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Abstract

Faced with dynamic changes in internal and external environments, especially
during firm strategic transformations, employee activities that aim to alter and
reshape their job roles, tasks, and relationships (i.e., job crafting) serve as a crucial
means to adapt to new job demands and drive organizational innovation. However,
individual employees' job crafting behaviors can either mitigate or exacerbate
workplace conflict, thereby affecting their creativity. Drawing on the job demands-
resources model and the perspective of conflict management, this study explores

the mechanisms through which job crafting influences employee creativity.

This research consists of two modules: (1) Study 1 explores how employees
engage in job crafting in the context of dynamic internal and external changes, and
how individual employees' job crafting activities influence team dynamics (i.e.,
workplace conflict). This study adopts a qualitative research approach and conducts
in-depth interviews with supervisors and employees from a representative small
home appliance company in China. (2) Study 2 tests the impact of job crafting on
workplace conflict and its ultimate influence on creativity through a quantitative
research approach, using data from a two-wave paired survey of 284 employees and

their supervisors.

The findings reveal that: (1) job crafting has a direct positive impact on
employee creativity; (2) job crafting has a significant negative impact on
relationship conflict but has no significant impact on task conflict; (3) job crafting
increases employee creativity by reducing relationship conflict, indicating that
relationship conflict negatively mediates the relationship between job crafting and
employee creativity; (4) transformational leadership negatively moderates the

relationship between job crafting and relationship conflict.

These findings enrich the theoretical understanding of the relationship between
job crafting and employee creativity, and provide managerial implications for
fostering employee creativity by encouraging proactive job crafting and cultivating

transformational leadership among team leaders.

Keywords: Job Crafting; Task Conflict; Relationship Conflict; Employee

Creativity; Transformational Leadership
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