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ABSTRACT. Because personal identity is one of the key 

elements constituting an individual, and perception of 
different type of identities is a key feature in identity work, 
we think that the research in the area of perception of 
artists, creators, managers, entrepreneurs, and leaders 
should bring important conclusions to the understanding 
of those identities. We ran a literature review and 
quantitative research among society representatives 
(n=160). The main findings of our research show that 
artists, creators, managers, entrepreneurs, and leaders are 
perceived differentially by society although we can find 
areas of similarities and important differences. The 
hypotheses were confirmed using chi-square test of 
independence dedicated to small samples which don’t have 
a normal distribution (p<0.001): H1. Majority of the 
society does not recognize differences between creativity 
and artistry; H2. Creativity and entrepreneurship have 
similar perceptions among society; H3. Leadership and 
organizing have similar perceptions among society. The 
results of this research can be used to compare the identity 
perceived by individuals and the perception of these 
identities by society. 

JEL Classification: D91, J19, 
L26, M30, Z11 

Keywords: identity, perception, creativity, creativeness, artistry, 
entrepreneurship, organizing, leadership. 

Introduction 

Personal identity is one of the key elements constituting an individual. Although 

external factors, like the social and intellectual background, initial material wealth, or just 

luck, influence the fate of each person, it is the identity being the driving force behind the 

entire private and professional life of an individual. It is a natural approach that researches 

focus on the features of the successful persons in different areas of their activities, to conclude 

the improvement of education systems and finally the comfort and happiness of life for less 

talented or less lucky part of the society.  

Working on our previous research in the area of artist's identity, creator's identity, 

manager's identity, and entrepreneur's identity, we found that even the persons who possess 
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talent, personal characteristics, and well established professional position in the above areas, 

have problems with definition who an artist is, who a creative person is, who a manager is, 

who a leader is, or who an entrepreneur is. These blurred “definitions” of the particular 

identities led us to separate the complex identities of artists-managers (Szostak & Sułkowski, 

2020a, 2020b, 2021a, 2021b) and artists-entrepreneurs. Besides, while separating the 

creativity factor among these groups of individuals, we found that even the individuals with 

highly developed abilities allowing to describe their characteristics have many problems with 

the distinction between the creative and noncreative artist/manager/entrepreneur/leader.  

These conclusions led us to the idea that the comparison of a particular identity and its 

perception by society could reveal additional values. But, due to the complexity of the 

problem and the literature gap in the area of perception of these individuals, based on the 

comparable factors and indicators, we focused on the perception first. Based on the above 

considerations, we set the following research hypotheses: 

H1. Majority of the society does not recognize differences between creativity and 

artistry. 

H2. Creativity and entrepreneurship have similar perceptions among society. 

H3. Leadership and organizing have similar perceptions among society. 

Firstly, secondary research in the form of reviewing literature and data was conducted. 

The literature review methodology was based on a qualitative choice of the literature taken 

from databases: EBSCO, Google Scholar, JSTOR, and Scopus. The methodological approach 

to the literature review based on an interdisciplinary and multi-paradigm approach taking into 

account the publications from the areas of art (artist's identity), creativity (creative person’s 

identity), management (manager’s identity), entrepreneurship (entrepreneur’s identity), and 

psychology (identity tensions, paradoxical thinking). Secondly, quantitative research was 

conducted. 

1. Literature review 

Literature shows many types of identities. The basic distinction of identities is about 

individual and group, e.g.: personal identity (Zambrell, 2016) versus group identity (Vincent 

& Kouchaki, 2016), and collective identity, particularly, expressed in human resources 

identity, which is important for HRM development within the business management (Bilan et 

al., 2020). If we add the optics of a society or a nation, we can research a social identity 

(McNeill & Venter, 2019; Sethi et al., 2012), enterprise ecosystem identity (Okuneviciute 

Neverauskiene & Pranskeviciute, 2021), regional and local identity (Devkota et al., 2020; 

Kostiukevych et al., 2020) and national identity (Grigoryan & Kotova, 2018; Saavedra 

Llamas & Grijalba de la Calle, 2020). Adding the organization optics, we will get an 

organizational identity (Erat et al., 2020) or identity integration (Tendayi Viki & Williams, 

2014). Other distinction focuses on the area of individual’s activities, revealing e.g. a 

professional identity (Kunrath et al., 2020; Zocche et al., 2018). Adding ethics optics, we can 

define a moral identity (Gerpott et al., 2019). Looking through a market lens, we will find a 

brand identity (Szczepaniak, 2018). Taking into consideration a processual approach, we can 

find a developing identity (Yazar & Arifoglu, 2012), established identity (Erat et al., 2020), 

sustainable identity (McNeill & Venter, 2019), and identity work (Bennett & Hennekam, 

2018; Reedy, 2008). Researchers also found the aspect of the structure of the identity 

revealing identity construction (Watson, 2009; Zambrell, 2016). Taking into account the issue 

of interactions between relational identity (Brewer & Gardner, 1996) or identity regulation or 

formation (Warhurst, 2011). If we take identity as an organization’s asset, we may say about 

identity management strategies (Grigoryan & Kotova, 2018), or about a narrative identity 

(Gray et al., 2015; Sveningsson & Alvesson, 2003; Wolf, 2019) helping managers to reach 
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particular goals. Adding additional dimensions, researchers built particular types of identity, 

e.g. creative identity (Vincent & Kouchaki, 2016), or dialogical identity (Masso, 2010). 

Finally, depending on the complexity, we can have a simple (separate) identity, e.g. 

manager’s identity (Hallier, 2004; Watson, 2009) and artist’s identity (Dahlsen, 2015), or a 

complex identity, e.g. artist-manager’s identity (Degot, 2007; Szostak & Sułkowski, 2020a). 

As we see from the above, identity seems to be a multidimensional issue. Due to this 

fact, its perception is not simple nor unequivocal; the differences both in the areas of identity 

and perception, lead to the conclusion that the problem may be blurred. Researchers in the 

area of management investigated this problem on different examples: designers (Kunrath et 

al., 2020), managers (Erat et al., 2020; Hallier, 2004), actors (Walter, 2015), different national 

groups (Grigoryan & Kotova, 2018), mixed-race individuals (Tendayi Viki & Williams, 

2014), children (Yazar & Arifoglu, 2012), students (Naderi et al., 2009), creative people 

(Vincent & Kouchaki, 2016) and many others.  

Researchers underline that perception has its limitations influencing the perception 

process, e.g. perceptive abilities of individuals (Wimschneider & Brem, 2019), circumstances 

of the perception itself (Schielke, 2020), or cultural factors determining the way of perception 

(Saavedra Llamas & Grijalba de la Calle, 2020). In this situation, due to the complexity of the 

problem, it is generally impossible to get the simple answer to the question of how a 

particular identity is perceived. Trying to catalog, how researchers approached the problem of 

perception of a particular identity, we can conclude that: they limit the issue of the research 

from general, widely defined identity into a particular type of identity, e.g. identity of nurse 

manager responsibilities (Baker et al., 2012), identity if project manager (Lutas et al., 2020); 

they carefully chose the group perceiving the particular identity, e.g. teachers 

(Kasmaienezhadfard et al., 2015), designers (Kunrath et al., 2020), nurses (Kiran et al., 2019; 

Raso et al., 2020), consumers of particular products (Horn & Salvendy, 2009), undergraduate 

business students (Kohail et al., 2016); or they investigate the problem in comparison of two 

research groups, e.g. artists and non-artists (Bhattacharya & Petsche, 2002). 

2. Methodology 

The tool for quantitative research in the form of a questionnaire was developed based 

on the methodology of Stefan Nowak (2007), consisting of determining the dimensions of the 

studied phenomenon, and then selecting indicators that allow describing the studied 

phenomenon. The initial methodological assumption assumed building separate sets of 

indicators for each of the dimensions. Sets of indicators for individual dimensions began to be 

built based on the literature on the subject in the field of: artistry (Bayrakci et al., 2009; 

McHugh, 2015; Szostak, 2020; Walter, 2015; Wilson & Brown, 2012; Woodward & Funk, 

2010), creativity (Dufour et al., 2020; Gangi, 2018; Lehmann & Gaskins, 2019; Leso et al., 

2017; Szostak & Sułkowski, 2020; Taleghani, 2012; Zhou et al., 2008), managerial issues 

(Baker et al., 2012; Bulei et al., 2014; Elstad & Jansson, 2020; Hallier, 2004; Hatch et al., 

2006; Hracs, 2015; Lähdesmäki, 2012; López-Fernández et al., 2018; Lutas et al., 2020), 

leadership (Adler, 2006; Alvesson & Blom, 2015; Carroll & Levy, 2008; Jankurová et al., 

2017; Lord & Brown, 2001; Nikolski, 2015; Postuła & Majczyk, 2018; Raso et al., 2020; 

Stuke, 2013; Woodward & Funk, 2010), and entrepreneurship (Bureau & Zander, 2014; 

Cardon et al., 2009; Clarke & Holt, 2019; Damásio & Bicacro, 2017; Davidsson, 2006; 

Enhuber, 2014; Lewis et al., 2016; Postuła & Majczyk, 2018; Toscher, 2019, 2020). 

However, the analysis of individual groups of indicators showed that, in principle, each of the 

indicators selected for individual dimensions can be used to describe each of the examined 

dimensions. Following this conclusion, a single list of 50 indicators was compiled that was 
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applied to all five dimensions examined. Thanks to this, after obtaining the results, it will be 

possible to compare the results of the same indicators for different dimensions. 

The survey was finally divided into four parts. In the first part, we built a list of 

questions (each question related to one indicator) and divided them into thematic sections on 

each dimension: artistry, creativity, managerial issues, leadership, and entrepreneurship. All 

questions were closed, and a five-point Likert scale was built to answer the questions: 

definitely no, rather no, hard to say, rather yes, definitely yes. In the second part of the study, 

questions were asked about the relationship of each of the dimensions to the other 

dimensions. In the third part, the respondents defined their identity concerning each of the 

dimensions. The fourth part included questions identifying the respondents. 

For verification of our hypotheses, we chose the nonparametric chi-square test of 

independence dedicated to small samples which don’t have a normal distribution. We 

compared the pairs of the observed values with pairs of the expected values for each 

hypothesis. The p-value of the tests was < 0.001. Data analysis was performed using the IBM 

SPSS program and MS Excel. Due to the small size of the sample, we did not conduct 

complex statistics. This article presents only some of the conclusions from the entire study. 

 

 
Figure 1. The age of the research participants 

Source: Authors’ elaboration. 

 

The survey entitled “Perception of creativity, artistry, entrepreneurship, leadership and 

managerial abilities” lasted 34 days, i.e. from 20th December 2020 to 23rd January 2021. 

Two identical questionnaires, one in English and the other in Polish, were distributed via 

direct contact (sending requests to participate in the survey to friends of people) and using 

indirect public tools (social networks, collective messages to various types of communities); 

We estimate the number of people who were asked to take part in the study at approx. 2-3 

thousand. 879 people were interested in taking part in the survey, which we judge by clicking 

on the link leading to the survey. The actual participation in the study, consisting of filling in 

the questionnaire, was attended by 160 people, i.e. 18.2% of people interested in taking part in 

the research. The average time spent on filling in the questionnaire was 32 minutes and 23 

seconds, and the average age of the respondent was 38 years. Among the respondents: women 

constituted 42.5% and men 57.5%; people with higher education (bachelor, master, engineer) 
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64.57%, people with doctoral, postdoctoral, or professor degrees 18.90%, people with 

secondary education 15.75%. The respondents came from 28 countries, however, because the 

distribution of this feature was very diverse, we divided the sample into possibly equivalent 

crops in this respect, i.e.: 74% developed countries and 26% developing countries1; European 

countries 71.7%, and non-European countries 28.3%; Poland 49.6% and other countries 

50.4%; post-communist countries 63.8% and countries with no experience of communism 

36.2%. 

 

Figure 2. The education of the research participants 

Source: Authors’ elaboration. 

3. Empirical results and discussion 

Taking into account all respondents, we are able to distinguish clearly the ten features 

describing each particular researched identity (artist, creator, entrepreneur, leader, manager) 

in the most unequivocal manner: 1) an artist: passion in action, creativity, talent, self-

confidence, visualization skills and imagination, originality, patience and persistence in 

achieving goals, sensitivity to Beauty, tendency to be inspired, observation; 2) a creator: 

passion in action, visualization skills and imagination, self-confidence, talent, courage, 

patience and persistence in achieving goals, innovation, observation, originality, ability to set 

goals; 3) an entrepreneur: searching for opportunities, patience and persistence in achieving 

goals, ability to set goals, responsibility, self-confidence, efficiency, resistance to fails and 

failures, organizing, courage, focusing on financial profit; 4) a leader: charisma, ability to set 

goals, ability to resolve conflicts, responsibility, patience and persistence in achieving goals, 

self-confidence, courage, interpersonal skills (communicativeness, reading emotions, 

sensitivity to others), resistance to fails and failures, personal characteristics; 5) a manager: 

efficiency, responsibility, ability to resolve conflicts, ability to set goals, tendency to plan, 

                                                 
1 On the base of Human Development Index: developing countries < 0,71 HDI, developed countries > 0,71 HDI. 

See: https://worldpopulationreview.com/country-rankings/developing-countries (Accessed on: 28th February 

2021). 
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patience and persistence in achieving goals, ability to analyze, leadership,  self-confidence, 

interpersonal skills (communicativeness, reading emotions, sensitivity to others). The 

synthetic visualization of these features shows the following tables. 

 

 
Figure 3. The ten most important features of an artist seen by society 

Source: Authors’ elaboration. 

 

 
Figure 4. The ten most important features of a creator seen by society 

Source: Authors’ elaboration. 

 

 
Figure 5. The ten most important features of an entrepreneur seen by society 

Source: Authors’ elaboration. 
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Figure 6. The ten most important features of a leader seen by society 

Source: Authors’ elaboration. 

 

 

 
Figure 7. The ten most important features of a manager seen by society 

Source: Authors’ elaboration. 

 

Discussing each research hypothesis separately, we can say that H1 (the majority of 

society does not recognize differences between creativity and artistry) is verified positively. 

Our chi-square value=458.91. Our df value=49. Using the chi-square distribution table, we 

got the value of 85.3506. This means that our results are statistically significant for the 

significance level of p=0.001. Although there are slight differences in particular indicators’ 

order and levels of their power, we can find that among the majority (7 of 10) of the most 

important creativity’s and artistry’s features are (in alphabetical order): 1) observation, 2) 

originality, 3) passion in action, 4) patience and persistence in achieving goals, 5) self-

confidence, 6) talent, 7) visualization skills and imagination. On the opposite, among the 

majority (6 of 10) of the least important creativity’s and artistry’s features are (in alphabetical 

order): 1) conservatism, 2) disorder, mess, chaos, randomness in action, 3) focusing on 

financial profit, 4) formal education (schools, studies, courses, training), 5) leadership and 6) 

tendency to control. 

H2 (Creativity and entrepreneurship have similar perceptions among society) is 

verified positively. Our chi-square value=461.15. Our df value=49. Using the chi-square 

distribution table, we got the value of 85.3506. This means that our results are statistically 

significant for the significance level of p=0.001. Although there are slight differences in 

particular indicators’ order and levels of their power, we can find that among the minority (4 

of 10) of the most important creativity’s and entrepreneurship’s features are (in alphabetical 

order): 1) ability to set goals, 2) courage, 3) patience and persistence in achieving goals, 

4) self-confidence. On the opposite, among the majority (6 of 10) of the least important 

creativity’s and entrepreneurship’s features are (in alphabetical order): 1) being guided by 
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emotions, 2) being guided by faith and spirituality, 3) conservatism, 4) disorder, mess, chaos, 

randomness in action, 5) formal education (schools, studies, courses, training), 6) respect for 

tradition and history. 

H3 (Leadership and organizing have similar perceptions among society) is verified 

positively. Our chi-square value=489.26. Our df value=49. Using the chi-square distribution 

table, we got the value of 85.3506. This means that our results are statistically significant for 

the significance level of p=0.001. Although there are slight differences in particular 

indicators’ order and levels of their power, we can find that among the majority (6 of 10) of 

the most important leader’s and manager’s features are (in alphabetical order): 1) ability to 

resolve conflicts, 2) ability to set goals, 3) interpersonal skills (communicativeness, reading 

emotions, sensitivity to others), 4) patience and persistence in achieving goals, 5) 

responsibility, 6) self-confidence. On the opposite, among the majority (7 of 10) of the least 

important leader’s and manager’s features are (in alphabetical order): 1) artistry, 2) being 

guided by emotions, 3) being guided by faith and spirituality, 4) conservatism, 5) disorder, 

mess, chaos, randomness in action, 6) respect for tradition and history, 7) sensitivity to 

Beauty. 

4. Conclusion 

Among the limitations of the research, we should underline the following elements: 1) 

The research was run during the deep phase of the COVID-19 pandemic what could influence 

respondents’ views and opinions; 2) The research sample (n=160) was relatively small in 

comparison to the analyzed problem; 3) Synthetic conclusions can be not widely 

representative due to complexity of the research problem.  

The results of the research can be used by: 1) Individuals (artists, creators, 

entrepreneurs, leaders, managers) for a) better understanding the different layers of their 

personality with underlining the issue of complex identity, b) comparison of own identity with 

the general perception of a particular role; 2) Researchers wanting to investigate the 

similarities and differences between identity and its perception in area of artistry, creativity, 

entrepreneurship, leadership, and organizing. 

Potential research questions for future qualitative research or the hypothesis for further 

quantitative research may be: 1) Self-perception of identity may vary drastically from the 

perception of the identity by the whole society; 2) Self-perception of identity is similar to the 

perception of the identity by a particular group of society. 
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