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1. INTRODUCTION
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1.1. The three types of influences that determine the integration and activation of creative information in
judgements of creativity

1.1.1. The influence of the judge's originality level
& IMIEEE BRSO T Y v L OIS 2SI 1L, B, (bF 0 A2 8 N
T A H B (Grohman, Wodniecka, & Klusak, 2006)
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1.1.2. The influence of implicit and explicit criteria
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1.1.3. The influence of the two underlying dimensions of creativity in products: originality and
usefulness
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1.2. The underlying cognitive mechanisms of rater's subjectivity: the role of semantic distance
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1.2.1. Mednick’s associative theory of creativity and its limited implications for rater effect
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1.2.2. The spreading-activation theory and its implications for the rater effect

Bl DGR TIX

+

ﬂmmﬁkiwb@éFx%—»-V—»FJ%%%vh?—ﬁ%%ofwéa%ianfwé
(Collins & Loftus, 1975; Gruszka & Necka, 2002; Kenett, 2019)



> [RE—N-T=NF| 2 P72 @ RNRADODREINPFEL, 2v VT =0 DI 7 AR —EH%\»
720, Ay V7 —2THBEEINTWS (Benedek et al., 2017)
> ZoMTICkoT, ABEN RN, BEWA Y P — 2 2NEA IS L L 2RIEATE B
+ EA Y Y- 7@@@#%@mfi,mhmﬁki Bt D 72 DF L D> & ZF8E L,
Fi7= o BEE 2 R E NS & ¥ v s (Schilling, 2005)
> Zob, WROWENRZY, 2 D0EWVHMEAER LI L ZoBER L — F A
(Kenett, 2019; Schilling, 2005)
& AL v DSE O ADME O BLEME RETTE) S % &/ NaEHi$ 2 o i, Bk L < 5
LTw225 s, BEED RS DRIEZFEUOT 5 2 L MFET, £ 0o E1E
FZERATHELLDH L

PUEDSATIE 2 &, AT DIRERASZT S 7z
3. MEMEAE VAR, ESECHEREHAAEDE TERL AT A T TRIOEWRNIERE 2 CRE L,
Z 5 LT AT T OMANEZ K FHE 3 5

1.3. The present study
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Experiment 1
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Experiment 2
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2. EXPERIMENT 1

2.1. Method
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2.1.1. Participants
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2.1.2. Alternative use test (AUT)
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2.1.3. Creativity rating tasks
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2008)
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2.1.4. Materials in the creativity rating task
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Uses: MANINEDME S ERERENT A T 7 D 3FEFHIC/HE L 72 (Benedek et al., 2016)
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2.1.5. Procedure
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. Results
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2.2.1. Ratings of originality
FHURIEFTAR 1 35 T Creativity group (FHilir O Mgl1E:) o E3hEPEE (F(1,82) =4.15, p=.045;
np2 = .048)
> ZEIKOMEE, HC group 13 LC group £ W dHAINEAEEICEKSFHH L 22 L 2R S iz (¢
(81) =-4.41, p<.001)
ShENMEEH < B CEE OO ERIRAE R (F(2,164) = 1458.21, p<.001; np2 = .947)



> ZEIEOFER, Normal It Strange < Creative & 9 b #EI1E %2 HEITK S FEfi S 7z & & AR
X N7 (¢(83) =-45.53, p< .001; £ (83) = -43.55, p < .001, respectively)
<% Creative (% Strange X 0 A EZEZEICELSFEHT S N2 L 2R E N7 (£(83) =-5.15, p
<.001)
3. i O RANE & G OEIC O W CORAERPERE (F(2,164) =4.49, p=.048; np2 =.052)
> FHREBRMREDOMER, HC X LC X b 3 Strange & Creative DSRBIVEFEAM 236 B2 - 72 (£(82) =
-2.52, p=.014; £ (82) = -2.05, p = .044, respectively)
> L2L, Normal ICHEZIZ 72> 72 (t(82)=-0.27, p=.789)
See Fig. 1
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Fig. 1. Mean ratings of originality produced by the high and low creativity groups for three types of uses. Error bars show 95% confidence intervals.

2.2.2. Ratings of creativity
. RABEMEEHIE I 3\ CREETE o A FRIRIFEE TR o 72 ((F(1,82) = 2.68, p=.106)
2. BlLEMWFHEIC B B oEO FRIRSIEE (F(2,164) = 558.95, p<.001; np2 = .872)
> ZEIEOFER, Normal |t Strange < Creative £ Y d Bli&ME2 HEIE S FHli S 7z & & 29R
XN 7= (¢(83) =-20.36, p< .001; £(83) = -36.69, p < .001, respectively)
<% Creative (% Strange X 0 BIEM 2 ERICE TGS Nz 2 L 2R &7 (¢ (83) = 9.00, p
<.001)
3. i O RANE & RGO IC O W CORAERAPERE (F(2,164) = 4.40, p=.016; np2 =.051)
> FHERMREDOHER, HCIX LC X v b Strange DALEM: M D A8 =K A - 72 (¢ (82) = -2.50, p
=.015)
< L2 L, Normal & Creative ICHEZ 372> 72 (¢ (82) = -.52, p = .607; ¢ (82) = -.36, p
=.721, respectively)
See Fig. 2
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Fig. 2. Mean ratings of creativity produced by the high and low creativity groups for three types of uses. Error bars show 95% confidence intervals.

3. EXPERIMENT 2
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3.1. Methods
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3.1.2. Alternative use test (AUT)
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3.1.3. Distance rating and originality rating tasks
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See Fig. 3
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Fig. 3. Picture examples of the materials in the creativity rating task in Experiment 2. (a) creative combination of two remote objects/concepts
(creative-remote, e.g., scissor & Eiffel tower), (b) creative combination of two close objects/concepts (creative-close, e.g., phone & earphone), (c)
strange combination of two remote objects/concepts (strange-remote, e.g., microphone & Chinese bayberry), (d) strange combination of two close
objects/concepts (strange-close, e.g., escalator & ladder).

3.1.4. Procedure
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3.2. Results
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3.2.1. Ratings of originality for the four types of picture
1. A IC 5RO 2 4 TOEERPEE (F(3,78) = 20.05, p<.001; np2 =.200)
> ZEHBORRE,
(D Strange-remote D /743, Strange-close & 0 & AN %2 H = I E < FHli L T\ 72(¢(81) =3.81, p
<.001)
(2 Creative-remote & Creative-close DA FHlICH = x 721X 72> > 72 (¢(81) = .98, p=.312)
(3 Creative-remote D /573, Strange-remote X V) b JRAITE % AR ICE -l L Tz (£(81) = 6.63,

p<.001)
@ Creative-close ®777%3, Strange-close & 0 A2 HEICE < FHE L Tz (¢(81) =2.75, p
=.007)



< Dbk &d 5, Strange Tl remote D572 close £ U %, Creative D /5725 Strange & 0
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See Fig. 4
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Fig. 4. Mean ratings of originality produced by the high and low creativity groups for four types of pictures. Error bars show 95% confidence
intervals,

3.2.2. Ratings of Associative Distance for the four types of word pairs
+  BEEVEREE A R T 72 0 B EME o 1 A Wil & 72 (7 4 B L A /BRI EERE 2SR ICE )
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See Fig. 5
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Fig. 5. Mean ratings of semantic distance produced by the high and low creativity groups for four types of word pairs. Error bars show 95%

confidence intervals.

3.2.3. Mediation analysis
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Rl 2> & SN O PN AR TR <RV (B=-.19, r=-1.690, p=.095), BRI EEICK -
7= (B=.22, t=2.04, p=.045)

See Fig. 6
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Fig. 6. Analysis of the mediating effect that rating of distance for creative-remote pictures has on the relationship between creativity grouping and
rating of originality for creative-remote word pairs.



<Strange-remote>
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See Fig. 7
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Fig. 7. Analysis of the mediating effect that rating of distance for strange-remote pictures has on the relationship between creativity grouping and
rating of originality for strange-remote word pairs.

4. GENERAL DISCUSSION
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