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Abstract: Creativity is a critical element of sustainable development. In current paper it is described
through Social Identity by identifying the main factors that shape the background of creativity. We
conclude that health, maturity, and positive attitudes of cultural change as well as the social stability,
the environmental care and finally, the incentives, material and non-material, shape the human
creative dynamism.
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1. Introduction

The concept of creativity refers to the development of a new product, service or means
of solving a problem and it is highly important for both the individual and society in
general [1]. Cultural background includes social beliefs, customs, systems of sanctions and
rewards, and social institutions [2,3]. It is fostered and promoted through social learning [4]
and social interactions. Sustainability of economic development is a major issue of policy
making as new creative ideas must be applied in order to achieve sustainable development.
A culture that focuses to sustainability goals embeds creativity as well because it is a
critical factor of change, after all, creativity and sustainability are closely linked [5]. On
the other hand, the development of the social background hinges on human inventiveness
and creativity. The development of the social background hinges on human inventiveness
and creativity.

In economic science, creativity is an essential component of development and en-
trepreneurship [6–10] It is probably the basic source of business ideas responsible for the
successful growth of the economy. At times (like today) characterized by conditions of
intense uncertainty and low nominal returns, the creative function plays an important
part as it seeks out (rare) business opportunities and contributes to their successful im-
plementation. Creative individuals are the ones who bring about a productive change in
the system.

This paper attempts to quantify creativity and the factors shaping it in relation to
Greek society, utilizing empirical field research data from the two-year period 2019–2020.
It is noted that the behavioral profile of 2020, despite displaying certain effects from the
COVID-19 crisis, shows a comparative stability in relation to that of 2019, [11] mainly due
to the widely held conviction that COVID-19 is a short-term crisis.

Usually, creativity is approached through the observation of individual (psychological)
traits [12]. Here, a wider approach to the factors impacting creativity is selected, through
social identity theory. A similar approach has been attempted in the past [13] focusing
on those traits of social groups which shape creativity and how it is received by the
environment. Next, the behavioral profile is elaborated of (Greek) society, as it is affected
by objective factors (education, age, etc.) and its influence on creativity is discussed.

Part 2 is devoted to a theoretical analysis of the behavioral profile of societies and
the factors determining creativity and how identity relates overall to creativity. In Part 3,
issues are presented to do with the measurement of the behavioral profile and creativity,
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the specifications of the variables and the information used. In Part 4, the results are
presented of the quantitative analysis of the data and Part 5 is a discussion of the findings
and of how creativity may be fostered within society.

2. The Theoretical Background of Behavioral Identity and Creativity

In the past, when societies were more compact, identity was to a large degree assigned,
not chosen or adopted. In modern times, the concept of identity is laden with the sense
of personal being as a function of the rate of changes in the social frameworks. Such
changes may concern the social groups and networks wherein individual identities have
been incorporated but also the social structures and practices under which the networks
themselves are subsumed. [14]

Identity Theory [15] focuses on the interconnections between societal interrelation-
ships and how they in turn shape Social Identity (Social Identity Theory) [16]. Social
identity incorporates emotional parameters and is correlated to psychological state [17].
Certainly, it can have a personal character, hence Burke’s [18] theoretical approach which
centers on self-reflection processes. The distinction between social identity vs. identity is
weakened as the individual’s complexity is constrained by the multiple roles the person
needs to adopt in order to fulfill their goals within society. Thus, the perception of the self
is affected by the individual’s broader social framework.

Social identity theory explains [19] people’s perception of themselves as members of
particular social groups and the ways in which this perception affects their attitudes [20,21].
The theory assumes three important parameters: Social categorization, social identification
and social comparison. The basic tenet of this theory is that people place themselves in
categories and groups, so they automatically practice ‘’self-categorization” [17].

In applying the above view, an important distinction is posited between two likely
outcomes: The possibility of the activation of an identity under particular circumstances
and the certainty of its activation. In other words, we need to recognize certain imperative
conditions which certainly activate aspects of an identity (such as, for instance, cases of
risk). In general, however, theoreticians of identity tend to treat the concepts of activation
and salience as identical. The different aspects of identity and the respective roles assigned
to them, may either accord or clash with one another, in dictating particular patterns
of behavior.

The study of creativity is rooted in the 1930s [22–24] and the 1950s [25]. The definition
of the concept of creativity concerns the joint occurrence of two elements, originality
and effectiveness [26]. Originality cannot be easily defined because it is not a unitary
construct. It is an essential concept for creativity but due to its nature it may not refers
to “creativity” as examined in current paper. Effectiveness on the other hand, concerns
of usefulness, fitness, and appropriateness. Thus, the concept of effectiveness is intrinsic
to value. That been the case, we can list four types of creativity that are not always
linked with economic performance: Responsive creativity, expected creativity, contributory
creativity, and proactive creativity. Thus, individual creativity does not always result in
new entrepreneurship or new creative initiatives with a direct economic outcome, although
it may bring about improvements in particular sectors, such as state services, or certain
aspects of social life.

The main questions the researcher is called to answer concern the process of cre-
ativity. Why do people become involved in creative processes and under what stimulus
does this occur? Does creativity possess sustainable characteristics in the sense that it is
shaped by permanent cultural by nature influences or it is a random phenomenon depen-
dent on accidental circumstances? Within the field of social psychology, to answer these
questions, empirical analysis needs to focus on particular social factors (vis a vis unitary
social environments).

The foremost and most self-evident task is the research of social constraints, then,
subsequent research to define the precise mechanisms whereby exogenous constraints
obstruct creativity. Third, for reasons both theoretical and practical, an attempt will have
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to be made to shift those social constraints so that they promote and benefit creativity.
Therefore, research will have to determine the conditions under which a model of social
identity affects creativity, whether positively or negatively, incorporating universal social
environments-families, and cultures.

The factors positively affecting creativity hinge on a range of spaces [27,28]: Cultural
background: Whether in the form of personal character traits or of collective expression,
it fosters creativity. Motives: Personal motives are a basic source of mobilizing individual
creativity, particularly endogenous motives relating to wellbeing, spontaneity and the
improvement of the material and non-material quality of life (motives for greater wealth,
improvement of quality of living [ . . . ]). The prevailing motives are part of the basic
behavioral identity. Knowledge and education: Cognitive skills constitute basic mental
models [29] which individuals use to process the information they access. The way in
which the level of education affects the level of creativity differs among individuals, as the
role of each person’s wider environment is particularly critical, inducing differences in
the perception of discovery, invention and innovation. Financial Political Institutions and
Networking Conditions: The institutional environment (economic, political, social) and
environment impacts on entrepreneurial activity either as obstacle or as support [30,31].
Specifically, the economic environment influences the degree of creativity mainly through
wealth, financial stability, the availability of capital and taxation [29,32,33], while the
political environment does so through political will and freedom as well as the degree of
concentration of power [34,35]. Networking can affect positively creativity [36].

There are several approaches to the concept of representations of the self, emphasizing
aspects such as the dynamic change of time and the field of reference. For example,
personal and social identity theories [37] differ in terms of the perception of the individual’s
uniqueness and in terms of those elements that differentiate the personal sense of the self
from the social one. The structure of the self is affected by the cultural background and
relationships with others [38].

In this paper, we focus on social identity, ascribing the highest importance to the
social milieu and in the empirical analysis, this is examined in terms of self-categorization.
As expected, the focus on this aspect of the factors influencing creativity, i.e., social identity,
only offers a partial interpretation of social creativity. The degree of interpretation of cre-
ativity is further delimited as it does not include variables such as availability of resources,
degree of social diffusion of creativity, level of economic development and a range of other
economic factors. Moreover, it is important to note that only because someone may identify
themselves as “creative” that does not necessarily make them so. Nevertheless, the answers
to questions such as “it is important for the subject to be creative” provide an indication of
the degree of creativity in a society and how that is assessed. It makes sense that the higher
the index of recognition of creativity, the higher the creative forces in a society and, hence,
in an economy.

3. Data and Methodology

The elaboration of identity relates to the way the social group in which the individual
belongs affects the knowledge, interpretations and beliefs, strategies, and behaviors which
determine individual and collective action. There is no particular consensus about the
construction and measurement of social identity [39]. Likewise, there are disagreements
about the methodological approach to the content and goals of identity and to how its
component parts (knowledge, interpretations, etc.) interact with and affect identity.

In order for agreement to be reached between the theoretical approaches and the
findings of empirical research, any technique of measurement of identity needs to possess
four characteristics [40]. First, the standards of quantitative analysis need to be able to be
used in multivariate analysis. Second, it will need to produce interpretative means for
the complex role of identity. Third, it will have to sufficiently determine the main factors
affecting the quantitative method and fourth, it will have to include the concepts of self
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and of role. Most relevant research, although it quantifies such concepts in order to explain
them, rarely satisfies all four of those criteria.

There are also issues with the fact that, if identity is an independent variable with
explanatory power as regards social, political and economic phenomena, then, how and
why does it fluctuate and, more importantly, how is the researcher able to identify these
modulations? So far, in order to counteract the difficulties in the literature, we encounter
‘’identity-like language” (“we are like . . . ”, “they are like . . . ”) used to describe identity in
order to define it [41]. It becomes clear that the use of identity as a variable is a challenging
project, even though we come across it with increasing frequency [42]. More frequently,
analysis is based on detailed interviews. The major issue is the formulation of the questions
used in field research, which are the result of an interdisciplinary approach to the fields
wherein social identity is shaped. Below are the arguments for choosing the variables that
were used.

In our analysis we take age into consideration [43] as a factor indicative of the level of
maturity in identity, and also the person’s state of health [44] insofar as it makes sense for a
healthy person to have high motivation in seeking new experiences. A predisposition that
is megalothymia [45,46] and equitable [47–49] also described by Fukuyama [50] are basic
indicators of social identity as they concern the ways in which a person defines themselves
in relation to their environment.

An important factor in shaping identity is considered to be the educational back-
ground [51]. The overall development and cultivation of the person’s mental and emo-
tional qualities through agencies of socialization, such as educational institutions, affect the
person’s attitudes and beliefs about the world and their relationships with others. Thus,
for example, people of a common educational background may show similarities in their
intention to protect the environment [52] and to offer selfless assistance to their fellow men
(altruism) [53]. In tandem with altruism, the degree of trust [54] which people display
towards their fellow man, is important.

People’s income indicates the means and degree of ease in acquiring material goods
and accessing services, so another dimension of identity is income status [48] including
motives as to become wealthy [46] given the role played by income in social life. Political
self-position [55,56] affects beliefs about the role of the state in economic development [57]
as it concerns the policies of wealth distribution and the welfare system. Overall, securing
one’s means of livelihood offers the individual the opportunity to pursue felicity and
having a good time [58] so, it relates to levels of happiness [44] and life satisfaction [58].

The feeling of security [59] assures people’s ability to pursue their wishes and live
their life freely, hence it influences their level of felicity. People who state they feel safe are
expected to recognize the importance of disciplinary rules [60] such as the educational role
of socialization agencies, and to acknowledge external values [61] such as consistency in
carrying out instructions issued by superiors.

When common elements emerge among identities, then, cohesive structures are
created leading to new formations, i.e., to collective identities. One of the most salient
examples of collective identity is national identity. Individuals sharing the same national
identity have as shared reference points, common customs and traditions, language, po-
litical notions and, exceptions notwithstanding, the willingness to defend their national
identity. Common religion [62] and adhering to traditions [63] are important elements of
cohesion and mutual recognition of the members of a social group. At the same time, the
issue of the shifting of national identity [64,65] i.e., the issue of the redefinition of cultural
values [66,67] may explain behaviors relating to the role of migrants. It becomes clear,
then, that identity is instrumental in social cohesion or in creating rifts and is thus of major
significance as a causal factor in a variety of social, economic and political phenomena.

There are 26 questions describing social identity found in in Table A1 in the Appendix
A. This selection has been done according to the above premises of the theory. They
fall into two sections. In the first are presented the degree of satisfaction and the state
of the individual (happiness, satisfaction, state of health, feeling of security). In the
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second section three subsections are included, as follows: (a) Basic traits of the respondent
(equitability, megalothymia, religion, tradition, abiding by rules, acknowledgment of
external values, pursuit of felicity), (b) elements of life attitude (role of migrants, role of the
state, political change, altruism, environment, trust, motive for wealth increase, surprises,
decision making, adventure seeking, political self-position), and (c) demographic data
(income status, age, and educational background). It is noted that we consider creativity a
dependent variable so, it is not included as an integral component of behavioral identity.

As in the case of identity, the issue of the description and measurement of creativity is
also complex. Overall, the three following ways have been found for resolving the issue [12]:
A series of creativity tests which include traditional approaches to the characteristics of
creativity (i.e., creative personality scales [ . . . ] as well as other tests to do with behavior and
environmental traits. Another approach focuses on the traits that lead us to ascertain that
an individual is creative, which are usually intrinsic in character, while, finally, subjective
assessments are used such as the creation of biographical dictionaries etc. The two latter
approaches are not frequently chosen.

In the present paper, the first approach is undertaken for detecting creativity within so-
ciety. The answers are correlated to the question “Is it important for the person to have new
ideas and be creative? Does the person like doing things in their own original way?” Field
research within Greek society was conducted for two years running, 2019 and 2020. It was
conducted by a survey bureau, member of the European Society for Opinion and Market
Research (ESOMAR) and the Market Research and Public Opinion Companies Association
(SEDEA) with personal interviews in households, using a printed questionnaire.

To avoid historical peculiarities, mainly due to COVID-19 in 2020, we treated the two
years as one, increasing the number of available observations to 1600. As the number of
observations is exceedingly high, we took the opportunity of eliminating extreme values
through residual answers such as “I don’t know” and “I do not answer further”. This
reduced the full answers to 1305 and the dimensions of the data set thus was 1305 × 26.

The population of respondents were men and women over the age of eighteen from
the urban and rural areas of the Greek mainland and islands, with a knowledge of Greek
sufficient for the purposes of the interview. The sample size was eight hundred people each
year. The sample choice was made by means of proportional to population size sampling.
The research took place in October 2019 and October 2020, with the participation of 39
researchers and 8 supervisors. 25% of interviews were checked by means of re-contacting
the households and 100% electronically. The results were filed according to the distribution
in the population of age and gender. 51% were women and 49% were men. Their age
was distributed as follows: 10% were 18–24 years old, 7% were 25–34 years old, 18% were
35–44 years old, 17% were 45–54 years old, 14% were 55–64 years old and 24% were 65
years old or older. 24% had had primary education, 50% high school education and 26%
tertiary education. Seventeen percent were free professionals, 3% were farmers, producers,
and stockbreeders, 36% were wage earners, 9% were unemployed, 8% were housewives,
6% were students, and 22% were pensioners. Concerning the answers about creativity,
in the Greek society of 2019–2020, the majority (63.5%) replied that it was “very much”
important to feel creative. After running the regression we will discuss this finding.

All the variables were standardized so that the scale of measurement of the answers to
each set of questions does not play a part in the unitary quantification of the variables. For
the application of Principal Component Analysis the FactoMineR and Factoextra packets
were used. FactoMineR is an R packet for the analysis of research data with multiple
variables. Factoextra is an R packet which facilitates the extraction and visualization of data
analyses with multiple variables, such as PCA. The R packet Factoextra provides flexible
and handy methods for the speedy extraction in readable form of the analysis results from
the packet previously referred to (FactoMiner). Packets were used in R language in a
programming environment R Studio. The FactoMineR packet was used to calculate the
Principal Components and the Factoextra packet was used for the extraction, visualization
and interpretation of the results.
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4. Empirical Analysis

PCA is a linear method of data compression where the coordinates of a data package
are redefined into another smaller system of coordinates. This process takes place on
the basis of a linear combination derived from the initial variables whereby a new set of
variables is created, known as principal components (PC). Every PC is a linear combination
of the original variables. All the main data are orthogonal in relation to each other, so there
is no redundant information. The first PC has the greatest variance and contains most of
the information and following that, the next PC explain progressively less percentages
within the variance. The PC cannot be correlated by definition. PCA provides a quantity of
information [68,69] whose utilization is challenging.

The statistically significant PC, contain important information which mainly refers
to the character of the PC formed by the partial variables which score high loadings at
every PC. We utilize only those that have loadings equal to or higher than 0,30. Thus, we
focus our attention on PC1, PC2, PC3, PC4, PC5, PC6, PC8, PC21, and PC24 which have
a satisfactory explanatory power (R2) of creativity, reaching to 30% of how it is shaped,
a percentage we take to be satisfactory for cross section data [70,71].

The specification of these important variables via the basic Principal Components
used, allows us to move onto the next stage of the analysis of the dependent variable of
creativity. So, using as independent variables those with a loading greater than 0.30 and
belonging to statistically significant PC (level of significance 5%) we run a regression in
relation to creativity. The regression indicates the inclusion of many variables which have
no statistical significance. We therefore eliminate all the variables which are not statistically
significant at 5% and redefine the regression. The results are shown in Table 1 below.

Table 1. Regression 2019–2020 (1305 × 11).

Residuals:

Min 1Q Median 3Q Max

−2.2008 −0.5656 −0.125 0.4752 3.613

Coefficients:

Estimate Std. Error t value Pr(>|t|)

(Intercept) −2.1684 0.19341 −11.211 <2 × 1016 ***
State of
Health 0.16773 0.03064 5.474 5.27 × 108 ***

Megalothymia 0.17432 0.01983 8.792 <2 × 1016 ***
Religiosity 0.04748 0.01084 4.379 1.29 × 105 ***
Tradition 0.07187 0.02409 2.984 2.90 × 103 **

Adherence to
rules 0.09782 0.0281 3.481 5.16 × 104 ***

The role of
migrants 0.12114 0.03315 3.655 2.68 × 104 ***

Cultural
change 0.02831 0.01279 2.213 2.71 × 102 *

Become
wealthy 0.07559 0.0182 4.154 3.49 × 105 ***

Age 0.07414 0.01772 4.184 3.05 × 105 ***
Happiness −0.05217 0.01248 −4.181 3.10 × 105 ***

Notes: Signif. codes: 0 “***” 0.001 “**” 0.01 “*” 0.05 “.” 0.1 “ “ 1. All variables have been eliminated which are
not significant at 5%. Residual standard error: 0.8526 on 1294 degrees of freedom; Multiple R-squared: 0.2786,
Adjusted R-squared: 0.2731; F-statistic: 49.98 on 10 and 1294 DF, p-value: <2.2 × 1016.

On the matter of the relationship between happiness and creativity, the main view
is that happiness correlates positively with creative thought [72]. Well-being has been
linked with high levels of creativity and appreciation of beauty [73] although there are
finds that show a reverse causal direction. In this context, we investigate the extent to



Sustainability 2021, 13, 2776 7 of 15

which well-being affects creativity, so we will be paying closer attention to the presence of
the variable of happiness. In our paper we found that the higher is the level of happiness
the less the identification of the respondent with a creative profile. It is thus revealed that
creativity is linked with the need to solve the issue of the individual’s fundamental goal
which is the improvement of happiness. When higher levels of happiness are attained
(which implies higher levels of income status and well-being) there is less pressure to
engage in creative projects, particularly in societies (such as the Greek one) where necessity
entrepreneurship plays a very important role [74]. At this point, we must point out that
we are not referring to the extent to which creativity contributes to improving quality of
life, which may very well be the case and with which the relevant bibliography deals as
a rule [75] but with the reverse relationship, i.e., the extent to which quality of life is a
significant factor in developing creativity.

The relevance of the state of health, in that it affects the physical potential for creativity,
has been mainly analyzed in the direction of the therapeutic potential of artistic creativity. It
is certainly reasonable to assume that for an individual’s active engagement, a good level of
physical and mental health is required. Indeed, creativity is considered as a form of active
mental health with manifestations such as positive self-regard, autonomy, and competence.
We do, nevertheless, need to consider that in the present analysis, the factor of health may
also enter due to the COVID-19 crisis.

The interaction of age and creativity is investigated for two main reasons: (a) Because
of the concept of the enrichment of abilities from the standpoint of organizational manage-
ment and (b) because of the phenomenon of ageing in developed societies. Given these
considerations, the conditions need to be identified whereby older individuals can take an
inventory of accumulated knowledge, to utilize in the development of creative ideas [76].
Empirical observations indicate that creativity is reduced with age; however, a more in
depth investigation reveals that with particular aspects of creativity (e.g., novel writing,
philosophy) this happens at a much slower rate.

On the basis of data from the World Values Survey [77], the effect of various religious
on national creativity and on the level of per capita GDP was examined in 87 countries [78].
The results indicated that: (a) High religiosity correlates negatively with creativity at a
national level, (b) the percentage of Protestants and Christians is positively correlated with
creativity at a national level, and (c) the level of GDP positively correlated with creativity
and level of religiosity, particularly amongst Christians and Protestants. Perhaps this is
a result of the cultural background and the historical links of Protestantism to capitalism
that allowed economic activities to flourish during 15th century [79]. The official religion
in Greece is Orthodox Christianity which in the cultural dimensions of Inglehart [80]
is classed near the behaviors of Catholic Europe. In this sense, a positive correlation is
justified between religiosity and creativity in Greek society. In addition, in the context
of this paper, the concept of religion gets a wider meaning (see below) which relates to
the stability of cultural values. Thus, we differentiate from the concrete meaning of the
religion and we refer to the notion of a more general framework of life. Under the above
consideration age, other variables (except happiness) and religion enter in the explanatory
model as positive influences.

The English word tradition derives etymologically from the Latin traditio which
means to deliver something to someone, to transfer it. Tradition (beliefs, customs, practices)
is something that is passed down from the past to the present and from the present to the fu-
ture. Traditions, then—as a symbolic institution and the most significant nucleus of human
energy—and creativity often appear as contrary concepts, without this being always the
case. It merits examination whether they are indeed contrary concepts or complementary
ones, which require one another in order to survive. Hayek [63] emphasizes the economic
performance of traditions as a vehicle for the transfer of and access to information.

Mainly occasioned by methodology issues in education, when sanctions are imposed
on diversity, this appears to have inhibitory effect on creativity. At the level of the work-
place, ideas can originate anywhere, although this does not mean that managers are to rely
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on the random appearance of creative ideas. In conclusion, it is advisable that there should
be a balance [81] in the relationship between discipline and creativity, which is to not say
that discipline cannot contribute to the shaping of creativity.

It is important to point out that the effects that shape creativity have certain stable and
sustainable cultural characteristics. Cultural change [82] may be found in novel ideas, social
norms and behaviors. This is a dynamic process requiring decades or, even, centuries [83]
and is often related to external migration which in turn affects creativity [84,85] The
variety of cultural evolution [86] and the role played by intercultural differences affect
creativity [84] through complex changes in different aspects of culture [87–91]. Through
the study of cultural cognitive differences (usually Eastern vs. Western culture) we may
evaluate the positive influence [92] of the existence and, also, the change of cultural values
on creativity, the diversity of ideas, different understanding of opportunities for creativity,
the disregard of rules and regulations which are not found in other categories. So, the
issue of the role of migrants is relevant to the analysis, since it can affect the environment
either as a factor of expanding possibilities (buying power) or as a factor of availability
of inexpensive as well as specialized labor [93]. In cultural change forces are recognized
which mobilize creativity. A characteristic example is the difference between usefulness
and novelty in societies, particularly between Eastern and Western cultures [85]. Of interest
is the attitude to cultural change not just as a source of new inspiration but, overall,
regarding the wider concept of change and openness to evolution, an important part of
which is creativity.

It is of interest indeed to compare the relationship of creativity to monetary and social
rewards. A series of studies [46] has shown that the preference for monetary rewards
includes a focus on performance while preference for social rewards includes a normative
focus, which in turn weakens the motive for originality and hence leads to outcomes
of a lower quality in terms of originality. The reverse happens if there is a strong focus
on performance.

5. Discussion of the Evidence

In the current historical period, the Greek economy has been stabilized [94] following
the Great Financial Depression of 2011–2016 [95] and in this sense, the field research of
2019 expresses relative stable social behaviors. Due to COVID-19, the year 2020 is one
of exogenous recession [94–96] and for that reason, certain behavioral data (such as the
emphasis on health matters) may be due to the impact of the COVID-19 crisis. Nevertheless,
we chose to create a unitary data package for the 2019–2020 period, so that attention is
focused on the more basic elements shaping the factors which contribute to creativity.

The Greek economy has always been characterized by a low rate of innovative prod-
ucts and ideas and of effective creativity overall [97,98]. Basic attributes of the Greek
economy are a weak productive model, a high degree of self-employed [95,99]—who may
potentially consider themselves creative actors—and a high prevalence of small-to-middle
entrepreneurial activities with small predisposition to becoming larger enterprises [95,100].
Necessity entrepreneurship occurs with a high frequency [98,101] by contrast to opportu-
nity entrepreneurship.

Also, the degree of society’s satisfaction with the operation of the public sector is
exceptionally low [95,102] in relation to other countries of the OECD, which means that
the indicators of weak effectiveness do not only apply to the private sector, but extend to
the public sector also. Thus, the weak economic effectiveness of the social and productive
system can be considered to positively correlate with the weak presence of creativity in
Greek society.

The variables that seem to significantly affect creativity are eleven in number: The
intercept which express behaviors and forces that do not appear in our analysis, the level
of happiness (a negative relation for the last one), the state of health, age, megalothymia,
religiosity, tradition, adherence to rules, the role of migrants and cultural change, and finally
the motive of becoming wealthy. These variables constitute the basic characteristics of
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behavioral identity which shape creativity while the remaining aspects we have described
do not appear to be statistically significant. Below, in Table 2 we conclude the factors
shaping creativity in the Greek Society (2019–2020).

Table 2. The Shaping of Creativity in Greek Society 2019–2020.

Basic Conditions (-) Happiness, Health, Age, Cultural Change, Role of Migrants

Stability
(Basic Values) Religion, Tradition, Adherence to Rules

Dynamism Megalothymia, Become Wealthy

We organized the explanatory variables in three groups. The variables of health, age,
happiness, and cultural change (including the role of migrants) critically affect the concept
of creativity and, as such, are henceforth linked to the Basic Conditions of the development
of creativity.

The variables religion, tradition, adherence to rules will be now linked with what we
designate as Stability (Basic Values) of the environment in which creativity becomes active
and there are connected with the human basic needs.

Finally, incentives (Megalothymia, Become Wealthy) contribute to the “dynamic” shap-
ing of creativity and there are connected with the human goals shaping Dynamism. The
factor of Dynamism is made up of incentives and their positive role in creativity [103,104].
Thus, two motives are detected which are megalothymia (the need for recognition for one’s
personal achievements) and wealth seeking, which appear to be the most pronounced
positive forces for creativity.

In the first group, Basic Conditions, the variables of health and age are the departure
point for the development of creativity and have a positive influence. In other words, for a
person to be creative, a satisfactory level of health and maturity (age) are necessary. Indeed,
the average age of practicing entrepreneurship in Greece is fairly high [101]. Positive
influences are exercised from the cultural change. The only negative variable is the level
of happiness.

In the second group, Stability (Basic Values), three variables are included: The individ-
ual’s religiosity, their trust in tradition and their trust in discipline and rules that need to be
adhered to. Within this group, three sub-concepts are distinguished: Personal identity [105]
organizational stability, with its most usual form relating to hierarchic stability [106] and
social stability as an attribute of the environment wherein the individual lives and develops.
In relation to personal identity, older research [107] argued in favor of the positive effect of
stability as a personality trait on creativity, whereas more recent research [105,108] ascer-
tains a weaker correlation while emphasizing other human traits (plasticity, divergence etc.)
as factors fostering creativity. Hierarchical structures which are a necessary component
of social organization, create social stability. When power positions become weakened,
individuals with little power are characterized by more flexible thinking and may have
more creative ideas [106]. Consequently, in this case, stability affects creativity negatively.

The concept of Social Stability as employed in the present context, is the outcome
of social cohesion and cooperation [109] which is expressed through religion [110] and
tradition as elements that shape and maintain social constructions. In other words, stability
is the cultural factor common to all three concepts: “Religion”, “tradition”, and “adherence
to rules”. The creative individual, then, does not disregard social norms but, through
the third group presented below, Dynamism, utilizes them for creative ends. Essentially,
Stability (Basic Values) operates as an incubator wherein the personal system of decisions
is stabilized and creativity thrives.

The third group, Dynamism, expresses the propensity for change once the necessary
motives are in place for the individual to be creative. It belongs to the Goals that humans
are setting for their economic actions. It is included the need for showing and promoting
one’s creations which appears to be a major motive for the development of creativity,
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alongside the motive for becoming wealthy. An explanation is in order as to why we
designated this factor as Dynamism: Cultural change and incentives.

In conclusion, we find that Stability is diffused everywhere and operates alongside
with Basic conditions and Dynamism. Let it be noted that this is the first time that the
quantification is attempted of two extremely abstract concepts such as social stability
and creativity.

What is highlighted in this analysis is that Social Stability is shaped by basic elements
(religion, tradition) with a longstanding historical base. Only through the educational
system (adherence to rules) may creativity be influenced and, from then on, interventions
which foster creativity may be the development of policies making cultural change more
palatable, the establishment of rewards and, finally, the strengthening of incentives for
wealth seeking (reframing taxation policies and the ideological validation of wealth as a
virtue rather than something reprehensible).

Two observations have already been emphasized. First, further research will need to
go deeper into the concept of creativity particularly with regard to self-employment and
artistic creativity and how it relates to innovation and economic activity. Second, and in
connection with our conclusion: Since stability is a significant factor shaping creativity,
the relation between the two needs to be further analyzed both in causal terms and in
terms of policies which may be applied to entrench it. Could, for instance, the long-term
stabilization of a political and social environment result in similar positive values to the
ones accruing from tradition or belief in the need to adhere to stable rules of behavior?

Our findings prove that creativity does not develop in a social and cultural vacuum,
insofar as creativity is “as much a cultural attainment as a psychological reality” and, so,
“the true attainment of creativity is not the supremacy it bestows on the creative individual
but the fact that it confirms the importance of societies and how they allow their members
to actualize their individuality” [44].

In conclusion, to the question of what determines creativity the answer refers at its
Basic Conditions relating to the existence of health, maturity and the positive attitudes on
cultural change, the Stability of the environment and, finally, the availability of incentives,
material and non-material, which motivate creativity and shape the human Dynamism.
In addition, the Basic Conditions and the Stability-Basic Values groups of variables ad-
vocate against sustainable levels of creativity in the society. The creativity in the society
can be effectively flourish the developmental process through the policy enforcement of
appropriate material and non-material Dynamic Incentives.
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Appendix A

Table A1. The Variables of Identity.

q
Q

Name of Variable Question Scale of Answers and Quantification

1. Degree of Satisfaction and Individual State

1 Happiness In general, how happy would you
say you are?

Scale from “Perfectly Unhappy” to
“Exceptionally Happy”

Scale from 0 to 10

2 Satisfaction
Overall, how satisfied are you

with your life today?

Scale from “Perfectly Dissatisfied” to
“Exceptionally Satisfied”

Scale from 0 to 10

3 State of Health
What would you say is the state of

your health overall? Would you
say it is . . .

Very good, good, average, poor, very poor

1,2,3,4,5 (respectively)

4 Security It is important for the respondent
to live in a safe environment.

Extremely so, Yes it’s important, It’s somewhat
important, A little, Not important, Not at

all important

1,2,3,4,5,6 (respectively)

2. Identity Traits

2.1. Basic Traits

5 Equitability
The respondent believes it is

important that all the people in the
world are treated equitably.

Extremely so, Yes it’s important, It’s somewhat
important, A little, Not important, Not at

all important

1,2,3,4,5,6 (respectively)

6 Megalothymia It is important for the respondent
to show his/her abilities.

Extremely so, Yes it’s important, It’s somewhat
important, A little, Not important, Not at

all important

1,2,3,4,5,6 (respectively)

7 Religiosity
Irrespectively of whether you

belong to a specific religion, how
religious would you say you are

on a scale from 0 to 10?

Scale from “Not at all religious” to
Extremely religious”

Scale from 0 to 10

8 Tradition
Tradition is important to

the respondent

Extremely so, Yes it’s important, It’s somewhat
important, A little, Not important, Not at

all important

1,2,3,4,5,6 (respectively)

9 Adherence to rules
Schools need to teach children to

adhere to rules and to be
disciplined.

Completely agree. Agree. Neither agree nor
disagree. Disagree. Completely disagree.

1,2,3,4,5 (respectively)

10 Acknowledgment of
external values

The respondent believes people
should do as they are told.

Very much so, Yes, Somewhat, A little, Not so,
Not at all

1,2,3,4,5,6 (respectively)

11 Having a good time It is important for the respondent
to have a good time

Very much so, Yes, Somewhat, A little, Not so,
Not at all

1,2,3,4,5,6 (respectively)

2.2. Life Attitudes

12 The role of migrants The presence of migrants in our
country enriches our culture

Agree, Probably agree, Probably Disagree,
Disagree

1,2,3,4 (respectively)

http://ppetrakis.gr/sites/default/files/sustainability.pdf
http://ppetrakis.gr/sites/default/files/sustainability.pdf
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Table A1. Cont.

q
Q

Name of Variable Question Scale of Answers and Quantification

13 Role of the state
The less the state intervenes in the
economy, the better for the country

Completely agree. Agree. Neither agree nor
disagree. Disagree. Completely disagree.

1,2,3,4,5 (respectively)

14 Cultural change
Overall, is the cultural life of

Greece downgraded or enriched
by people coming to live here from

other countries?

Scale from “Cultural life is downgraded” to
“Cultural life is enriched”

Scale from 0 to 10

15 Altruism
It is important for the respondent
to help people around her/him.

Extremely so, Yes it’s important, It’s somewhat
important, A little, Not important, Not at

all important

1,2,3,4,5,6 (respectively)

16 Environment
Firmly believes that it is important

for people to take care of nature.

Extremely so, Yes it’s important, It’s somewhat
important, A little, Not important, Not at all

important

1,2,3,4,5,6 (respectively)

17 Trust
Generally speaking, would you

say that we can trust most people
or should we always be cautious?

Scale from “We should always be cautious” to
“We can trust most people”

Scale from 0 to 10

18 Become wealthy It is important for the respondent
to be wealthy.

Extremely so, Yes it’s important, It’s somewhat
important, A little, Not important, Not at all

important

1,2,3,4,5,6 (respectively)

19 Surprises
The respondent likes surprises and

always wants to be doing new
things

Extremely so, Yes, Moderately so, A little, Not so,
Not at all.

1,2,3,4,5,6 (respectively)

20 Makes decisions
It is important for the respondent
to make their own decisions about

what they do.

Extremely so, Yes it’s important, It’s somewhat
important, A little, Not important, Not at all

important

1,2,3,4,5,6 (respectively)

21 Successful
It is important for the respondent

to be very successful

Extremely so, Yes it’s important, It’s somewhat
important, A little, Not important, Not at

all important

1,2,3,4,5,6 (respectively)

22 Seeks adventure
Seeks adventure and enjoys

risk taking.

Extremely so, Yes, Moderately so, A little, Not so,
Not at all.

1,2,3,4,5,6 (respectively)

23 Political self-position

In politics it is customary for
people to speak of “Left” and
“Right”. Where would you

place yourself?

Scale from “Left” to “Right”

Scale from 0 to 10

2.3. Demographics

24 Income status
In which of the following

categories does the total monthly
income after tax of your

household belong?

<700 euro, 701–1000 euro, 1001–1250 euro,
1251–1500 euro, 1501–1750 euro, 1750–2000 euro,
2001–2500 euro, 2501–3000 euro, 3001–4000 euro,

4001 and over

1,2,3,4,5,6,7,8,9,10 (respectively)
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Table A1. Cont.

q
Q

Name of Variable Question Scale of Answers and Quantification

25 Age Age of respondent 18–24, 25–34, 35–44, 45–54, 55–64, 65+ years of age

1,2,3,4,5,6 (respectively)

26 Level of education
What is the highest level of

education you have completed?

Attended some primary school, Graduated from
primary school, Three years of high school,

Graduated from six years of high school/Lyceum,
Graduated from technical school/vocational
training Institute, Graduated from Technical
College, Graduated from tertiary education,

Completed postgraduate studies

1,2,3,4,5,6,7,8 (respectively)
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