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Speaker: 

 

Xueming Luo - Charles Gilliland Distinguished Chair Professor of Marketing, Professor of 

Strategy and MIS, and Founder/ Director of the Global Institute for Artificial Intelligence & 

Business Analytics, Fox School of Business, Temple University. 

 

 

Overview:  

 

Xueming Luo examines research conducted in partnership with Nan Jia (University of 

Southern California), Zheng Fang (Sichuan University), and Chengcheng Liao (Sichuan 

University) to ascertain if artificial intelligence (AI) can assist human employees in 

increasing employee creativity. To gain insight, the researchers conducted a field 

experiment at a telemarketing company and supplemented their findings with a qualitative 

study involving semi-structured interviews with the employees. Findings from the study 

suggest that AI support alters job roles by increasing employees' engagements with more 

significant customers. This, in turn, allows highly skilled employees to create innovative 

scripts and cultivate positive emotions in the workplace, facilitating creativity. Conversely, 

the study indicates that employees with lower skill levels make limited enhancements in 

script development and tend to experience negative emotions while working with AI 

assistance. This implies that while employees can attain creativity augmented by AI, this 

outcome is influenced by skill levels, favoring experts with advanced job skills. 

 

 

Takeaways: 

 "Technology can indeed increase human productivity." AI can provide a boost to 

human worker's efficiency of doing their jobs.  

o When there are established solutions, AI robots (e.g. chat bots, text bots) 

are better in retrieving correct information, more efficiently than their human 

counterparts. 

o In situations where solutions are unknown, AI can augment human 

intelligence, making room to create new solutions (creativity). 
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The research focused on problems for which solutions are unknown. 

 In the first study used a randomized field experiment in a telemarketing 

company. 

o AI-Human teams: AI agents handle repetitive, codified jobs while humans 

handle uncodified work. 

 

 Study 2 used semi-structured in-person interviews lasting approximately 70 

minutes. Interviewees were encouraged to openly share their experiences through 

stories, examples and emotions, addressing what they considered relevant and 

important. 

 Research questions: 

o H1: Suggests that the creativity of employees who receive assistance from AI 

is greater than the creativity of employees who do not receive such 

assistance. 
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o H2: Suggests that Domain knowledge is important for fostering creativity. 

The additional motivation and energy saved by AI are less advantageous for 

lower-performing employees who lack the ability to solve intricate problems. 

o H3: Suggests that when artificial intelligence (AI) assists employees, the 

overall performance (AI + employees) is higher compared to the performance 

when employees work alone. 

Results 

 Causal evidence from the field experiment at the telemarketing company showed 

that AI assistance in generating sales leads increased employee creativity in 

addressing customer questions during sales persuasion, leading to enhanced sales. 

 

 The impact of AI assistance on creativity is more significant for higher-skilled 

employees. 

 The qualitative study using semi-structured interviews revealed that AI assistance 

alters job design, intensifying employee interactions with serious customers. 

o This intensification enables higher-skilled employees to create innovative 

scripts and foster positive emotions, enhancing creativity. 

 Conversely, lower-skilled employees show limited script improvements and 

experience negative emotions with AI assistance. 

 The study concluded that AI can augment employee creativity but favors experts 

with advanced job skills. 
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