
The impacts of affectivity on productivity and cognition in the workplace have been

largely underrepresented in recent research, as argued by Hulin and Judge (2009). However,

recent research has yielded what is known as the “‘affective revolution’” (p. 6) in the field of

Psychology. Researchers have delved into the nuances and complexities of job affectivity,

discovering the varying impacts they have on not only the employees but also on the innovative

potential of the company as a whole. As more and more research is conducted, we find that

affecticity plays a unique role in problem-solving and solution generation, as seen in the study

done by Fiedler (1985). It has been increasingly found that theories on “positive mood on

creative problem-solving performance [are], however, rather sparse and open to alternative

interpretations” (Anderson and Rodin, 1989), prompting researchers to look at affect from

different perspectives.

A major finding has broken through previous conceptions about affectivity in the

workplace; negative affectivity plays a role in development and problem-solving just as much as

positive affectivity does (Jausovec, 1989). Findings like these have multiple meanings for

companies and their employees- they bring into question many previously held beliefs about

positive affectivity. The common held belief of many, though not entirely untrue, depending on

semantics, is that positive affectivity is the most conducive to a healthy and productive working

environment.

However, studies have been calling into question whether only positive affectivity is

productive for a company. Researchers have found that negative affectivity also plays its own

role in the workplace- specifically in problem-solving (Kaufmann & Vosburg, 1997). Positive

affectivity has been shown to increase creative and intuitive solutions while negative affectivity

increases exact and logical solutions. It has been made clear that though there is value in positive

affectivity, there are more complex implications in how they can serve more nuanced roles in

problem-solving depending on the nature of the solution that the organization is seeking

(Kaufmann & Vosburg, 1997).

This has led many Organizational Psychologists to reframe our findings about affectivity:

Maybe the correct question in this case is not whether positive/ negative affectivity increases

creativity, but what abilities that they impact in the workforce. But contextualizing these new

phenomena may bring up larger ethical questions for corporations. If negative affectivity is more



conducive to certain thought processes, one has to wonder if a company would try to use it to

boost their creativity. And if so, what are the moral ramifications for something like this?

Would there be any way to harness something like this for more creative development

and innovation in a company? And if so, how would this be done? As research continues, we

continue to see that though positive affectivity is important overall, there are limitations to its

application in the innovative scheme of a workplace (Jausovec, 1989).
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