 .931 240 
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Discussion 

 The results for Hypotheses 4a were not supported for the dependent variable of 

number of positive thoughts generated. Individuals generated the same number of 

positive responses regardless of whether they experienced regulatory fit and regardless of 

whether they viewed the high or the low-ambiguity advertisement. With regard to the 

interaction effect, individuals experiencing fit generated more positive thoughts for the 

low than the high ambiguity ad, while the opposite was true for individuals not 

experiencing fit. Overall, regulatory fit was not supported for this task. Perhaps the 

product evaluation index, which was an average of five advertisement-evaluation 

statements, can provide better support for fit. 

Product Evaluation Index 

 Hypothesis 4b predicts that individuals experiencing fit will evaluate the ad more 

negatively than those not experiencing fit. First, a one-way analysis of variance revealed 

that motivation would be a possible covariate because it was significantly related to the 

product evaluation measure F (8, 231) = 2.257, p = .024. A 2 (fit) x 2 (ambiguity) 

factorial ANCOVA was conducted, this time with the product evaluations measure as the 

dependent variable of interest. The analysis revealed a significant main effect for 

motivation F (1, 235) = 21.087, p = .001. With regard to the main effects of interest, there 

was a significant main effect for fit F (1, 235) = 7.218, p = .043. Supporting Hypothesis 

4b, the means table reveals that individuals without regulatory fit evaluated the ad stimuli 

more favorably (M = 3.756) than did individuals experiencing regulatory fit (M = 3.422). 

There were no other significant effects.  
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Table 6.23: Factorial ANCOVA for DV of Evaluation Index 
Source SS   F MS Hypothesis df p Partial 2!  
Fit 7.218 4.130 7.218 1 .043* .017 
Hi/Low Amb. .246 .141 .246 1 .708 .001 
Fit * Hi/Low .452 .259 .452 1 .611 .001 
 
Table 6.24: Means for Evaluation Index 
 Ambiguity Mean SD N 
Fit High 3.424 1.086 59 
 Low 3.421 1.308 57 
 Total 3.422 1.199 116 
No Fit High 3.822 1.466 60 
 Low 3.693 1.489 64 
 Total 3.756 1.473 124 
Total High 3.624 1.306 119 
 Low 3.565 1.407 121 
 Total 3.595 1.355 240 
 
Discussion 

 The analysis exploring the dependent variable of the evaluation index supported 

Hypothesis 4b. Individuals experiencing regulatory fit had lower overall ad evaluations 

than did individuals not experiencing fit. This prediction was made because the increased 

value placed on a task with regulatory fit can cause increased involvement with the task. 

Because the ad stimuli utilized from the Zhu and Meyers-Levy (2007) study were 

developed for the study and not professionally made, it is expected that individuals who 

place more value on the task will be more negatively affected by advertisements. The 

next dependent variable to examine is the number of complaints about excessive 

advertising information. 
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Complaints About Excessive Advertising Information 

 Hypothesis 4c predicted that individuals experiencing fit would generate fewer 

thoughts about excessive advertising information than those not experiencing fit. A 2 (fit) 

x 2 (ambiguity) analysis of variance was conducted with the number of complaints about 

excessive advertising information as the dependent variable of interest. The analysis 

revealed no effect for fit F (1, 236) = 1.298, p = .256, thus Hypothesis 4c is not 

supported. There was a main effect for high versus low ambiguity advertisement F (1, 

236) = 9.722, p = .002. The means analysis revealed that individuals had more 

complaints about excessive information when viewing the low ambiguity advertisement 

(M = .96) than they did when viewing the high ambiguity advertisement (M = .60). This 

seems to run counter to research and hypothesizing by Zhu and Meyers-Levy (2007), 

which found that promotion focus individuals would have equal amounts of complaints 

about both the high and low ambiguity ad, while prevention focus individuals would have 

more complaints for the high ambiguity ad than for the low ambiguity ad.  

Table 6.25: Factorial ANOVA for DV of Number of Thoughts about Excessive Ad Info 
Source SS   F MS Hypothesis df p Partial 2!  
Fit 1.025 1.298 1.025 1 .256 .005 
Hi/Low Amb. 7.678 9.722 7.678 1 .002* .040 
Fit * Hi/Low .032 .041 .032 1 .840 .000 
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Table 6.26: Means for Number of Thoughts about Excess Ad Info 
 Ambiguity Mean SD N 
Fit High .54 .678 59 
 Low .88 .946 57 
 Total .71 .834 116 
No Fit High .65 .840 60 
 Low 1.03 1.038 64 
 Total .85 .963 124 
Total High .60 .763 119 
 Low .96 .995 121 
 Total .78 .904 240 
 
Discussion 

 In contrast to research by Zhu and Meyers-Levy (2007), which found that 

individuals should produce more thoughts about excessive advertising information when 

viewing the high thematic ambiguity advertisement, subjects in this analysis had more of 

these thoughts when viewing the low thematic ambiguity ad. This could be due to the 

presentation of stimulus materials. While Zhu and Meyers-Levy presented full-color 

versions of the advertisement on a computer, this study utilized black and white copies of 

the advertisements in a pencil and paper measure. The images in the high thematic 

ambiguity advertisement were more difficult to see than those in the low thematic 

ambiguity advertisement, thus it is possible the images were seen more as background 

information in the high thematic ambiguity ad. If the images were viewed as background 

information, they could be easily overlooked as subjects scanned the advertisements.  

Number of Themes Identified 

 Finally, a 2 (fit) x 2 (ambiguity) analysis of variance was conducted with number 

of themes identified as the dependent variable of interest. Hypothesis 4d predicted that 

individuals experiencing regulatory fit would generate more themes than individuals not 
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experiencing fit. The analysis revealed a significant main effect for fit F (1, 236) = 

10.193, p = .022. Individuals experiencing regulatory fit listed more themes (M = 2.72) 

than did individuals not experiencing fit (M = 2.30), supporting Hypothesis 4d. The 

analysis also revealed a significant main effect for high ambiguity versus the low 

ambiguity advertisement F (1, 236) = 17.504, p = .003. As predicted by Zhu and Meyers-

Levy, more themes were generated for the high thematic ambiguity advertisement than 

for the low thematic ambiguity advertisement. The interaction effect was not significant. 

Table 6.27: Factorial ANOVA for DV of Number of Themed Identified 
Source SS   F MS Hypothesis df p Partial 2!  
Fit 10.193 5.279 10.193 1 .022* .022 
Hi/Low Amb. 17.504 9.066 17.504 1 .003* .037 
Fit * Hi/Low .026 .013 .026 1 .908 .000 
 
 
Table 6.28: Means for Number of Themes Identified 
 Ambiguity Mean SD N 
Fit High 3.00 1.352 59 
 Low 2.44 1.439 57 
 Total 2.72 1.418 116 
No Fit High 2.57 1.477 60 
 Low 2.05 1.290 64 
 Total 2.30 1.403 124 
Total High 2.78 1.427 119 
 Low 2.23 1.371 121 
 Total 2.50 1.423 240 
 

Discussion 

 The analysis for number of themes identified revealed a significant main effect for 

high versus low ambiguity in the advertisement. As predicted by Zhu and Meyers-Levy, 

more themes were generated for the high thematic ambiguity advertisement than for the 
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low thematic ambiguity advertisement. In addition, in support of Hypothesis 4d, there 

was a significant main effect for fit, with individuals experiencing regulatory fit 

generating more themes than those not experiencing fit. This would seem to support the 

assumptions of regulatory fit.  

General Discussion 

 Overall, the results of Study 2 and the tests of Hypotheses 2-4 provided mixed 

results. In some cases, the assumptions of regulatory fit were met as proportional 

representation acted as a moderator of the relationship between regulatory focus and the 

outcome variable. In other scenarios, the interaction had no effect, but the main effect for 

either regulatory focus or proportional representation significantly predicted the 

dependent variable. 

 The categorization task showed support for regulatory fit and for Hypotheses 2a, 

2b and 2c. Individuals experiencing fit (versus non-fit) categorized more inclusively. 

According to regulatory focus theory, individuals experiencing regulatory fit should place 

more value on and be more motivated by the task. Thus, these individuals should 

categorize more inclusively, a hypothesis supported by the analysis. 

 For the brick uses task, another measure of creativity, the results did not support 

regulatory fit, but instead supported Kanter’s (1977) theory of proportional 

representation. Individuals in the majority had a higher mean creativity score than did 

individuals in the minority. While Study 1 could not find support for the induction of 

regulatory focus through proportional representation, the findings from the brick uses 
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task suggest further research should explore the impact of proportional representation on 

creativity.  

 With regard to the openness to change task, the results did not support regulatory 

fit. Instead, they supported regulatory focus theory. Independent of proportional 

representation, which did not have an effect, regulatory focus affected likelihood to 

exchange gifts, with promotion focus individuals being more likely to exchange gifts than 

prevention focus individuals. 

 Finally, with regard to regulatory fit and task enjoyment when viewing stimulus 

advertisements, results suggest regulatory fit has an effect on the overall ad evaluation, 

with regulatory fit individuals rating lower than those not experiencing fit. Regulatory fit 

also effects the number of themes identified, leading to more identified themes for 

individuals experiencing fit.  

 When examining Hypotheses 1-4, it becomes clear that only 25% of the total 

hypotheses received support. There must be an explanation for the lack of overall support 

for the findings of this study. First, with regard to Study 1 and the induction of regulatory 

focus through proportional representation scenarios, the most plausible reason for lack of 

support is that the simple presentation of scenarios was not effective enough to induce 

regulatory focus. In order to determine whether group proportions can affect regulatory 

focus, researchers must physically place subjects into groups of varying proportions and 

have them interact with one another. 

 With regard to Hypothesis 2, which relates to whether regulatory fit can affect 

subjects’ creativity level, there has been no research to clearly indicate that regulatory fit 
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should affect creativity. Regulatory focus has been shown to affect creativity, with a 

promotion focus increasing and a prevention focus decreasing creative abilities. The 

results from the brick uses task suggest that proportions can indeed differentially affect 

the creativity abilities of majority and minority status group members. Majority members 

had a higher mean creativity score than minority members when developing novel uses 

for a brick. Future research should examine this relationship in greater detail, utilizing 

different creativity outcome measures and different manipulations of proportional 

representation.  

 With regard to Hypothesis 3, the outcome measure of willingness to change or 

willingness to exchange gifts is again an outcome more closely associated with regulatory 

focus than with regulatory fit. According to regulatory focus theory, individuals in a 

prevention focus should be less willing to change than individuals in a promotion focus. 

Thus, when examining regulatory fit, as was done in Study 2 for Hypothesis 3, it would 

be more practical to examine outcomes more closely related to regulatory fit, such as 

motivation, value, enjoyment and alertness. 

 Finally, the advertising stimulus measure utilized for Hypothesis 4 was also 

developed to measure regulatory focus rather than regulatory fit. This is evident because 

regulatory fit was indeed supported for the two measures that relate most to value, 

alertness, motivation and enjoyment. However, for the measures that resulted in 

competing tendencies with regard to regulatory fit, fit was not supported. 

 Overall, the outcome measures in Study 2 were developed with regulatory focus 

in mind, and thus the decision to examine regulatory fit rather than regulatory focus 
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should have resulted in changes in the outcome measures utilized in Study 2. An 

alternative explanation is that regulatory focus is not the theory to examine with regard to 

the effects of proportional representation on creativity. The brick uses task in Study 2 

suggests that proportions do indeed impact a person’s creative abilities. Perhaps further 

examination of the direct effect of proportions on creativity, without taking regulatory 

focus or regulatory fit into account, would provide a more useful framework for future 

research. Chapter 7 discusses the theoretical and practical implications of these findings. 

 
Table 6.29: Results Summary 
 Study and DV Effect Significance 
Hypothesis 1 Study 1a No. Items * Prop. Rep. .675 
  Detail * Prop. Rep. .531 
 Study 1b No. Items * Prop. Rep. .256 
  No. Items * PR * Gender ID .012** 
  Detail * Prop. Rep. .192 
 Study 1c No. Items * Prop. Rep. .819 
  Detail * Prop. Rep. .431 
Hypothesis 2 Study 2- Categorization Reg Focus .875 
  Prop. Rep .594 
  Reg Focus * Prop. Rep. .040** 
 Study 2- Brick Uses Reg Focus .288 
  Prop. Rep .050** 
  Reg Focus * Prop. Rep. .242 
Hypothesis 3 Study 2- Exchange Gift Reg Focus .049** 
  Prop. Rep .389 
  Reg Focus * Prop. Rep. .756 
Hypothesis 4 Study 2- Positive Thoughts Fit .906 
  High/Low Ambiguity .646 
  Fit * High/Low Ambiguity .281 
 Study 2- Eval. Index Fit .043** 
  High/Low Ambiguity .708 
  Fit * High/Low Ambiguity .611 
 Study 2- Excessive Ad Info. Fit .256 
  High/Low Ambiguity .002*** 
  Fit * High/Low Ambiguity .840 
 Study 2- Themes Fit .022** 
  High/Low Ambiguity .003*** 
  Fit * High/Low Ambiguity .908 
* < .10 
** < .05 
*** < .01 
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Table 6.30: Hypothesis Summary 
Hyp Support Study Explanation 
H1a 

H1b 
Partial 

Study 1b: Supported for individuals 
higher in gender identification for 
DV of number of items recalled. 

Proper scenario not found. Physical 
placement in groups may be necessary. 

H2a 

H2b 

H2c 

Partial 
PR Support 

Study 2: Regulatory fit supported 
for categorization task. Proportional 
representation supported for brick 
uses task. 

Cat Task: More motivation and enjoyment 
due to fit leads to inclusiveness.  
Brick Task: Salience of identity for 
minority leads to increased thoughts about 
self-presentation which causes cognitive 
deficits in task performance. 

H3a 
H3b 
H3c 

N.S. 
RF Support 

Study 2: Regulatory fit not 
supported for gift exchange task. 
Regulatory focus supported for gift 
exchange task. 

Regulatory fit (value, motivation, 
enjoyment) not related to openness to 
change. More relevant to regulatory focus. 

H4a N.S. Study 2: Regulatory fit not 
supported 

Competing tendencies. People more 
motivated so write more (and are thus 
likely to then write more positive info). 
But ads aren’t professionally done, so 
more motivation leads to more criticism. 

H4b Supported Study 2: Regulatory fit supported Ads not professionally done, so those who 
value task more evaluate more critically. 

H4c N.S. Study 2: Regulatory fit not 
supported 

Could be due to differences in ad quality. 
Color versus black and white. 

H4d Supported Study 2: Regulatory fit supported Fit leads to more motivation and value, 
thus more themes are written. 
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CHAPTER 7: IMPLICATIONS, LIMITATIONS AND FUTURE RESEARCH 

 

 This exploration started with a broad research question: Why are there so few 

female creatives? A content analysis provided evidence that parity is not fast approaching 

and qualitative interviews with female creatives provided insight into an under-

researched phenomenon. The qualitative research revealed that the dominance of males, 

both in numbers and in the culture, led females to feel under-appreciated and under-

utilized within the department. In addition, the interviews revealed that relationships with 

clients, creative directors and fellow creatives contributed to females feelings of 

acceptance within the department. 

 The qualitative research brought to light several insights which aided in a quest 

for theoretical understanding. Two theories were examined in-depth, Kanter’s (1977) 

theory of proportional representation and Higgins’ (1997) regulatory focus theory. The 

theory of proportional representation is relevant because the insights gleaned from female 

creatives closely mirrored the insights and perceptual tendencies of the theory. Its focus 

on structural variables, namely demographic proportions, makes it useful in this context. 

The theory of regulatory focus is relevant for several reasons. First, the theory asserts that 

feedback from bosses and close others can momentarily induce regulatory focus in 

individuals (Higgins 1997). This is important because the female creatives often 

mentioned the impact of creative directors and fellow creative on feelings of acceptance. 

Second, research has shown a relationship between identity factors and regulatory focus, 

which provides an excellent intersection point for regulatory focus theory and the theory 
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of proportional representation, which states that token individuals may have difficulty 

identifying with the dominant culture (Ely 1994).   

Theoretical Implications 

While research has explored the association between regulatory focus and several 

identity factors, such as stereotyped identities and stigmatized identities, this research is 

the first to explore the association between regulatory focus and proportional 

representation. Thus, this research expands upon both theories. Research has shown that 

proportional representation can have an effect on a token individuals’ perceptual 

tendencies and their ability to identify with a group (Ely 1994). By exploring proportional 

representation as a moderator of regulatory focus, this research suggests that proportions 

can affect the strength of persistence toward the goals a person chooses to pursue 

(nurturance versus security) and can affect the strategies a person utilizes to reach goals 

(approach versus avoidance). Thus, the outcomes associated with regulatory focus, such 

as creativity versus self-control or change versus stability, can be potentially further 

influenced by the effects of the demographic proportional representation within the 

group. 

This research introduces the concept of gender identification into the theory of 

proportional representation. With regard to the induction of regulatory focus through 

proportional representation scenarios in Study 1, this research was unable to induce it in 

the overall sample. However, when gender identification was taken into consideration, 

the results for Study 1b showed the successful induction of regulatory focus in high 

gender identification individuals. The theory of proportional representation does not take 
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into account a person’s gender identification. It only considers group proportions. Thus, 

this is an important area for future research to explore. 

This research also finds support that the impact of proportional representation 

extends into the creative realm. With regard to the task of generating novel uses of a 

brick, a task especially similar to the task of developing novel advertisements, there are 

some interesting implications for the theory of proportional representation. This task 

supports the theory of proportional representation in that majority individuals’ responses 

were more creative than were minority individuals’ responses. This is independent of 

regulatory focus, which was not significant. Thus, while the Study 1 scenarios were 

unable to induce regulatory focus through proportional representation, the brick uses task 

suggests proportions may affect creativity through a means other than regulatory focus. 

Future research should examine this relationship further. 

 With regard to regulatory focus theory, this research suggests that in some 

situations, the effects of regulatory focus can be suppressed or enhanced by group 

proportions. Thus, the situational factor of majority or minority status within a group 

should be taken into account when examining the effects of regulatory focus. As 

regulatory focus theory suggests, individuals in a promotion focus are likely to scan their 

environment and seek out positive outcomes to achieve, while those in a prevention focus 

are likely to seek out negative outcomes to avoid. Thus, individuals in a promotion focus 

may see majority status as a positive factor that aids in achievement, while those in a 

prevention focus may see minority status as a negative factor congruent with their 

avoidance strategic means. This supports regulatory fit as the mechanism through which 
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the moderation occurs. Thus, this research is similar to research on regulatory fit and to 

research suggesting individuals are attracted to groups (Sassenberg et al. 2007) and 

mentors (Lockwood, Jordan and Kunda 2002) that offer strategies of achievement that 

match their regulatory focus. Majority membership allows for the fulfillment of 

achievement needs, while minority membership necessitates a focus on safety and 

security. 

The effects of regulatory fit were supported with regard to the categorization of 

atypical exemplars task and with regard to evaluation index and number of themes 

identified in the regulatory fit and advertising exposure task. Individuals experiencing 

regulatory fit, either through a promotion regulatory focus and majority proportional 

status or through a prevention focus and minority status, placed more value on the tasks, 

which led to better performance. Note that rather than supporting the predictions from 

research on expectancies and regulatory focus (Keller and Bless in press), which would 

have hypothesized that promotion focus majority individuals would have done poorly 

under positive expectancies and prevention focus, minority individuals would have done 

poorly under negative expectancies, this research supports regulatory fit.  

 In addition, while regulatory focus has been shown to be associated with an 

increase or decrease in creativity, it has not been utilized in research on advertising 

creativity. One piece of research by El Murad and West (2003) did examine risk with 

regard to advertising creatives, finding that females, older creatives, and creatives with 

children were less risky than young males with no children. The insights gleaned from 

this research and from regulatory focus theory may suggest that the suppressed riskiness 
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may in fact be a result of the interaction between the person’s chronic or induced 

regulatory focus tendencies and their status as a demographic minority in the creative 

department, which is predominantly young, male and single.  

The present research, and all research on the effects of induced regulatory focus, 

notes the importance of environmental factors, or context, in influencing motivation, goal 

setting, and creativity within the organization. Thus, person factors, while important, may 

not be the only factors in determining creativity. This research suggests examining the 

interaction of person factors and context factors may be a better approach for 

understanding creativity in the workplace. 

Practical Implications 

The results from this study have many practical implications for advertising 

agencies and for any organization wishing to maximize creative outputs. Regulatory fit 

states that individuals are attracted to groups, people, objects, and behaviors that fit their 

regulatory focus. Individuals in a promotion focus want to accomplish and achieve. They 

are sensitive to positive information and approach is the strategy most often utilized to 

reach a goal. Promotion focus individuals are more creative than prevention focus 

individuals. Thus, one could make the assumption that individuals that are attracted to 

creative advertising, a field that requires a willingness to develop novel ideas and have 

them judged by a series of individuals, would be more likely to be individuals with a 

chronic promotion focus. Sassenberg et al. (2003) made a similar assumption about 

business students versus law students. Sassenberg and colleagues reasoned that business 

students should likely have a chronic promotion focus because the main topic of business 
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administration is the approach goal to maximize profit. Law students, however, are more 

likely to have a chronic prevention focus, because the main topic of law is to avoid 

injustice. Sassenberg et al. (2003) found support for their predictions. Additional 

evidence for the assumption that creatives are likely to be promotion focus individuals 

comes from the qualitative research offered in Chapter 3. When asked what type of 

female succeeds in the department, one informant said, “I think sensitivity is a big issue. 

You have to have this thick skin to be able to present your work every day, to have 

somebody tell you that what you made isn’t very good.” Another informant noted, “I’ve 

often wondered if it isn’t the risk factor that turns women off of being a creative. It seems 

like it’s a riskier career path than you would find in other departments.” 

Because entering into creative advertising requires a portfolio, which is usually 

compiled through a one- to two-year portfolio program, there are many opportunities for 

individuals who dislike the criticism that comes with advertising creativity to leave the 

field. Thus, the assumption could be that individuals in a prevention focus would be 

likely to leave the field before ever completing a portfolio program. If this is the case, 

then mostly promotion focus individuals enter into the field. Research by Sassenberg et 

al. (2007) found that high power in-groups have better regulatory fit for individuals in a 

promotion focus because they allow for the opportunity to engage in behaviors that fit 

their needs for nurturance and gain. Low power in-groups have better regulatory fit for 

individuals in a prevention focus because they allow their members to show behavior that 

fits their needs, such as a focus on safety and security (Sassenberg et al. 2007). Taken 

together, this could mean that creative females enter the profession because creative 
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advertising has a better regulatory fit with their promotion focus goals and needs. The 

more egalitarian university and portfolio system training creatives fits the promotion 

focus needs of all students. However, the boys’ club nature of the advertising creative 

department, in which the male in-group is a higher power group while the female in-

group is a lower power group, results in a lack of regulatory fit for female creatives. 

Promotion focus male creatives obtain regulatory fit because they are members of the 

majority in-group, which matches their promotion focus goals and needs. Promotion 

focus females, however, lack the regulatory fit they sought in the profession. Their status 

as a member of the lower power group of females does not match with their promotion 

focus needs and values. Thus, the lack of regulatory fit could be the reason that so many 

female creatives are driven out of the field.   

Regulatory fit did in fact affect the outcome on the categorization task, a task 

shown to measure creative thinking. Results of this study showed support for the 

assertion that regulatory fit leads to greater value for and motivation for a task. Results 

from two of the dependent variables in the regulatory fit and advertising exposure task 

were significant: evaluation index and number of themes identified. Thus, results provide 

some support for regulatory fit. 

In addition, another other finding may be of practical interest to advertising 

agencies and all creative professions. For the creative brick uses task, there was a 

significant main effect for proportional representation, indicating that majority 

individuals were significantly more creative than minority individuals. Because this task 

closely mirrors the actual job of an advertising creative due to its capacity to measure 
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idea generation, this implications of this finding become even greater. These results 

suggest that even if regulatory fit is not he mechanism through which proportional 

representation effects creativity, proportional representation does indeed affect creativity. 

Future research should try to further decipher theoretical meaning, but with regard to 

practical implications, it suggests the creativity of token status individuals suffers. 

There are several steps organizations can take to increase the acceptance of token 

individuals into the organization. Kanter (1977) suggested that organizations can hire 

females in sufficient numbers to counteract the negative affects of tokenism and to allow 

females to develop their own culture within the department. Increasing the percentage of 

minority individuals to 35% diminishes the salience of the minority and alleviates self-

consciousness (Lord and Saenz 1983). When proportions are held constant, there are 

other possible strategies for decreasing tokenism, such as organizational support and 

responsiveness to discrimination (Bond et al. 2004) and organizational legitimization of 

female employees’ skills through explicit statements about the value of each females’ 

skills (Yoder 2002). 

Through the introduction of regulatory focus into the context of creative 

advertising, several other methods for increasing the acceptance of token individuals 

become more readily apparent. Regulatory focus theory points to the importance of the 

social environment for impacting a person’s creative abilities. If proportions can affect 

the relationship between regulatory focus and creativity, this can affect agencies’ bottom 

line by affecting creative output. Because creativity is the lifeblood of the agency, 

agencies must take note of this very important phenomenon. The first step is making 
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managers and creative directors aware of this phenomenon. Regulatory focus theory can 

be induced by bosses through the communication of gain versus loss information when 

handing out assignments and rewards. Agency managers must be informed of the types of 

communication and interaction that can further aggravate these circumstances. They must 

be trained on the communication styles that can serve to overcome the negative effects of 

proportions and instead must emphasize actions and reward structures that induce a 

promotion focus. Organizations can examine the fairness of systems designed to allocate 

assignments, reward systems, raises, promotions, and other policies and procedures that 

may affect regulatory focus. 

The findings from this research have several implications not just for females, but 

for all individuals with token status in groups or organizations. Promotion focus 

individuals who differ from the dominant majority due to race, gender, physical 

handicap, sexual preference could experience a lack of regulatory fit as token members of 

a group, which decreases motivation and task enjoyment. For organizations in which 

creativity is a desired input, a promotion focus is the preferred regulatory focus. A 

promotion focus is induced by focusing on gains, nurturance, and ideals rather than 

losses, security and oughts. Because the actions of bosses and close others can impact a 

person’s regulatory focus, researchers interested in maximizing creativity in any field 

should examine regulatory focus theory and regulatory fit and their possible implications 

for the management of creative professionals. By taking steps to ensure the environment 

is safe and benign (rather than hostile), organizations can maximize creative outputs. 
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Thus, the introduction of regulatory focus theory into the literature on advertising 

creativity could prove to be a fruitful area for future research. 

Limitations 

Because only 25% of the proposed hypotheses of this study were supported, the 

first major limitation to address is whether proportional representation and regulatory 

focus are the appropriate theories to examine with regard to the issue of female creatives.  

This research attempted to test the interaction between the theories of proportional 

representation and regulatory focus. Study 1 was unable to find a proportional 

representation scenario that could successfully induce regulatory focus in all subjects. 

There are several possible explanations for why Studies 1a, 1b and 1c failed to produce 

significant results. It could be that proportions can indeed induce regulatory focus, but the 

appropriate mechanism for such induction is still unknown. Perhaps proportional 

representation scenarios are not salient enough to produce the desired results. Scenarios 

were chosen rather than real-world interaction to control for confounding variables. For 

example, placing subjects in groups in which they were majority or minority members 

could examine the phenomenon in a way that more closely mirrors the real-world, but it 

would be difficult to determine if resulting outcomes were due to proportions or due to 

other factors occurring within each group. In addition, if the scenarios had been found to 

induce regulatory focus, it would be a conservative test of the predicted interaction, since 

subjects are imagining a situation rather than physically experiencing it. However, 

regulatory focus was not induced. There may be some benefit to physically placing 

participants into proportioned groups, as is frequently done in research assessing the 
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minimal group paradigm (e.g. Tajfel and Turner 1986). Alternatively, it is possible that 

there is an overlooked time component to consider, whereby regulatory focus is only 

induced through prolonged exposure to a group with skewed proportions. Finally, it could 

be that proportional representation does not induce regulatory focus. It is possible that 

proportional demographic representation through token membership or majority 

membership in a group is not sufficient to induce regulatory focus. Thus the answer to the 

question of whether proportional representation can induce regulatory focus is still 

unclear. Future research much be conducted to determine which of the possible 

alternative explanations is true. 

Because Study 1 was unable to determine that proportions induce regulatory 

focus, Study 2 shifted its focus and instead explored the moderating role of proportional 

representation on regulatory focus. Study 2 found partial support for the moderation 

hypothesis. In some situations, individuals experiencing regulatory fit, either through 

majority status and an induced promotion focus or through minority status and an 

induced prevention focus, were more likely to perform better on a task due to the 

increased enjoyment, value, alertness and/or motivation associated with regulatory fit. 

When examining the results from the brick uses task in particular, one is alerted to the 

possibility that proportional representation may affect creativity independent of 

regulatory focus. Here, majority members generated more creative brick uses than 

minority members of a group. Thus, future research should explore this relationship 

independent of the influence of regulatory focus. 

While it is certainly possible that this study suggests that regulatory focus and 
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proportional representation do not interact to affect creativity, the previous explanations 

show that there are additional methodological considerations to take into account as well. 

Placing subjects into groups may be more salient than proportional scenarios. Utilizing 

outcome measures more tailored to regulatory fit, rather than regulatory focus, may 

results in an increase in support for the outcome measures. Thus, only future research can 

definitively determine whether theory, methodology, or a combination of the two is truly 

the source of the nonsignificant findings. 

In addition, the use of students as subjects could be a potential limitation, since 

our ultimate goal is to explore the effects of token representation on female creatives. The 

broad nature of the original research question and the scarcity of previous research on this 

topic led to a qualitative exploration, which offered insights that could be more 

theoretically grounded in two theories, proportional representation and regulatory focus. 

This resulted in an interest in exploring a novel psychological process, one that theory 

may support but that research had not yet examined. No study has examined or theorized 

about the effects of proportional representation on regulatory focus. Thus, the first step in 

this scientific inquiry is to examine this psychological process at its core. Study 1 was 

unable to provide support that proportional representation can induce regulatory focus. 

However, the use of student subjects could be problematic because it is possible that the 

nature of the educational system is more egalitarian than the creative department. One of 

the goals of the education system is to provide a fair and unbiased learning environment. 

However, agency creative departments pit creative teams against each other, fighting for 

premium assignments and large-budget productions. Thus, perhaps these student subjects 
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have not yet experienced an environment in which skewed gender groups led to unfair 

treatment. This assumption is supported by the qualitative interviews with 13 female 

creatives. While all creatives experienced a subtle bias in the creative department, none 

of the creatives reported feeling that bias while in university or portfolio school training. 

Thus, this may be a situation individuals cannot understand until they experience. 

In Study 1b, the addition or the gender identification measure helped to determine 

that regulatory focus can be more readily induced through proportional representation in 

high identification individuals than in low. This study wanted to examine the interaction 

between proportional representation in the whole population, as theorized by the theory 

of proportional representation, instead of just in high gender identification individuals. 

Thus a new approach was taken in Study 2. However, the gender identification measure 

was not included in Study 2, which is another limitation of this study. While it was not a 

main variable of interest in the theories of proportional representation and regulatory 

focus, its inclusion in Study 2 could have offered additional insight into its effects on the 

variables of interest. In addition, the gender identification measure should be further 

explored and validated. The TST is a general measure of salient aspects of identity not 

specifically designed for gender identification. Future research could validate and 

regulate a coding scheme. 

In Study 2, the results varied from task to task, suggesting the interaction between 

proportional representation and regulatory focus is more complex than originally 

estimated. This again could be due to the relatively conservative scenario-testing 

situation. Alternatively, it could be that a still unknown additional theory could help to 
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clarify the disparate results. Perhaps a closer examination of the domain of the task, and 

whether it is more relevant to promotion focus individuals, prevention focus individuals, 

or both, would offer insight into the conditions in which regulatory fit assumptions are 

likely to be supported. 

Future Research 

The topic of the under-representation of female creatives within the advertising 

agency is timely and important. While females make up more than half of all individuals 

in the advertising industry (Endicott and Morrison 2005), they are still under-represented 

in creative departments in particular (Endicott 2002). There is much to be learned about 

this under-researched topic. The theories of regulatory focus, including regulatory fit, and 

proportional representation can serve as a starting point for future research, which can 

begin by further exploring whether regulatory focus can indeed be induced by 

proportional representation. Perhaps quasi experiments, which sacrifice the internal 

validity found in scenarios for the external validity inherent in physically placing 

individuals into skewed groups, would be an interesting avenue to explore. Though a true 

experiment may be difficult to carry out, a quasi experiment may offer unique insights 

into the phenomenon. For example, researchers could determine whether regulatory focus 

is induced by asking female creatives to conduct the framing task that has been shown to 

be a direct test of regulatory focus (the Study 1 approach and avoidance sentences) in 

several different contexts. For example, the task could be given after a pitch meeting, 

after a meeting with the creative director, after assignments are given, and in other key 

contexts that may induce regulatory focus. This could help to determine which situations 
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are influential in affecting one’s regulatory focus. Once key situations are determined, 

researchers can provide creative managers with insights into how to better manage those 

contexts for maximization of creative potential.  

Regulatory focus could be very useful for researchers studying the management 

of creative teams. Future research can explore the many aspects of the social context that 

are key to the induction of regulatory focus. Feedback from supervisors, support from 

fellow employees, and framing in terms of gains instead of in terms of losses may all 

impact regulatory focus, and thus affect creativity. By focusing on the environmental 

determinants that induce a promotion focus, organizations can train managers and enact 

policies that serve to increase employees’ promotion focus, thus maximizing creative 

potential.  

Finally, there is one additional finding that warrants further exploration. The main 

effect of proportional representation on the brick uses task was significantly higher for 

individuals in the majority than for individuals in the minority. This finding is especially 

interesting because it offers some evidence that proportional representation can indeed 

have an impact on the creative abilities of majority and minority-status individuals. Of all 

the tasks in Studies 1 and 2, the brick uses task most closely mirrors the daily tasks that 

advertising creative professionals perform. Developing novel uses for a brick is similar to 

developing novel solutions for strategic advertising issues. Thus, further tests of the effect 

of proportional representation on creativity, both with additional proportional 
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representation scenarios and situations and with additional ways to measure creativity, 

can help to determine the full impact of proportional representation on regulatory focus. 

With the changing face of women in the workplace, it is an important time to 

examine the role that women play within the advertising agency. Advertising agencies 

are faced with the challenge of marketing to a large and diverse group of females. With 

the ever-increasing female graduation level from universities across the United States, it 

is time for advertising agencies to leave behind old norms and reach out to female 

creatives. Research suggests that diversity leads to creativity (Jackson 1992). Perhaps 

those who integrate the creative department the fastest will have the competitive edge in 

the industry’s future. 
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Appendix 1 

Interview Protocol 
 
1. Tell me about your training to become an advertising creative.   

Prompts: How did you feel about your training program?  Were there any aspects 
that might discourage females? 
 

2. Tell me about the interview process. 
 Prompts: Were there any aspects that may have discouraged females? 

 
3. Tell me about your experience as a female creative. 

 
4. In your opinion, why are there so few female creatives?  Why is this still a male-

dominated area within the industry? 
 

5. Are there aspects about the creative department that might discourage women from 
staying in the department? 
 

6. Are there any aspects of the department that make it easier for males to succeed? 
 Prompts: Are males “better” at anything? 

 
7. Are there any aspects of the department that make it easier for females to succeed? 

Prompts: Are females “better” at anything? 
 

8. Do you feel that the department treats males and females the same? 
 

9. What type of male/female typically succeeds in the creative department? 
 

10. Why would a woman leave the department? 
 

11. When females leave the advertising agency, where do they go? 
Prompts: Do you have any examples?  Why did they leave? 
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Appendix 2 
 

Study 1 Scenarios 
 

Study 1a 

Imagine your psychology course has assigned a group project, and your professor 
has just announced who will be in the groups. You are placed in a group, and you 
realize that 90% of your team is female and only 10% is male. 

You will first complete a series of tasks to help you determine each group 
member’s abilities. After you complete the tasks, your scores will be made 
available to your group members, and their scores will be made available to you. 

 
Study 1b 
 

Directions: The current study is an assessment of abstract reasoning. Up to this 
point, 90% of the people who have taken this test have been females, while only 
10% have been males. This test is to examine whether males and females perform 
at the same level. Your performance on these problems will be compared to other 
students from across the nation. 

 
Study 1c 
 

Imagine you have been chosen for a new reality show, similar to Survivor or the 
Real World/Road Rules Challenge, where you compete in challenges each week. 
For this challenge, each team votes off a member of their team each week.   
  
Upon arrival to the show, the teams are divided and you realize that 90% of your 
team is female and only 10% is male. You will complete the first challenge in this 
show, a brain-teaser. Upon completion of the task, your scores will be made 
available to your teammates and their scores will be made available to you. 
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Appendix 3 
 

Study 1 Experimental Materials 
 

This first page is unrelated to the rest of the study. There are ten numbered blanks on the 
page below. Please write ten answers to the simple question, “Who am I?” in the blanks. 
Just give ten different answers to this question. Answer as if you were giving the answers 
to yourself, not to somebody else. Write the answers in the order than they occur to you. 
Don’t worry about logic or “importance.”  Go along fairly fast, since there are other tasks 
to complete afterward.  
 

 
Who Am I? 

 
 

1. _____________________________________ 

2. _____________________________________ 

3. _____________________________________ 

4. _____________________________________ 

5. _____________________________________ 

6. _____________________________________ 

7. _____________________________________ 

8. _____________________________________ 

9. _____________________________________ 

10. _____________________________________ 
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While the above exercise was part of an unrelated study, the remaining tasks are part of 
the main study.  The scenario in the box on the top of the next page will introduce you to 
the main study. 

[Insert Scenario Here] 
 
1. What is your gender?       � male       � female 
 
The following questions can be answered on a 9-point scale ranging from not at all to 
very much.  Please put an X in the box which best describes your answer: 
 

 Not At 
All 
1 2 3 4 5 6 7 8 

Very 
Much 

9 
How eager are you right now?          

How careful are you right now?          

How motivated are you to do well on the task?          

How much do you think you will like the task?          
 Very 

Bad 
1 2 3 4 5 6 7 8 

Very 
Good 

9 
How well will you perform on the task?          

How do you feel right now?          

 
Task 1: Assessment of Abstract Reasoning 
 
Directions:  
For the first abilities task, you are asked to judge how good an example of a category 
various instances are. At the top of each section is the name of a category. Under it are 
names of some possible members of the category. After each member is a scale. You are 
to rate how good an example of the category each member is on a 10-point scale, ranging 
from "very poor example" to "very good example." Use the other members of the 10-
point scale to indicate intermediate judgments. 
 
Please be both fast and accurate in your assessment of category fit. Results of this study 
can predict success in your studies as well as other cognitive achievements. Your scores 
will be compared to those of your group members. 
Please rate the fit of each member to the category. 
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Category = Furniture 
 
 Very 

Poor 
Example 

1 2 3 4 5 6 7 8 9 

Very 
Good 

Example 
10 

Chair           
China Closet           
Stove           
Sofa           
Telephone           
Bookcase           
Coffee Table           
Fan           
End Table           
 
 

Category = Vehicle 
 
 Very 

Poor 
Example 

1 2 3 4 5 6 7 8 9 

Very 
Good 

Example 
10 

Automobile           
Camel           
Scooter           
Bicycle           
Feet           
Bus           
Elevator           
Truck           
Train           
 
 

 Very 
Bad 

1 2 3 4 5 6 7 8 

Very 
Good 

9 
How well did you perform on the task?          

How do you feel you did compared to 
other members of your group?          

 
Furniture  

• Good 
o Chair, Coffee Table, Sofa 
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• Moderate 
o China Closet, Bookcase, End Table 

• Poor 
o Stove, Fan, Telephone 

Vehicle 
• Good 

o Automobile, Bus, Truck 
• Moderate 

o Scooter, Train, Bicycle 
• Poor 

o Camel, Feet, Elevator 
Vegetable 

• Good 
o Carrot, Broccoli, Brussels sprouts 

• Moderate 
o Onions, Potato, Turnip Greens 

• Poor 
o Pickles, Seaweed, Rice 

Clothing 
• Good 

o Pants, Dress, Coat 
• Moderate 

o Shoes, Tuxedo, Vest 
• Poor 

o Purse, Ring, Cane 
 
Task 2: Verbal Episode Perception 
 
Directions: You will now complete a task that measures perception of verbally described 
episodes. This is an individual task. The following is a passage that describes the 
episodes that occurred over a period of four days in the life of UT student, Amelia K. As 
you read, try to form an impression of what those days were like based on the verbal 
description.  
 
Information about Amelia K. 
Note: These will be mixed in a random order.   
Note: This list is from Seibt and Forster (2004). 
Note: It is expected that those in the minority (prevention focus) will better remember 
those sentences with avoidance as a strategic means, while those in the majority 
(promotion focus) will better remember those with an approach strategic means. 
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Approach 
 
Approach the mismatch to a negative thing 
 
I dislike eating in crowded places, so at noon I picked up a sandwich from a local deli 
and ate outside where there were less people. (Higgins et al 1994) 
 
In the language lab, I ran into that guy who always distracts me. I took the seat that was 
farthest away from him. 
 
Because I do not want to lose my teeth as early as my mother, I regularly go to the dentist 
for check-ups. 
 
I don’t want to get sick, that’s why I eat lots of vitamin C. 
 
I don’t want to become as fat as my mother, so I go jogging three times a week. 
 
Approach a match to a positive thing 
 
I really wanted to meet my friend Manuel for dinner, so I worked really hard at finishing 
my homework early. 
 
Because I wanted to give my best friend something nice for her birthday, I went to town 
immediately after my classes to shop. (Seibt and Forster 2004) 
 
I like to go to the Longhorn football games with a group of friends from my sorority, so I 
made sure to save up some money for season tickets. (Kasey) 
 
Because I really wanted to see a French movie showing at the theater downtown, I bought 
the tickets early. 
 
Because I wanted to be at school for the beginning of my 8:30 psychology class, which is 
usually excellent, I woke up early this morning. (Higgins et al 1994) 
 
Avoidance 
 
Avoid a mismatch to a positive thing 
 
Because I wanted to get a head start on studying, I decided not to go to Houston for the 
weekend. 
 
To please my parents, I did not cut my hair. 
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Because I want to buy a laptop, I decided not to buy a new winter coat. 
 
I wanted to take a class in photography at the community center, so I didn’t register for a 
class in Spanish that was scheduled at the same time. (Higgins et al 1994) 
 
Avoid a match to a negative thing 
 
My friend constantly wanted to talk about her problems with her boyfriend, and it got on 
my nerves. When she called me this evening, I just didn’t answer the phone.  
 
I didn’t feel like going Spanish class, so I simply skipped it. 
 
Because I didn’t want to say something stupid in class, I didn’t say anything at all. 
 
I saw my presentation partner from across the courtyard, but I had not yet done my part 
of the assignment. I walked in the opposite direction so he couldn’t ask about my 
progress so far. 
 
I didn’t want to feel tired during my very long morning of classes, so I skipped the most 
strenuous part of my morning workout. (Higgins et al 1994) 
 
I don’t like interpersonal conflict, so I left the apartment when two of my apartment-
mates started to argue. (Higgins et al 1994) 
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Task 3: Test of Visual Stimuli Perception (filler task) 
 
The third task is a perception of visual stimuli task.  To the right of each shape, please try 
to replicate the shape four times.  Try to copy them as accurately as possible.  Example 1, 
the square, is done for you as an example. You will be stopped after 7 minutes. 
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Task 4: Recall Task  
 
In the space below (and on the back if needed), please recall the episodes in the previous 
story about Amelia K. as precisely as possible.  The order in which they are recalled is 
not important, but you should try to recall the episodes as completely as possible.   
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Demographics 
In order for us to analyze the data obtained from this study, we need to aggregate answers 
along some demographic criteria.  Your answers to the following questions will assist us 
to do so.  Please be assured that your answers will be kept strictly confidential. 
 
1.  In what year were you born?   __________ 
 
2.  What college are you a member of? 
� Architecture     � School of Public Affairs 
� Business      � Liberal Arts   
� Communication     � Natural Sciences 
� Education      � Nursing 
� Engineering      � Pharmacy  
� Fine Arts      � Social Work 
� School of Information   � Undergraduate Studies 
� School of Geosciences  � Other _____________  
� School of Law  
 
3. What is your classification? 
 
� Freshman     � Junior   
� Sophomore      � Senior   

� Other_____________ 
4. How would you classify yourself? 
 
� Anglo      � Hispanic American 
� African American     � Multiracial   
� American Indian     � International  
� Asian American     � Other 
 
5.  Please mark the area of advertising that best matches your career plans. 
�   Creative    �   Account planning 
�   Account service   �   Other advertising area 
�   Media     �   Other non-advertising area 
 
6. Do you remember the gender ratio of the group you were assigned to in the beginning   
    of the study? 
 
�   100% female, 0% male 
�   90% female, 10% male 
�   50% female, 50% male 
�   10% female, 90% male 
�   0% female, 100% male 
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Appendix 4 
 

 Study 2 Experimental Materials 
 

Induction of Promotion Focus 
Please recall your ideals, hopes, and dreams as a child.  How have those ideals, hopes and 
dreams changed over time?  What are your ideals, hopes and dreams now? 

Induction of Prevention Focus 
Please recall your duties and obligations as a child.  How have those duties and 
obligations changed over time?  What are your duties and obligations now? 

 
Female Majority Promotion Scenario 

 

Imagine you have been chosen for a new reality show, similar to Survivor or the 
Real World/Road Rules Challenge, where you compete in challenges each week. 
For this challenge, one member of the team leaves each week, and you want to 
maximize your chances of staying on the team.  
  
Upon arrival to the show, the teams are divided and you realize that 90% of your 
team is female, thus, for every nine (9) females, there is one (1) male. You will 
complete the first challenge in this show, a series of tasks that measure abstract 
abilities. Upon completion of the tasks, your scores will be made available to 
your teammates and their scores will be made available to you to decide who will 
stay on the team. 

 
 
Male Majority Prevention Scenario 

 

Imagine you have been chosen for a new reality show, similar to Survivor or the 
Real World/Road Rules Challenge, where you compete in challenges each week. 
For this challenge, one member of the team leaves each week, and you want to 
minimize your chances of being rejected.  
  
Upon arrival to the show, the teams are divided and you realize that 90% of your 
team is male, thus, for every nine (9) males, there is one (1) female. You will 
complete the first challenge in this show, a brain-teaser. Upon completion of the 
task, your scores will be made available to your teammates and their scores will 
be made available to you to decide who will leave the team. 
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1. What is your gender?       � male       � female 
 
The following questions can be answered on a 9-point scale ranging from not at all to 
very much.  Please put an X in the box which best describes your answer: 
 

 Not At 
All 
1 2 3 4 5 6 7 8 

Very 
Much 

9 
How eager are you right now?          

How careful are you right now?          

How motivated are you to do well on the task?          

How much do you think you will like the task?          
 Very 

Bad 
1 2 3 4 5 6 7 8 

Very 
Good 

9 
How well will you perform on the task?          

How do you feel right now?          

 
Section 2 
 
Task 1: Categorization Task 
 
Now you will complete a task that measures abstract imagination.  
 
On this task you are asked to judge how good an example of a category various instances 
are. At the top of each section is the name of a category. Under it are names of some 
possible members of the category. After each member is a scale. You are to rate how 
good an example of the category each member is on a 10-point scale, ranging from "very 
good example" to "very poor example." Use the other members of the 10-point scale to 
indicate intermediate judgments. 
 
Please be both fast and accurate in your assessment of category fit. Results of this study 
can predict success in other cognitive achievements.  
 
Please rate the fit of each member to the category.  
 
Categorization Task 
Note: These will be in a random order and will not tell them which are good, moderate or 
poor, but will instead ask them to rate it on a 10-point scale from very poor example to 
very good example.  Note, to make the task shorter, each group will only do two of the 
categories. 
 
Furniture  

• Good 
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o Chair, Coffee Table, Sofa 
• Moderate 

o China Closet, Bookcase, End Table 
• Poor 

o Stove, Fan, Telephone 
Vehicle 

• Good 
o Automobile, Bus, Truck 

• Moderate 
o Scooter, Train, Bicycle 

• Poor 
o Camel, Feet, Elevator 

Vegetable 
• Good 

o Carrot, Broccoli, Brussels sprouts 
• Moderate 

o Onions, Potato, Turnip Greens 
• Poor 

o Pickles, Seaweed, Rice 
Clothing 

• Good 
o Pants, Dress, Coat 

• Moderate 
o Shoes, Tuxedo, Vest 

• Poor 
o Purse, Ring, Cane 

 
Category = Furniture 

 
 Very 

Poor 
Example 

1 2 3 4 5 6 7 8 9 

Very 
Good 

Example 
10 

Chair           
China Closet           
Stove           
Sofa           
Telephone           
Bookcase           
Coffee Table           
Fan           
End Table           
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Category = Vehicle 

 
 Very 

Poor 
Example 

1 2 3 4 5 6 7 8 9 

Very 
Good 

Example 
10 

Automobile           
Camel           
Scooter           
Bicycle           
Feet           
Bus           
Elevator           
Truck           
Train           
 
 

 Very 
Bad 

1 2 3 4 5 6 7 8 

Very 
Good 

9 
How well did you perform on the task?          

How do you feel you did compared to 
other members of your group?          

 
Not At 

All 
1 2 3 4 5 6 7 8 

Very 
Much 

9 
How much did you enjoy the task?          

How motivated were you to do the task?          

How difficult was the task?          

 
Additional Induction of Same Regulatory Focus 

Promotion Focus 
Please recall your parents’ ideals, hopes, and dreams for you as a child.  How have those 
ideals, hopes and dreams changed over time?  What are your parents’ ideals, hopes and 
dreams for you now? 
 
Prevention Focus 
Please recall your parents’ expectations, obligations and duties for you as a child.  How 
have those expectations, obligations and duties changed over time?  What are your 
parents’ expectations, obligations, and duties for you now? 
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STOP- Wait for directions before going to the next page (do not look ahead) 
 
Do you remember the gender ratio of the group you were assigned to in the beginning of 
the study? 
 
�   100% female, 0% male 
�   90% female, 10% male 
�   50% female, 50% male 
�   10% female, 90% male 
�   0% female, 100% male 
 
Task 2: Creativity of Generated Ideas 

 
This task measures abstract imagination.  In this task, you are asked to generate and write 
down as many uses for a brick as you can think of.  Try to avoid typical uses of a brick 
and to refrain from listing impossible uses. You have one minute to complete this task. 
 
(one minute to write down options) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 Very 
Bad 

1 2 3 4 5 6 7 8 

Very 
Good 

9 
How well did you perform on the task?          

How do you feel you did compared to 
other members of your group?          

 
Not At 

All 
1 2 3 4 5 6 7 8 

Very 
Much 

9 
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How much did you enjoy the task?          

How motivated were you to do the task?          

How difficult was the task?          

 
Task 3: A Gift 

Imagine that you and your roommate have just moved into a new 
apartment. Your friends come to visit you at your new place and give each 
of you a gift. They give you a Texas coffee mug. The mug sells for $5 at 
the bookstore. They give your roommate a pen that also sells for $5 at the 
bookstore. Suppose your roommate offers you the chance to exchange the 
mug you were given for the pen. Would you accept the offer? 

 
�   yes  �   no 

Task 4: Relational versus Abstract Elaboration and Ambiguity 

Directions: You will now view an advertisement for a camera. Please examine the 
advertisement and then fill out the questionnaire below. 
 
Note: Stimuli taken from Zhu and Meyers-Levy (2007).  
Note: Subjects will see only one of the ad stimuli, and they will answer the questionnaire 
based on that ad.  
Note: I still have to Photoshop the ad stimuli to take away the headline. I will take away 
the words “Capture those important moments now!” and “Don’t let those important 
moments slip by!” since those lines were meant to induce regulatory focus, and we want 
our independent variable of proportional representation to be the only variable that 
induces regulatory focus. 
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Stimulus 1: High Thematic Ambiguity Stimulus 
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Stimulus 2: Low Thematic Ambiguity Stimulus 
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What did you think of the advertisement? Write down any thoughts about the ad below. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 Not At 
All 
1 2 3 4 5 6 

Very 
Much 

7 
How appealing is this product?        

Is this a quality product?        

How reliable is this product?        

How trustworthy is the product?        

Is this product worthy of your consideration?        

 
 
Now think about the themes that may have been conveyed in the advertisement. In the 
space below, please report any themes that you feel were conveyed by the ad visuals.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Demographics 
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In order for us to analyze the data obtained from this study, we need to aggregate answers 
along some demographic criteria.  Your answers to the following questions will assist us 
to do so.  Please be assured that your answers will be kept strictly confidential. 
 
1.  In what year were you born?   __________ 
 
2.  What college are you a member of? 
� Architecture    � School of Public Affairs 
� Business     � Liberal Arts  
� Communication    � Natural Sciences 
� Education     � Nursing 
� Engineering     � Pharmacy 
� Fine Arts     � Social Work 
� School of Information   � Undergraduate Studies 
� School of Geosciences  � Other _____________ 
� School of Law 
 
3. What is your classification? 
 
� Freshman    � Junior  
� Sophomore     � Senior  

� Other_____________ 
4. How would you classify yourself? 
 
� Anglo     � Hispanic American 
� African American    � Multiracial  
� American Indian    � International  
� Asian American    � Other 
 
5.  Please mark the area of advertising that best matches your career plans. 
�   Creative    �   Account planning 
�   Account service   �   Other advertising area 
�   Media     �   Other non-advertising area 
 
6. Do you remember the gender ratio of the group you were assigned to in the beginning   
    of the study? 
 
�   100% female, 0% male 
�   90% female, 10% male 
�   50% female, 50% male 
�   10% female, 90% male 
�   0% female, 100% male 
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Appendix 5 
 

Brick Uses as Rated By Coders 
 

 
Brick Use Coder 1 Coder 2 Average 
Ad for bricklaying company 6 8 7 
Add wheels and make a car 6 6 6 
Advertising logo 3 8 5.5 
Anchor 2 3 2.5 
Animal trap 5 5 5 
Art 4 4 4 
Art canvas to paint 5 6 5.5 
Art subject matter (subject matter for art) 4 4 4 
Balance a scale 3 3 3 
Ball/ basketball/ football/ soccer ball 4 3 3.5 
Ballast weight 4 1 2.5 
Balloon weight 3 2 2.5 
Base for a small structure 3 2 2.5 
Baseball base 5 6 5.5 
Bed lifters 3 4 3.5 
Block holes in fences 2 6 4 
Block water 4 6 5 
Book end 4 5 4.5 
Bread flattener 6 5 5.5 
Break and use as gravel 5 5 5 
Break apart smaller things (things smaller than a brick) 3 1 2 
Break eggs 3 4 3.5 
Break electronics 4 3 3.5 
Break ice 3 3 3 
Break in a person's face 3 1 2 
Break window 2 1 1.5 
Break/ smash the brick 3 1 2 
Brick carrying penalty as sentence for breaking law 7 9 8 
Bug killer 2 4 3 
Build amusement park 2 5 3.5 
Build archway 2 4 3 
Build basement walls 2 4 3 
Build BBQ pit/ grill 3 2 2.5 
Build bookshelf/ bookcase/ shelf 2 3 2.5 
Build brick oven 3 1 2 
Build bridges 2 2 2 
Build chair/ seat 2 3 2.5 
Build chimney 2 1 1.5 
Build dam 4 2 3 
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Build dog house 2 3 2.5 
Build fences/ gates 2 2 2 
Build fireplace/ fire pit 2 1 1.5 
Build fort/ fort wall 2 2 2 
Build fountain 2 3 2.5 
Build house 2 2 2 
Build mailbox 2 2 2 
Build office buildings 2 3 2.5 
Build oven 2 1 1.5 
Build platform/ stand on for speaking 3 2 2.5 
Build pool 2 3 2.5 
Build ramp/ skateboard ramp/ bike ramp 4 3 3.5 
Build restrooms 2 4 3 
Build school 2 5 3.5 
Build shelter 2 2 2 
Build sidewalk/ walkway/ pathway 2 3 2.5 
Build stadium 2 4 3 
Build stairs 2 3 2.5 
Build statue 2 3 2.5 
Build table 2 3 2.5 
Build things 1 1 1 
Build tower 2 3 2.5 
Build trap 4 4 4 
Build tree house 3 4 3.5 
Build TV stand 2 4 3 
Build wall 2 1 1.5 
Build wall for defense in battle 2 1 1.5 
Building blocks/ Legos 5 2 3.5 
Candle holder (candles in holes) 5 5 5 
Carry in purse to maul attacker 4 4 4 
Carve a message on it 4 3 3.5 
Carve into a figure 4 3 3.5 
Carve it for art 4 3 3.5 
Chemical ingredients 6 3 4.5 
Chew toy for dog 3 1 2 
Chicken tenderizer 5 8 6.5 
Chip crusher (for cooking) 5 8 6.5 
Coaster 4 9 6.5 
Competition- to see who can throw the furthest 5 4 4.5 
Computer fixer 5 2 3.5 
Cooking device 3 2 2.5 
Couture clothing/ fashion statement 3 6 4.5 
Cover a window so it won't open 5 4 4.5 
Crab opener 5 6 5.5 
Crush a coconut 5 5 5 
Cutting board 4 7 5.5 
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Deck sander 7 8 7.5 
Decoration 3 2 2.5 
Decoy 2 4 3 
Dent a car 2 4 3 
Digging tool 2 5 3.5 
Disk throw at Olympics 5 4 4.5 
Door stop 2 1 1.5 
Draw on it 3 4 3.5 
Edging 2 3 2.5 
Egg holder 5 5 5 
Elevate self 4" 3 6 4.5 
Enemy catapult ammo 5 5 5 
Exercise weights/ equipment 4 3 3.5 
Exfoliant 8 9 8.5 
Fake foot 5 7 6 
File calluses 7 7 7 
Fireworks launcher 5 6 5.5 
Flower pot 4 5 4.5 
Foot rest 2 6 4 
Forget it 2 2 2 
Fuel 5 5 5 
Fundraising "buy a brick" campaign 4 7 5.5 
Games 3 4 3.5 
Get truck out of mud 4 4 4 
Give as gift 2 5 3.5 
Grate cheese 7 6 6.5 
Grind and use as chalk to draw 8 6 7 
Grind and use for fairy dust 8 7 7.5 
Grind coffee 6 6 6 
Grind down for sand 6 4 5 
Grind something down 6 1 3.5 
Hammer 4 4 4 
Hat 1 5 3 
Heating mechanism 6 6 6 
Heavy end for a pulley/ counterweight 5 1 3 
Hide a key under it 2 3 2.5 
Hideout for mouse (in hole) 2 4 3 
Hold down basketball goal 2 5 3.5 
Hold down dead body in water 4 5 4.5 
Hold down hot air balloon 4 2 3 
Hold up a broken swing set 3 4 3.5 
Holding down objects 1 1 1 
Hook 1 2 1.5 
Hurt someone 2 1 1.5 
Insect home 5 5 5 
Juggling 3 7 5 
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Karate chopping 3 6 4.5 
Knife sharpener 6 3 4.5 
Ladder 3 4 3.5 
Lagerman rock wall/ cliff 2 5 3.5 
Landscaping material/ garden border 2 3 2.5 
Leveler/ makes tables, beds, etc. level 2 3 2.5 
Light bulb holder 6 7 6.5 
Mail it to junk mail agencies that provide postage return 6 6 6 
Make a grid 2 6 4 
Make a sculpture 2 4 3 
Make noise/ hit together 4 5 4.5 
Make trim 2 2 2 
Mash Potatoes 4 4 4 
Memorabilia 1 4 2.5 
Metaphor for life 2 8 5 
Mic stand support 2 6 4 
Mile marker 2 7 4.5 
Mouse trap (with pulley) 6 4 5 
Nail file 7 5 6 
Necklace holder 5 7 6 
Nickname 2 2 2 
Not use it 1 1 1 
Nut cracker 4 3 3.5 
Ornament 4 2 3 
Paint it 1 2 1.5 
Paint yellow, use in Wizard of Oz production 5 6 5.5 
Paper weight 2 1 1.5 
Pave a road 1 2 1.5 
Pencil holder 4 2 3 
Percussion instrument 5 4 4.5 
Pet/ companion 4 6 5 
Pillow 1 6 3.5 
Place holder 2 4 3 
Place on head to train models 4 6 5 
Plate 2 5 3.5 
Platform shoes 2 4 3 
Play catch 2 7 4.5 
Playground holder 2 5 3.5 
Pot stand 2 5 3.5 
Potting materials 2 3 2.5 
Practical joke use 1 4 2.5 
Prank to fill backpacks with 4 7 5.5 
Present 2 3 2.5 
Press a wet magazine that is wrinkled/ flatten paper 4 3 3.5 
Press flowers 4 4 4 
Projectile 2 3 2.5 
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Prop open windows 2 2 2 
Pull rope through hole and use as necklace 5 7 6 
Put brick in toilet so it uses less water 6 8 7 
Put in a song 3 7 5 
Raise a chair, table or bed 2 3 2.5 
Sandwich press/ place on top of Panini 5 3 4 
Science experiment 2 4 3 
Security 2 2 2 
Sell for money 2 6 4 
Shitting a brick 2 2 2 
Shoes 2 3 2.5 
Shot put 4 3 3.5 
Sink a floating object 3 2 2.5 
Sinker for fishing 4 3 3.5 
Smash potatoes for mashed potatoes 4 2 3 
Smoke 4 4 4 
Song title 2 4 3 
Stabilizer 2 3 2.5 
Stack up 2 1 1.5 
Stamp 4 5 4.5 
Stencil (rectangular)/ tracing tool 5 5 5 
Stepping stone 2 2 2 
Steps, step up 2 2 2 
Stilts 4 3 3.5 
Stop car from rolling/ tire stop 2 2 2 
Storage for pencils 5 3 4 
Store small objects in the holes 4 2 3 
Straight edge 4 5 4.5 
Subject for a story 3 8 5.5 
Table centerpiece 3 6 4.5 
Test if something floats 3 4 3.5 
Throw at someone/ at enemy 3 1 2 
Throw to relieve stress 4 5 4.5 
Toe stubber 5 4 4.5 
Tombstone for dog (holes on top to hold flowers) 7 9 8 
Tool 2 1 1.5 
Tortilla flattener 5 5 5 
Toy cell phone 2 4 3 
Toys for kids 2 3 2.5 
Trophy stand 2 4 3 
Unit of measurement (length, weight) 5 2 3.5 
Use as false god 5 9 7 
Use as form of energy (in pulley or other machine) 8 4 6 
Use for defense 2 1 1.5 
Use for geometry (volume, surface area) 5 4 4.5 
Use for physics 4 4 4 
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Use for push ups 2 3 2.5 
Use it to block the way 2 2 2 
Use them as dominoes/ line up and knock over 6 6 6 
Use them to spell your name 2 6 4 
Use to break something 2 1 1.5 
Weapon 3 1 2 
Weigh down a tripod 2 3 2.5 
Weight 3 1 2 
Weight in car to put on gas petal 3 3 3 
Wreck a car 2 4 3 
Yard decoration 2 4 3 
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