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COURSE DESCRIPTION 

The curriculum on the discipline “Innovative Development of an Organisation” is 

developed for the students of the 2nd stage of higher education of specialty  

1-25 80 01 “Economics” (in English).  

The goal of the discipline is to form the necessary theoretical knowledge on the 

innovative development of organisations and to develop the skills of managerial 

decision-making in different spheres of activity. 

Key task of the course is to prepare a specialist that can understand and analyse 

modern processes and trends in the innovative development of organisations as well as 

apply this knowledge in the future professional activities.  

The objectives for the study of the discipline: 

 understanding and developing the theoretical aspects of innovative 

development of organisations; 

 gaining a theoretical and methodological basis for innovation management; 

 mastering the algorithm of decision-making, building an innovation 

management system, creating infrastructure in innovation activities, etc.; 

 formation of abilities to choose and apply modern technologies of innovation 

management in managerial activity. 

 

The position of the study discipline in the system of training the specialists 

with higher education (Master’s Degree), including academic disciplines of the 

higher education institution component, specialisation disciplines, etc. 

The discipline belongs to the cycle of special disciplines (state component). 

 

Links to other academic disciplines 
The discipline is based on the knowledge received during the study of such 

disciplines as: “Innovation Management”, “Economics of Innovation”, 

“Macroeconomic Analysis and Policy”, “Microeconomic Analysis and Policy”, “Data 

Mining Technologies”, “International Financial Reporting Standards”, 

“Commercialisation and Management of Innovations”, etc. Knowledge and skills 

acquired by undergraduates during the study of this discipline are necessary for the 

subsequent special disciplines, such as “Risk Management in International Business”, 

“Internationalisation of Small and Medium Enterprises” and “Venture Financing” as 

well as the preparation and successful defense of Master’s Theses in specialty 1-25 80 

01 “Economics” (in English). 

 

Upon completion of the course, the Master students should know: 

 theoretical aspects of innovative development; 

 trends and features of the innovative development of organisations; 

 goals and objectives of the state programme of innovative development; 

 principles and national priorities of innovative development; 
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 mechanisms of state support for innovative development; 

 international experience in innovative development of organisations and their 

state support. 

Upon completion of the course, the Master students should be able to: 

 evaluate the state and prospects of NIS development; 

 analyse the structure of financing sources for innovative development of 

organisations; 

 design optimal strategies of innovative development of organisations, taking 

into account international experience; 

 design projects of innovative development of organisations and substantiate the 

necessity of state support for their implementation. 

Upon completion of the course, the Master students should possess: 

 skills in forming adequate communication mechanisms between innovation 

actors and finding rational solutions to promote innovations in the external 

environment as well as ensure the transfer and diffusion of innovations;  

 methods and techniques for developing effective ways of commercializing 

innovations. 

 

Requirements for the specialist’s professional competences 

The completion of the discipline “Innovative Development of an Organisation” 

allows the Master students to develop the following academic as well as professional 

competences. 

Academic competencies. 

AC-1. Be able to apply the methods of scientific knowledge (analysis, 

comparison, systematisation, abstraction, modeling, data validation, decision-making, 

etc.) in independent research activities, generate and implement innovative ideas. 

AC-3. Be a teamwork leader, capable of evaluating communication channels and 

building interpersonal communications. 

Professional competencies. 

PC-4. Be able to use project management techniques in research and manage 

important and ambitious tasks that have a defined goal, a defined period and limited 

resources. 

 

The structure of the academic discipline 

The structure of the discipline includes the didactic units as topics (sections), in 

accordance with which the corresponding lectures and practical classes are developed 

and implemented.  

According to the curriculum for full-time form of higher education II stage, a total 

of 102 hours are dedicated to study of the discipline, including 18 hours of lectures. 

Total duration of the discipline “Innovative Development of an Organisation” is 

102 hours in the 1st semester, including lectures (18 hours), practical classes (18 hours) 

as well as guided independent work (2 hours).  

The form of the final evaluation is credit.  

The workload of the discipline accounts for 3 credit units.  
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1. THEORETICAL SECTION 

1.1. Theoretical Foundations of the Innovative Development of an 

Organisation 

1.1.1. Formation and Development of the Theory of Innovation. Innovation, 

Innovative Development and Innovation Activity 

Innovatics is a branch of knowledge, ranging from the creation of new knowledge 

to the transformation into novelties and novations as well as their dissemination. 

It comprises a number of spheres, including engineering design, 

entrepreneurship, economics, finance, sociology, production management, 

informatics, marketing, logistics, management and pedagogy.  

Innovation economics 

Innovatics is a branch of science that studies the methodological basis for the 

decision-making process of innovation management. 

The subject of innovatics is the study of the theory and practice of innovation, 

regularities of the development of innovation processes and the mechanism of 

innovation management. 

Cyclicality of economic development 

One of the first concepts preceding the formation of the theory of innovation is 

the theory of cycles of economic development.  

Historical development of public production: change of technological ways, rise 

and fall of national economies of different countries is perceived by economists as a 

certain regularity of capital functioning having cyclical character. 

The idea of existence of large cycles was expressed by  

N.D. Kondratyev in 1922 in his work “World Economy and its Conditions during and 

after the War”. The theory was described in more detail in the article “Large cycles of 

the conjuncture” (1925).  

The theory of innovation in its evolution has gone through several key stages 

 STAGE 1 

 

At the first stage (1910 – the first half of the 1940s), the key issues were the 

problems of understanding the nature of innovations and their role in the 

development of society in the long-, medium- and short-term period. 
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Innovation: the emergence of the concept  

The term and concept of “innovation” as a new economic category was introduced 

into scientific life by the Austrian (later American) scientist Joseph Alois Schumpeter 

(1883-1950) in the first decade of the 20th century.  

In his paper “Theory of Economic Development” (1911) J.A. Schumpeter first 

considered the issues of “new combinations” (i.e., innovation issues) and gave a 

comprehensive description of the innovation process. The term “new combination” 

was later replaced by “innovation”. 

The term “innovation” itself was used by J.A. Schumpeter in the 1930s. 

Innovation, invention and discovery 

The concepts of “invention” and “discovery” are closely related to the concept of 

“innovation”.  

Invention is understood as new equipment, mechanisms, tools, and other human-

made devices. 

Discovery is the result of obtaining previously unknown data or observation of 

previously unknown natural phenomena.  

Innovation is considered at two levels, and distinction can be made between 

“discovery” and “innovation”: 

 at the individual level the creation of something new is seen as a discovery,  

 and at the collective (social, cultural) level – as an innovation itself (“the 

former is transformed into the latter only when it receives a certain recognition in the 

scientific or cultural community, in society as a whole”). 

The discovery differs from innovation in the following ways: 

1) discovery, as well as invention, usually occurs at the fundamental level, and 

innovation is carried out at the level of technological (applied) character;  

2) discovery can be made by a single inventor, and innovation is produced by 

teams (laboratories, departments and institutes) and implemented in the form of an 

innovation project; 

3) discovery does not aim to obtain benefits, but innovation is always aimed at 

obtaining tangible benefits, in particular, a greater inflow of money, a larger amount 

of profit, increased productivity and reduction of production costs through the use of a 

specific innovation in technology and technology;  

4) discovery may be accidental, and innovation is always the result of scientific 

research. 

 

 STAGE 2 

 

The next stage in the development of the theory of innovation (the second half of 

the 1940s – the first half of the 1970s) was characterized by the increased role of 

macroeconomic analysis, while innovation development was understood as 

synonymous with high rates of economic growth, and later – as structural changes 

covering the main sectors of the economy.  
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Thus, the main attention was paid, first of all, to technical and technological 

transformations and modernisation of the economy: in the models of S. Kuznets 

and R. Solow technological development is considered as an exogenous factor.  

 

 STAGE 3 

 

The third stage of the evolution of the theory of innovation, was marked by the 

emergence of alternative concepts to the macroeconomic approach, and began in the 

mid-1970s.  

In the second half of the 1970s – early 1990s, some theoretical and 

methodological provisions of the theory of innovation were borrowed from the 

evolutionary theory, institutionalism, and management and were reflected in the 

works of K. Freeman, R. Nelson, and P. Romer. 

 

 STAGE 4 

 

In the mid-1990s, the fourth stage in the evolution of the theory of innovation 

began, marked by the appearance of the fifth technological way and the elements of 

the sixth, and the most promising approach to the study of innovation has become a 

system analysis.  

Special attention is paid to the issues of comparability – the comparison of 

innovation policies in different countries as well as the investigation of the ways and 

methods of effective innovation systems formation.  

Law of the Republic of Belarus dated July 10, 2012, No. 425-З “On the state 

innovation policy and innovation activities in the Republic of  Belarus” 

Innovation activity is the transformation of novelties into innovations.  

Novelty is a result of intellectual activity, which has signs of originality in 

comparison with existing analogues for a certain market, as well as practical 

applicability, ability to bring a positive economic or other useful effect when creating 

new or improved products, technologies, services, organisational and technical 

solutions on its basis. 

The main feature of innovation is the introduction of new products, technologies, 

services, organisational and technical solutions of production, administrative, 

commercial or other nature into the civil turnover or use for their own needs.  

Innovation: distinctive features 

Innovations have three main characteristics: novelty, wide scope of application 

and positive effect of practical implementation (based on the market demand). 

PROPERTIES (see Picture 1): 

 scientific and technical novelty,  

 operational applicability,  

 commercial marketability. 
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Picture 1 – The properties of innovations 

 

The interrelation of the concepts of “novelty”, “novation” and “innovation” is 

represented in Picture 2. 

 

 
 

Picture 2 – The interrelation of the concepts of “novelty”, “novation” and 

“innovation” 

The criteria of innovations 

A new product becomes a successful innovation if it meets the following four 

criteria 

1. Importance. A new product or service should present benefits that are 

considered significant by consumers. 

2. Uniqueness. The benefits of a new product should be perceived as unique. 

3. Sustainability. A new product may present unique or important benefits, but if 

it is easily reproduced by competitors, its prospects of winning the market seem very 

vague. 

4. Liquidity. The company should be able to sell the manufactured product, and 

for this purpose it should be reliable and efficient; it should be sold at a price that 

consumers can afford to pay. 

  

Properties

scientific and 

technical novelty

operational 

applicability

commercial 

marketability

commercia-

lization
materialization
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The sources and drivers of innovation 

The sources of innovation can be the factors of internal and external environment 

of the company. 

 

The external environment factors include: 

- changes in the organisational macro-environment (political, economic, 

scientific and technological, social, environmental and legal factors): for example, 

PEST(LE)-analysis is used to study changes in the above-mentioned macro-

environmental factors; 

- changes in the organisational micro-environment (activities of suppliers, 

partners, competitors, reaction of consumers, etc.). 

 

There are also two sources in the internal environment of the company: 

1) changes in the internal environment (that form the innovation idea and the 

possibility to initiate the innovation process); 

2) tackling problems and eliminating the drawbacks of organisation. 

 

Two types of changes can occur within an enterprise: 

- evolutionary (natural) changes: moral and physical obsolescence of equipment 

or product, acquisition of experience by employees (can be reflected in plans and used 

for innovation), 

- situational changes: some of which can be predicted in advance and ready to be 

used, while others are sudden and unexpected. 

The functions of innovations 

 reproductive (innovation is an important source of funding of the extended 

reproduction 1); 

 investment (the profit received as the result of innovation implementation can 

be redistributed to other projects and spheres of activity); 

 stimulating (obtaining the desired result (profit) serves as an incentive for 

further activity and development). 

Innovation process 

Innovation as a result should be seen inseparably from the innovation process. 

Innovation process is aimed at the development and implementation of the 

results of scientific research and scientific and technical achievements in the form of a 

new or improved product sold on the market as well as a new or improved technological 

process used in practical activities.  

                                                           
1 Simple reproduction presumes no economic growth, while in case of extended (or enlarged) 

reproduction more is produced than is needed to maintain the economy at the given level, making 

economic growth possible. Narrowed reproduction is the renewal of the production process in a 

reduced size. 
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Innovation process is a purposeful chain of actions initiating innovations, 

development and introduction of new products and operations, their sales on the market 

and further diffusion. 

The innovation process is the process of transforming scientific knowledge into 

innovation, which can be presented as a coherent chain of events in which innovation 

matures from an idea to a specific product, technology or service with practical use. 

Innovation process is related to the creation, adoption and dissemination of 

innovations; it is cyclical in nature and includes the following components:  

 strategic marketing;  

 fundamental (theoretical) research; 

 applied research;  

 experimental development (R&D);  

 design, construction and pilot production;  

 setting up production lines;  

 industrial production; 

 marketing;  

 sale; 

 diffusion. 

Innovation process as an object of management 

Innovation process involves creation, adoption and diffusion of innovations. 

The innovation process as an object of management is much more complex than the 

routine production process. 

Higher complexity of innovation processes management is due to the fact that 

they are influenced by much more factors of both external and internal 

environment, in comparison to the production process. 

The stages of innovation processes 

 Idea generation. 

 Screening. 

 Experimentation. 

 Commercialisation. 

 Diffusion and implementation. 

 

The innovation funnel model (see Picture 3) depicts the way how the results of 

the research and development are transformed to the market. 
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Picture 3 – Innovation funnel model 

 

The classification of the factors of the innovative development of a firm 

The sources of the conditions for innovative development:  

 external conditions are mainly formed by the state, and 

 internal factors are created by the firm.  

 

The character of the impact of the factors on innovative development:  

 infrastructural factors create conditions for innovations and  

 activating factors are an incentive to innovative development. 

 

The classification of the factors of the innovative development of a firm are 

represented in Picture 4. 
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Picture 4 – The factors of the innovative development of a firm 

The formation of an environment favorable for the innovative development of 

firms: 

 availability of a competitive environment; 

 development of the knowledge generation sector – education and science; 

 financial support of innovation activity; 

 effective tax system; 

 legal framework of the innovation economy; 

 innovation infrastructure. 

Main intra-firm factors of innovative development: 

 material as well as scientific and technical basis; 

 organisational structure; 

 “human factor”: entrepreneurial vision (spirit) institutionalized in corporate 

culture and principles of the strategic planning of the organisational innovative 

development. 

  

 External Internal 

In
frastru

ctu
ral  

("fram
ew

o
rk

", "su
p
p
o
rtin

g
") 

Competitive environment;  

 

Knowledge Generation Sector - Education and Science;  

 
Financial support for innovation activities; 

 

Regulatory framework of innovation economy; 
 

Innovation infrastructure. 

Material basis;  

 
Scientific and technical basis; 

  

Organizational structure 

A
ctiv

atin
g
  

("im
p
lem

en
tin

g
", "in

d
u
cin

g
") 

Incentives Restrictions 

“Entrepreneurial Vision” 

 
 

 

Corporate culture;  
 

 

 

Strategic planning. 

Direct financial support for 

innovation activities;  
 

Direct tax incentives for 

innovation activities. 

Technical regulation. 

 



14 
 

The micro-mechanism of the innovative development of an organisation 

Under modern economic conditions, in order to increase the efficiency of 

innovative development management of an organisation, it is necessary to focus on 

implementation of strategic innovation goals, as well as transition to the goal-oriented 

model of innovation management, which is based on a system approach and facilitates 

the entry of organisations to the new stage of development. 

Innovation activity could be considered using “narrow” or “wide” approaches (see 

Table 1). 

Table 1 – Innovation activity: “narrow” and “wide” interpretation 

“Narrow” interpretation 
 

“Wide” interpretation 
 

a certain stage of the innovation process 

 

includes scientific, technological, 

organisational, financial and 

commercial activities as well as aims at 

the implementation of innovation 

projects and creation of innovative 

infrastructure as well as ensuring its 

operation 

transforming novelty into innovation 

(Law “On the State Innovation Policy 

and Innovation Activities in the 

Republic of Belarus”) 

 

Innovation activities: importance 

Organisation of innovation activities in an enterprise means ensuring and 

coordinating all types of activities that are important for the successful implementation 

of any innovation projects and strategies of the enterprise. 

Innovation activity is currently of key importance for the innovative development 

of the economy. 

Innovation activity can be considered as a set of its constituent elements: scientific 

ideas and developments – innovative business – widespread usage of innovations.  

UNESCO recommendations (three types of innovation activities):  

 research and development,  

 scientific and technical services as well as personnel training,  

 scientific and technical services. 

 

In general, innovations could be considered at different levels of economic 

entities. Nevertheless, the mesoeconomic and macroeconomic categories are the most 

important for the analysis of the aggregate innovative development and innovation 

processes, whereas the microeconomic level is crucial for understanding the innovation 

activities. 

The levels of economic subjects: 

 nanoeconomics: the study of individual transactions as well as the theory of 

economic behavior of individual economic agents under market or nonmarket 

conditions; 

https://en.wiktionary.org/wiki/transaction
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 microeconomics: the study of the behavior of individuals and firms in making 

decisions regarding the allocation of scarce resources and the interactions among these 

individuals and firms; 

 mesoeconomics: the intermediary level between macroeconomics and 

microeconomics; the study of regional economics and that of sectoral developments or 

industrial organisations. 

 macroeconomics: the study of the structure, performance, behavior, and 

decision-making of the whole, or aggregate, national economy; 

 international economics:  the study of economic interactions between 

countries. 

The macro-mechanism of the innovative development of an organisation 

The innovative orientation of enterprises largely depends on the model of 

innovative development of the country. 

The conditions for the innovative development of a firm are formed by the 

combination of factors, acting both inside and outside of the firm. 

The innovative development of economies 

The term “innovative development of the economy” in modern scientific literature 

can be interpreted as either “narrow” or “broad”:  

 on the one hand, innovative development is understood as the “chain of 

innovations”,  

 on the other hand, as economic and social development based on the 

effective usage of the intellectual resources of society.  

Innovation policy 

an integral part of the social and economic policy of the state (the set of 

organisational, economic and legal measures implemented by the state) aimed at 

regulating more likely the innovation processes within the NIS rather than innovation 

activities. 

1.1.2. Macroeconomic Aspects of the Innovative Development of an 

Organisation. Innovation Economy. NIS (National Innovation System) as an 

Environment for Innovation Activities 

The system of innovative development understanding 

In general, the focus shifts from considering innovation based only on scientific 

and technological advances or market demand to knowledge-based and social 

network-based innovation, with most concepts of innovative development now 

used in terms of “system” or “network”.  
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Innovative development: features 

Innovative development is no longer described as the activity of isolated actors, 

but has the following main characteristics:  

 an interactive process that takes place in organisations, including formal and 

informal relationships; 

 diversified learning (learning-by-using, learning-by-doing and learning-by-

sharing processes;  

 exchange of codified and tacit knowledge;  

 an interactive learning and exchange process, involving the interdependence 

of actors, which contributes to its system nature and thus to the formation of the NIS.  

The contemporary approaches to the environment for innovations are divided into 

the concepts of NIS and IES (see Table 2). 

Table 2 – The approaches to considering the environment for innovations 

NIS (national innovation system) IES (innovation ecosystem) 
 

Linear model of innovation process Non-linear model of innovation process 

organisation 

Innovation is presented as a one-way 

process 

Presumes feedback at each stage 

 

Innovation economy is the economy of countries where most organisations are 

engaged in innovation activities (production and use of innovative products), and 

innovative products exceed half of the total output or are close to it. 

The innovation sector has emerged in the industrial sectors of advanced 

countries since the first scientific and technological revolution and has since become 

the dominant sector of the high-tech and high productivity economy. 

Innovation economy (IE) as a whole is an economy capable of effectively 

applying any innovation useful for society. 

Key features of “innovation economy”: 

 continuous qualitative improvement and development, displayed in favorable 

dynamics of the main economic indicators; 

 increasing value of a person in society as the main holder of knowledge and 

innovative ideas, as well as a consumer; 

 increasing role of science and education; 

 widespread use of information and communication technologies; 

 significant share of high-tech industries. 
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NIS (national innovation system) 

The concept of NIS was formulated in 1987 by K. Freeman in his work 

“Technology Policy and Economic Performance”, which explained the different levels 

of technological development of countries.  

“NIS represents a network of institutional structures in the public and private 

sectors of economy, activity and interaction of which initiates, creates, modifies and 

promotes diffusion of new technologies”. 

The “narrow” concept of NIS includes institutions and instruments directly 

involved in scientific and technological innovation, while the “broad” concept 

encompasses social, cultural and political environment of the country. 

NIS is a set of public and private sector institutions, which individually or in 

cooperation with each other, initiate, import and disseminate new technologies.  

NIS, in a narrow sense, is organisations and institutions involved in research 

and development, such as R&D departments, technology institutes and universities;  

NIS, in a broad sense, comprises all the components of the economic structure 

and institutional environment that have an impact on knowledge accumulation, 

scientific research and discovery – production, marketing and financial system, 

which is the subsystem in which knowledge accumulation takes place.  

R. Nelson defines (1993) NIS as the system of national institutions, whose 

interaction determines the effectiveness of  innovation activities of national firms 

Thus, innovation system of a country consists of four subsystems, or macro-

blocks: 

1) state; 

2) business community; 

3) knowledge-producing environment; 

4) knowledge transfer mechanisms. 

The abovementioned are represented and extended by means of Triple Helix, 

Quadruple Helix and Quintuple Helix Innovation Models (see Pictures 5 and 6). 

Triple Helix, Quadruple Helix and Quintuple Helix Innovation Models 

 
Picture 5 – Triple Helix, Quadruple Helix and Quintuple Helix Innovation 

Models 
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Picture 6 – The interacting entities in Triple Helix, Quadruple Helix and 

Quintuple Helix Innovation Models 

NIS: essence 

The foundation of a NIS is the set of entities involved in the production 

(generation), transfer, usage of knowledge and commercialisation of innovations – 

small, medium and large companies and the networks they form, universities, 

public laboratories and institutes, technology parks, business incubators, other 

research institutions and a scientific system as a whole. 

The term “NIS” is also used to refer to the interdependencies between the 

structural components that affect the creation and diffusion of innovation in a 

national economy.  

NIS – “a set of state bodies, other state organisations regulating relations in the 

field of innovation activities within their authority, legal entities and individuals, 

including individual entrepreneurs, who carry out and (or) ensure innovation activities” 

[Law of the Republic of Belarus,10.07.2012, № 425-З “On the state innovation policy 

and innovation activity in the Republic of Belarus”]. 

The main features of different innovative development models and approaches 

are presented in Table 3. 
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Table 3 – The history of the innovative development models 

Date Model Features 

1950/60s Linear model: Technology push Simple linear sequential process 

Emphasis on R&D 

The market is a recepient of the 

results of R&D 

1970s Linear model: Market pull Simple linear sequential process 

Emphasis on marketing 

The market is the source for directing 

R&D 

R&D has a reactive role 

1980s Coupling model Emphasis on integrating R&D, 

marketing & manufacturing 

1980/90s Interactive Combinations of push and pull 

2000s Network model Emphasis on knowledge 

accumulation and external linkages 

Innovation ecosystem 

Innovation ecosystem (IES) is an environment formed directly by the participants 

of  innovation process, in which they interact to create and develop innovations. 

The concept of innovation ecosystem was proposed by Ch. Wessner in 2004, 

although the term “ecosystem”, borrowed from the natural sciences, began to be used 

in relation to economic and social phenomena much earlier.  

As early as 1996, J.F. Moore formulated the idea of a business ecosystem, which 

includes companies and their networks of suppliers, market intermediaries, consumers 

and competitors. The author argues that the relationship between companies is similar 

to an ecosystem in nature, and by means of interaction (even if the companies are not 

partners but competitors) it is possible to achieve greater results than alone. 

An innovation ecosystem (IES) can be defined as a community (or network 

community) that acts as a catalyst for the interaction of actors to transform, share, 

disseminate and efficiently distribute knowledge and other resources. 
In this sense, one of the main objectives of the IES as a community is to organize 

the cooperation among the participants of the innovation process, in which the agents, 

who do not have sufficient resources individually, due to the complimentary nature of 

the latter, achieve common goals. 

NIS and IES approaches also differ in terms of linear and non-linear models of 

innovation processes / innovative development (see Pictures 7 and 8). 
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Fundamental research 

 

 

Applied research 

 

 

Developments 

 

 

Commercialisation 

 

Picture 7 – The linear model of the innovation process in the context of NIS 

concept 

 

Non-linear / Interactive concept of the innovation process 

 

Picture 8 – The non-linear / interactive concept of the innovation process in the 

context of IES concept 
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Picture 9 shows the general scheme of the interconnectedness of the concepts 

describing the innovative sphere. 

 

 

Picture 9 – The interrelation of the concepts 

The features of the innovation activities at enterprise: 

1) there is no strict correlation between costs and results; 

2) high level of risk; 

3) complexity of management. 

Organisation of innovation activities is aimed at streamlining the processes of 

generating new ideas, searching and developing technical solutions, creating 

innovations, as well as their implementation. 

1.1.3. Microeconomic Aspects of the Innovative Development of an 

Organisation. Innovation Management and Management of Innovations. 

Innovative Entrepreneurship. Innovative Firm 

Innovative entrepreneurship 

The central element of the IES is entrepreneurship, because it is the companies 

that develop and commercialize new products, i.e. implement the final stages of 

the innovation chain.  
Companies demand technology from the scientific community, as well as 

qualified personnel from universities.  

The share of the business sector in total knowledge consumption is about 67%. 
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Business acts as a bridge for all other elements of the system, and in the case 

that national companies will not be focused on the implementation of innovations, there 

can be no point in forming an IES in the country or region. 

Innovative entrepreneurship is the creation and development of new types of 

products (goods, services), manufacturing, new things, values and benefits, understood 

in the most comprehensive sense of the word.  

The defining part of such entrepreneurship is the creation and production of 

scientific and technical products, goods, works, information and values to be further 

distributed.  

Tools for innovative entrepreneurship: 

 (statics): innovation is a specific business tool; 

 (dynamics): targeted and organized search for innovation, as well as constant 

focus on innovation by entrepreneurial structures. 

 

The specific nature of innovation activity: large corporations, not to mention small 

innovative start-ups, seek to create the most favorable conditions for the 

development of innovation projects, which would reduce their risks and 

accelerate the achievement of the necessary financial thresholds (such 

opportunities are provided by technology parks, business incubators and business 

accelerators – key representatives of the supporting infrastructure), as well as the 

mechanism of venture financing. 

Innovative organisation 

All definitions can be divided into two main areas of activity:  

1) creation, research and development of new products, processes and 

technologies;  

2) implementation of innovations (i.e. their introduction, application and 

improvement). 

Innovative organisation is an organisation that creates, researches and develops 

new products, processes, technologies, as well as is engaged in their application and 

implementation. 

Innovative firm 

An innovative firm is a firm that has implemented some kind of innovation during 

the observation period.  

Innovative firms can be divided into those that developed innovations mainly on 

their own or in collaboration with other firms or public research organisations, and 

those whose innovation activities were mainly consisted in the borrowing of 

innovations (e.g., new equipment) developed by other firms. Such innovations do not 

necessarily have to be commercially successful: many innovations fail. 
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Innovative firms by type of innovation implemented: 

 some of them may have mastered a new product or process,  

 others – a new marketing method,  

 the third may have performed an organisational change. 

Types of innovation by their application: 

 technological; 

 managerial and organisational; 

 economic; 

 marketing; 

 social; 

 environmental; 

 information. 

THREE main types of entrepreneurship in the innovation sphere: 

1) innovative products, which require constant and qualitatively new renewal of 

markets for products manufactured by the enterprise, ensuring sufficient conditions for 

the survival of an enterprise, increasing profits, expanding the market segment, 

effective cooperation with the existing customers, strengthening the independence and 

prestige of the enterprise as well as creating new jobs; 

2) innovative technologies for the effective use of which it is necessary to 

constantly update the productive capacity of an enterprise, aimed at increasing labour 

productivity and efficiency of energy, raw materials and other resources;  

3) social innovations that imply systematic improvement of the company’s 

society. The use of social innovations makes it possible to conduct an effective search 

of the labor force in the market, to target the firm's staff to accomplish the specified 

tasks, to strengthen trust between the employees and the company’s management. 

Social innovation is the introduction of a new to the social sphere of society in 

order to successfully promote technological discoveries, resolve social conflicts and 

improve the lives of citizens. 

According to the place in the system (at the enterprise, at the firm) it is possible 

to allocate: 

 innovations at the input of the enterprise (changes in the choice and use of raw 

materials, materials, machinery and equipment, information, etc.); 

 innovations at the output of the enterprise (products, services, technologies, 

information, etc.); 

 innovations in the system structure of the enterprise (management, production 

and technological). 

 

Table 4 as well as Pictures 10 and 11 explain the results (effects and effectiveness) 

of the innovative development of organisations. 
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Table 4 – The difference between the effectiveness and effects of the 

innovative development of an organisation 

Effectiveness 
 

Effects 

 

The effectiveness of innovative (scientific 

and technical) development of an enterprise 

is determined on the basis of the ratio of the 

effect (profit of the organisation) and the 

costs that caused it.  

There are four main effects of 

innovation: technical, resource, 

economic and social. 
 

 

 
 

Picture 10 – Main effects of the innovative development  

 

 
(Peter Drucker) 

 

Picture 10 – Effectiveness and efficiency   



25 
 

The essence of innovation management 

Innovation management is the set of principles and methods, tools for 

management of innovations, innovation processes and corresponding economic 

relations. 

Innovation management is one of the directions of strategic management related 

to the introduction of new goods, production processes and economic relations (see 

Table 5). 

Table 5 – The differences between innovation management (IM) and 

management of innovations (MI) 

Innovation management 
 

Management of innovations 
 

the usage of innovative tools to manage 

innovation, innovation processes and 

corresponding economic relations  

 

the usage of traditional management 

tools, technologies and techniques to 

manage innovations, innovation 

processes and corresponding economic 

relations 

The object and subject in IM 

The subject of management in innovative management can be one or a group of 

specialists who by means of various methods and ways of management influence 

arrange purposeful functioning of the management object. The following specialists 

can be referred to the subjects of innovation management: 1) heads of innovation 

programs and projects, 2) heads of departments, services and subdivisions of the 

enterprise that implement separate stages of the innovation process or carry out some 

innovative changes, 3) the head of the enterprise as a whole, if the enterprise performs 

innovation activities. 

The object of management in innovation management are innovations, 

innovation process and economic relations between participants of the innovation 

market (producers, sellers and buyers). 

Depending on the way of organizing and conducting the innovation process at 

the enterprise it is expedient to designate the following models of innovative 

entrepreneurship: 

1) entrepreneurship in the field of innovations, based on the internal 

organisational system (innovation idea, and then the product or technology, are 

formed and implemented within the company by its specialized structural units through 

planning and monitoring of their mutual cooperation in the innovation project); 

2) entrepreneurship in the field of innovation, based on an external 

organisational system (through the contracting, when the order for the development 

and implementation of an innovative product or technology is performed by outside 

enterprises); 
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3) entrepreneurship in the field of innovation, based on an external venture 

organisational system (with the usage of venture levels, when an enterprise 

establishes subsidiary ventures for the implementation of an innovation project, which 

require additional third-party funding). 

Venture innovative business 

The term “venture capital” is used to describe a venture or risk undertaking.  

Risk (venture) business is represented by two main types of business entities:  

 independent small innovative firms and  

 financial institutions providing them with capital. 

Innovation project 

Innovation project is a set of technical, organisational and planning as well as 

accounting and financial documentation required to achieve the project objectives 

(sometimes the term “design” is used to describe this aspect of the project). 

Innovation project is a set of documents defining the system of scientifically 

confirmed goals and measures to solve the problem, the organisation of innovation 

processes in space and time. 

Scientific validity of goals and measures is achieved by the compliance with 

scientific approaches to management as well as application of modern methods. 

Step-by-step financing of an innovation project 

One of the features of venture financing is stage-by-stage financing of an 

innovation project. The main share of venture capital investments usually occurs at 

later stages of the innovation project.  

Currently, in the USA and Western Europe the share of venture investments at the 

start-up stage is 2 – 5%, while at later stages – up to 70%.  

This indicates that among professional investors the risk factor prevails over 

the profit factor and the gap between them tends to increase. 

The nature of the innovation process management scheme 

There are four basic types of organisation: 

 functional,  

 matrix,  

 projectized, and 

 composite.  

 

A projectised or project-based organisational structure creates a dedicated 

project division within an organisation. A matrix organisational structure is defined 

as one in which there is dual or multiple managerial accountability and responsibility. 

The abovementioned types are explained in Table 6. 
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Table 6 – The approaches to innovation process management 

Project-based 

 
Matrix 

The project-based management scheme 

is usually applied for large projects and 

radical innovations 

Matrix structure is usually recommended 

for innovation projects with a duration 

of up to 2 years 

A copy of the reduced size of the firm is 

created within the firm and the functional 

units of this new structure represent a 

project team. In a design structure for the 

solution of a concrete problem a special 

working group is created (which is 

dissolved after the end of work on the 

project).  

 

Allows to co-ordinate the linear 

responsibility (vertical), lying on the 

heads of research, design and industrial 

divisions, with responsibility for a theme 

(the program as a whole), which passes 

horizontally through all specialized 

divisions of the enterprise. It is based on 

dual reporting lines (to their parent 

department/entity and the team leader). 

Innovation management and strategic management 

Innovation strategy as an integral part of the overall strategy of the organisation 

is a purposeful activity to determine the priorities of long-term development of an 

organisation and their achievement, resulting in a new quality of production and 

management.  

It is implemented by means of progressive non-standard reasonable management 

decisions taken taking into account specific features of an organisation. 

Strategic management of innovations 

Strategic management of innovations is focused on achieving future results 

directly through the innovation process. 
A strategy is a detailed, comprehensive and integrated plan designed to achieve 

an organisation’s mission and goals. 

An innovation strategy is a comprehensive plan to achieve innovation goals. 

Innovation process: structure 

The innovation process covers all the activities of the enterprise: marketing and 

research, sales, operation and recycling of new products, which allows various 

enterprises and business structures to secure their place in the innovation market. 

Innovative type of economic development of an enterprise 

The innovative type of economic development of an enterprise means, first of all, 

reduction of determinism and increase of complexity of the management system 

as a whole.  
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High variability of macroeconomic, technological and legal external environment 

sets the problem of survival of enterprises in direct dependence on their ability of 

strategic orientation in unexpected situations. 

Strategies of innovative activity of an enterprise 

Strategies that are applied at different stages of the innovation process can be 

grouped into two ways:  

 R&D strategies and  

 implementation and adoption strategies. 

The choice of strategy is based on the analysis of key factors characterizing 

the state of the firm, taking into account the results of the analysis of the business 

portfolio, as well as the type and essence of implemented strategies. 

Strategic and tactical innovation management 

Strategic and tactical innovation management are in interaction and are 

complementary to each other in a single management process.  

Strategic management focuses on the most important problem areas and 

structural spheres.  

Tactical management covers all areas of the company’s activities, its functional 

subsystems, structural elements and all the participants of the innovation activity.  

Management tools at these levels may be similar, but the objects and methods 

used for effective and efficient impact are specific. 

Table 7 – The features of strategic and tactical innovation management in 

the context of the functional approach 

Functions of 

management 

 

Strategic Tactical 

Forecasting Development and growth 

strategies 

New products and 

technologies 

Planning Expansion into new 

industries and markets 

Improvement of the 

quality and 

competitiveness of goods 

External environment 

analysis 

Macroeconomic, political 

and market conjuncture 

analysis 

(PEST-analysis, Porter 

models (5 forces and 

“diamond” model) as well 

as partially SWOT-

analysis) 

Analysis of competitors’ 

behavior, market capacity, 

sales volumes, etc. 
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The continuation of Table 7 

Internal environment 

analysis 

Analysis of competitive 

advantages of a company 

(partially SWOT-analysis, 

BCG matrix and 

competitiveness analysis) 

Analysis of production 

effectiveness factors 

Types of decisions Strategic decisions on the 

mission and development 

of the firm 

(strategy formulation and 

“objectives tree” design) 

Ongoing solutions for 

development, 

implementation and 

production of innovations 

(new product and 

production preparation 

and development as well 

as outsourcing) 

Motivation Ensuring dynamic growth 

and competitiveness of the 

firm (techniques and 

methods of strategic 

personnel motivation) 

Ensuring high labor 

productivity, high quality 

of products and 

modernisation of 

production 

Control Fulfillment of the mission 

of the firm, including its 

growth and development 

Control over performance 

discipline and quality of 

the work performed 

Difference between strategic and tactical innovation management 

The information presented in Table 7 conforms that the main difference between 

strategic and tactical innovation management is that the strategic goal is to identify 

potential development opportunities, and the tactical goal is to turn potential 

opportunities into real ones. 

Anthony’s triangle as an organisational model (see Pictures 11 and 12) 

This framework is a tool used to understand how decisions are made in an 

organisation. 

Information, as required at different levels of management can be classified as 

operational, tactical and strategic. 
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Picture 11 – The flows of management and information as well as levels of 

management in Anthony’s triangle 

 

 
 

Picture 12 – The decisions and information system types in Anthony’s 

triangle 

  

Strategic 

Planning 

Management Control 

Operational Control 

Strategic 

Planning Information 
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Anthony’s triangle and information system types 

Anthony’s triangle takes a hierarchical view of management structure, with many 

operational decisions at the bottom, some tactical decisions in the middle and few but 

important strategic decisions at the top of the triangle.  

The higher in the triangle an item is the more scope it covers and less precise it 

becomes. 

As items move down they become more detailed and apply more precisely. 

At the strategic level (highest level), executive support systems are located.  

At the management level, management information systems and decision support 

systems are located.  

At the knowledge level, knowledge work systems and office systems are located.  

At the operational level (lowest level), transaction processing systems are located. 

Innovation potential  

Innovation potential of an organisation is a measure of its readiness to perform 

the tasks ensuring the achievement of the set innovation goal, i.e. a measure of the 

readiness to implement an innovation project or program of innovative 

transformations. 

Organisational climate for innovations 

• An organisational climate for innovation is the state of the external 

environment of an organisation that promotes or opposes the achievement of an 

innovation goal.  
• It is revealed through its impact on the innovation potential. 

Structure of external environment of an organisation 

In the structure of external environment of an organisation, the macro- and micro-

environment are distinguished. 

In the macro environment, four strategic spheres are distinguished:  

 social (S), 

 technological (T),  

 economic (E) and  

 political (P).  

Their impact on macro-environment of an organisation and its innovative 

potential is determined on the basis of the results of PEST-analysis (see Picture 13) or 

PESTLE-analysis (see Pictures 14 and 15). 
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Picture 13 – The components of PEST-analysis 

 

  
 

Picture 14 – The elements of PESTLE-analysis 
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Picture 15 – The components of PESTLE-analysis 

 

The term PESTLE has been used regularly in the last 10+ years and its true history 

is difficult to establish. From our research, the earliest know reference to tools and 

techniques for ‘Scanning the Business Environment’ appears to be by Francis J. 

Aguilar (1967) who discusses ‘ETPS’ – a mnemonic for the four sectors of his 

taxonomy of the environment: Economic, Technical, Political, and Social.  Shortly 

after its publication, Arnold Brown for the Institute of Life Insurance (in the US) 

reorganized it as ‘STEP’ (Strategic Trend Evaluation Process) as a way to organise the 

results of his environmental scanning. 

Thereafter, this ‘macro external environment analysis’, or ‘environmental 

scanning for change’, was modified yet again to become a so-called STEPE analysis 

(the Social, Technical, Economic, Political, and Ecological taxonomies).  In the 1980s, 

several other authors including Fahey, Narayanan, Morrison, Renfro, Boucher, Mecca 

and Porter included variations of the taxonomy classifications in a variety of orders: 

PEST, PESTLE, STEEPLE etc. Why the slightly negative connotations of PEST have 
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proven to be more popular than STEP is not known. There is no implied order or 

priority in any of the formats. 

Some purists claim that STEP or PEST still contain headings which are 

appropriate for all situations, other claim that the additional breakdown of some factors 

to help individuals and teams undertaking an environmental scan. 

Quite who and when added what elements to the mnemonic is a mystery, but what 

we do know is that the actual order and words contained are common to certain parts 

of the world and streams of academic study. The term PESTLE is particularly popular 

on HR and introductory marketing courses in the UK. Others favour PEST, STEP or 

STEEPLE. 

Assessment of innovation performance of an organisation 

 Innovation performance of an organisation is assessed using different matrices.  

 The SWOT-analysis method, an operational diagnostic analysis of the 

organisation’s environment, is widely used. 

SWOT-analysis  

 
Picture 16 – SWOT-analysis: main questions 
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Micro-environment – analysis of a firm’s industry 

Porter’s five forces model (see Picture 17) is used to analyze the factors affecting 

the organisation (suppliers, customers, competitors, substitutes and intermediaries). 

 
Picture 17 – Porter’s five forces 

Diamond Model 

 
 

Picture 18 – Porter’s Diamond 
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Porter’s Diamond (see Picture 18), properly referred to as the Diamond Theory of 

National Advantage, is a model that is designed to help understand the competitive 

advantage that nations or groups possess due to certain factors available to them, and 

to explain how governments can act as catalysts to improve a country’s position in a 

globally competitive economic environment. 

The following constituent pillars should be analysed in the framework of the 

model. 

1. Factor conditions 

Consistent with the factor proportions theory (Hecksher-Ohlin Theory), every 

country has a relative abundance of certain factor endowments.  

In his diamond model, Porter distinguishes between basic factors and advanced 

factors. Basic factors: land, climate, natural resources or demographics,  while 

advanced factors relate to more sophisticated factors, including, for example, the 

nation’s stock of knowledge resources (e.g. scientific, technical or market knowledge), 

the transportation and communication infrastructure or a sophisticated and skilled 

labour force. 

The advanced factors are regarded as most significant for competitive advantage 

and can be created through training, research and innovation (product of investment by 

individuals, companies or government). The basic assumption is that a nation must 

continually upgrade or adjust its factor conditions. 

The basic factors provide the country with an initial advantage that subsequently 

can be reinforced by investing in advanced factors. Disadvantages in basic factors 

entail that countries need to invest in advanced factors. 

 

2. Related and supporting industries 

The success of a market also depends on the presence of suppliers and related 

industries within a region. Competitive suppliers and related organisations reinforce 

innovation and internationalisation. 

If an organisation is successful this could be beneficial for related or supporting 

organisations. They can benefit from each other’s know-how and encourage each other 

by producing complementary products. 

A (geographical) concentration of companies, suppliers and supporting firms at a 

particular location is labelled an industrial cluster. 

 

3. Home demand conditions 

Demand conditions refer to the nature and the size of the home demand for an 

industry’s products and services. Here, the main characteristics of ist nature are the 

strength and sophistication of domestic customers’ demand. Porter argues that 

companies are most sensitive to the needs of their closest customers. 

The size of the home market is important as it enables companies to achieve 

economies of scale and experience curve advantages. 

There always exists an interaction between economies of scale, transportation 

costs and the size of the home market. Efficient firms are often forced to look for 

international opportunities at stages when their early large home market becomes 

https://www.investopedia.com/terms/c/competitive_advantage.asp
https://www.investopedia.com/terms/c/competitive_advantage.asp
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saturated. In addition, the question can be asked: what impact does this have on the 

pace and direction of innovation and product development? 

 

4. Strategy, structure and rivalry 

This factor is related to the way in which a company is organised and managed 

(managerial system, its corporate objectives and the measure of rivalry within its own 

organisational culture. 

It focuses on the conditions in a country that determine where a company will be 

established. Cultural aspects play an important role in this. Regions, provinces and 

countries may differ greatly from one another and factors like management, working 

morale and interactions between companies are shaped differently in different cultures. 

These differences lead to dissimilar international strategies of the firms. 

According to Michael Porter domestic rivalry (local competitors) and the 

continuous search for competitive advantage within a nation can help organisations 

achieve advantages on an international scale: the high pressure in a competitive home 

market leads to selection processes and leaves only the most efficient firms as survivors 

(continuous pressure on companies to innovate and to improve). 

 

5. Government 

Governments can play a powerful role in encouraging the development of 

industries and companies both at home and abroad. Governments finance and construct 

infrastructure (roads, airports) and invest in education and healthcare. 

They can encourage companies to use alternative energy or alternative 

environmental systems that affect production. This can be effected by granting 

subsidies or other financial incentives. 

 

6. Chance events 

Michael Porter also indicates that in most markets chance plays an important role. 

This provides opportunities for innovative companies that are not afraid to start up new 

operations. 

Entrepreneurs usually start their companies in their homeland, without this having 

any economic advantages, whereas a similar start abroad would provide more 

opportunities. 

 

Businesses create jobs and wealth, not governments (in the diamond model is that 

“firms, not nations, compete in international markets”). Understanding the way the 

elements in the business environment fit together and interact is critical for improving 

productivity. Locations compete to offer the most productive environment for business. 

The Global Competitiveness Report 2series has since its first edition aimed to 

prompt policy-makers beyond short-term growth and to aim for long-run prosperity. 

The Global Competitiveness Report series has since its first edition aimed to prompt 

                                                           
2 The global competitiveness report 2020: how countries are performing on the road to recovery 

[Electronic resource] // World Economic Forum. – Mode of access: http://www3.weforum.org/. – 

Date of access: 01.10.2021. 
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policy-makers beyond short-term growth and to aim for long-run prosperity. The 2020 

special edition is dedicated to elaborating on the priorities for recovery and revival, 

and considering the building blocks of a transformation towards new economic systems 

that combine “productivity”, “people” and “planet” targets. 

 

The Boston Consulting Group (BCG) growth-share matrix is a planning tool 

that uses graphical representations of a company’s products and services in an effort to 

help the company decide what it should keep, sell, or invest more in. 

This product portfolio matrix (BCG matrix) is designed to help businesses with 

long-term strategic planning by reviewing its portfolio of products to decide where to 

invest, to discontinue, or develop products. The Growth/Share Matrix is divided into 

4 quadrants based on an analysis of market growth and relative market share, as shown 

in Pictures 19 and 20. 

 

 
 

Picture 19 – BCG matrix: main components for the analysis 

 

 



39 
 

 
 

Picture 20 – BCG matrix: opportunities and prospects 

Environmental scanning 

 
 

Picture 21 – BCG Matrix: opportunities and prospects 

 

Overall, to analyse a firm’s internal and external environment it is possible to use 

the system of tools presented in Picture 21. 
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Innovation strategy: essence 

The content of the innovation strategy is determined by its nature, features of 

the innovation activity of the organisation and interrelations between the main 

elements of the integrated organisational strategy. 

Ways to develop a strategy 

1. Top-down: the strategic plan is developed by the management of the enterprise 

and presented to all levels of management; 

2. Bottom-up: in this case each department of the enterprise determines the 

direction of its development or gives recommendations related to the implementation 

of innovation activities. 

Recommendations are received by the management on the basis of plans and then 

included into the strategic plan of the innovative development of the enterprise as a 

whole. 

3. With the help of consulting firms: consulting firms are involved from the 

external environment of the enterprise and carry out the analysis of activities of the 

enterprise as well as recommend the strategy of its development. 

Depending on the object of innovation transformation, the following innovation 

strategies are identified 

Product: aimed at creating new goods and services. 

Functional: include scientific and technical, production, marketing and service 

strategies. 

Resource: an element of novelty is introduced into the resource provision. 

Organisational and managerial: relates to changes in the management system. 

Depending on the science and technology policy, the following types of 

innovation strategies are identified 

Offensive: the enterprise aspires to become the first in the market. To implement 

such a strategy requires a highly efficient innovation process, high scientific and 

technical potential, unconventional leadership, market knowledge and developed 

marketing organisation. It is characterized by high risk and high return on investment. 

Defensive: is aimed at retaining the firm’s competitive position on existing 

markets. It is characterized by low risk and stable profit due to special attention to 

production and marketing. In general, such organisations are focused on innovation 

products and have sufficient potential for their modification. 

Simulation: implies orientation to the acquisition of innovative solutions 

(protected by patents) obtained by other companies. 

Segmental: based on product differentiation and the desire to retain the 

advantages of a small market share. 

Traditional: ensuring the announced quality of an existing product, which is only 

possible in the vendor's market. 
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Dependent: such a strategy is typical for enterprises to which consumers or the 

state impute a new product or technology. It is applied to subcontracted enterprises. 

The types of innovative firm behavior 

Strategic planning of enterprise innovation activities can also be based on the 

classification of the  types of innovative behavior. 

There are four basic strategies that take into account two main factors: the degree 

of standardisation the business and its scale. They characterize the different position of 

the company in the market and the competitive advantages which they have in this 

position. These strategies are called violent, explerent, сommutant and patient: 

 violent is focused on reducing production costs through economies of scale, 

mass production of moderate quality at low prices;  

 explerent is focused on radical innovation, creating new or converting old 

markets/commodities; 

 commutant is focused on satisfying the small (local) requirements of the 

market, super high quality, product differentiation and exclusivity;  

 patient is focused on the production of a limited number of highly specialized 

products, the production and placing on the market a limited number of expensive 

specialized products of high quality, which most often refers to the category of luxury. 

Violent (power) strategy (“lions”) 

“Violent enterprises” operate in large standard production of goods and services. 

Goods or services produced by “violent enterprises” are characterized by an average 

quality and relative cheapness. The source of “violent enterprises” strength is the 

ability to effectively produce standard products bearing lower costs comparing with 

releasing small quantities of goods that differ from each other.  

“Violent enterprises” are also characterized by extensive scientific research, 

developed sales network and large-scale advertising campaigns. 

The motto is, “Cheap, but decent.” 

Commutation-oriented enterprises (“gray mice”) 

Commutation-oriented enterprises are adapted to meet the local demand of any 

kind. The advantage of commutation-oriented enterprises is their flexibility, the ability 

to respond immediately to any changes in demand. Commutation-oriented enterprises 

are also called “gray mice” businesses (pharmacies, barbershops, gas stations, stores). 

For commutation-oriented enterprises to operate no big capital, production facilities, 

or patents are needed. However, the object of intellectual property which commutation-

oriented enterprises need is a trademark. 

This is the way to increase the consumer value not at the expense of super high 

quality (as in the case of a patent), but on the basis of individualisation of a service. 

The motto is, “You’re paying extra for me to solve your problems.” 
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Patient enterprises (“camels” or “cunning foxes”) 

“Patient enterprises” operate in niche products field. They produce special 

unusual products for certain, quite narrow range of customers. “Patient enterprises” 

benefit from taking into account the special needs of consumers that do not fit into the 

framework of standard products. Expensive and high quality products. 

The motto is, “Expensive, but good.” 

Explerent enterprises: “the exploring enterprises” (“jackals” or “swallows”) 

Explerent enterprises are engaged in development and implementation of 

innovative technical ideas, which are based on completely new products. Such firms 

are called “first portents”. If an enterprise is able to create a fundamentally new product 

an extraordinary income due to breakaway from competitors is guaranteed. The 

introduction of breakthrough innovations is an extremely risky venture, but it is these 

new technical developments that provide structural shift for the economy and the 

humanity in general. 

The strength of explerent enterprises is due to the introduction of fundamental 

innovations; they benefit from their initial presence in the market. In 85 cases out of 

100 explerent enterprises fail, but due to rare successful projects they get huge 

technical, financial and moral success.  

“Costs – Value for Money” matrix to find the innovators’ strategy (see 

Picture 22) 

The most difficult situation is for explerent enterprises, as they have to improve 

the quality of their goods and reduce their production costs in order to survive. 

The motto of explerent enterprises : “Better and cheaper if you can.” 
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Picture 22 – “Costs – Value for Money” matrix 

Choosing a strategy 

The choice of strategy is based on the analysis of key factors determining the 

condition of the firm and takes into account the results of the analysis of the 

business portfolio, as well as the nature and essence of the implemented strategies.  

If a firm produces several types of goods, it often uses different strategies and 

forms portfolios of innovation strategies. In this case, the risk in the whole firm is 

compensated.  

Basic (benchmark) strategies 

At present, basic (benchmark) strategies are widely used in innovation 

management. They are aimed at the development of competitive advantages, so they 

are called growth strategies. 

Basic growth strategies are divided into four groups: 

1) concentrated growth strategy; 

2) integrated growth strategy;  

3) diversification strategy;  

4) reduction strategy. 
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 Concentrated growth strategy is related to product and market change: the 

company aims at improving the product or producing a new one without changing the 

industry and looking for opportunities to improve its position in the existing market or 

to move to a new market.  

 Integrated growth strategy is related to the expansion of the firm by adding 

new structures. Typically, a firm may choose to implement such strategies if it is 

unable to implement concentrated growth strategies and, at the same time, integrated 

growth does not contradict its long-term objectives. 

 Diversification strategy is the strategy that allows a company to identify and 

develop additional business lines that differ from the current production of goods 

and services. Under the conditions of growing competition the strategy of production 

diversification becomes an excellent tool for risk management; it allows avoiding 

excessive focus of efforts on one direction of the company’s work. 

 Reduction strategies usually involve measures aimed at improving the 

financial situation of the enterprise. As an alternative to reduction, the following 

types of measures are distinguished: cost reduction, cut-off, “harvesting” / 

”skimming”, and liquidation. 
 

Strategic issues, regardless of their importance, typically consume no more than 

20 percent of the organisation’s resources (although they frequently command 

80 percent of top management’s time and attention). 
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1.2. Intercultural Competences in Business 

1.2.1. Culture, Cultural Iceberg and Intercultural Competences 

Culture can be defined as “the sum of a way of life, including expected behavior, 

beliefs, values, language and living practices shared by members of a society (see 

Picture 23). It consists of both explicit and implicit rules through which experience is 

interpreted”. (Herbig) 

 

 

Picture 23 – Main components of culture 

Culture as mental programming 

Geert Hofstede, the most famous researcher in the field, refers to culture as a 

“programming of the mind”. (Hofstede) 

It is the collective ‘programming of the mind’, which distinguishes the members 

of one group or category of people from another (see Table 8).  
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Culture as mental programming 

Table 8 – Narrow and broad interpretations of culture 

NARROW BROAD 

‘culture’ commonly means ‘civilisation’ 

or ‘refinement of the mind’ and in 

particular the results of such refinement, 

like education, art, and literature: 

‘culture in the narrow sense’ – ‘culture 

one’ (linguistic dimension)  

‘culture’ as mental software, however, 

corresponds to a much broader use of 

the word which is common among 

social anthropologists: this is ‘culture 

two’ (‘culture’ is a catchword for all 

patterns of thinking, feeling, and acting)  

Intercultural competence 

“Intercultural competence is the ability to develop targeted knowledge, skills and 

attitudes that lead to visible behaviour and communication that are both effective and 

appropriate in intercultural interactions.” (Deardorff) 

Intercultural competence is the ability to communicate effectively in cross-

cultural situations and to relate appropriately in a variety of cultural contexts. 

The goal of intercultural effectiveness is to minimise the risk of failure and 

enhance both the individual's and the organisation's chances of success in an 

international environment. 

To improve your intercultural competences 

 Understand your own culture first.  

 Listen, observe, and learn. The more you try to learn about and understand 

the culture of the person you wish to communicate with, the better will be your 

intercultural competence as a skill. This will help you prevent misunderstandings 

caused due to cultural clashes. 

Constituent elements of intercultural competence 

 The components of intercultural competences are represented in Pictures 24 

and 25. 
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Picture 24 – Main components of an intercultural competence 

 

 

Picture 24 – The manifestation of main components of intercultural 

competences 

  

Knowledge: cultural self-
awareness; culture specific 
knowledge; socio-linguistic 
awareness; grasp of global 

issues and trends

Skills: listening, 
observing, evaluating 

using patience and 
perseverance; 

viewing the world 
from others' 
perspectives

Attitudes: respect
(valuing other 

cultures); openness
(withholding 

judgment); curiosity
(viewing difference as 

a learning 
opportunity); 

discovery (tolerance 
for ambiguity)
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Intercultural competence obtaining 

Intercultural competence cannot be acquired in a short space of time or in one 

module. It is not a naturally occurring phenomenon but a lifelong process which needs 

to be addressed explicitly in learning and teaching as well as staff development.  

 Knowledge 

Cultural self-awareness: articulating how one’s own culture has shaped one’s 

identity and world view 

Culture specific knowledge: analysing and explaining basic information about 

other cultures (history, values, politics, economics, communication styles, values, 

beliefs and practices) 

Socio-linguistic awareness: acquiring basic local language skills, articulating 

differences in verbal / non-verbal communication and adjusting one’s speech to 

accommodate nationals from other cultures 

Grasp of global issues and trends: explaining the meaning and implications of 

globalisation and relating local issues to global forces  

 Skills 

Listening, observing, evaluating: using patience and perseverance to identify and 

minimize ethnocentrism, seek out cultural clues and meaning 

Analysing, interpreting and relating: seeking out linkages, causality and 

relationships using comparative techniques of analysis  

Critical thinking: viewing and interpreting the world from other cultures’ point of 

view and identifying one’s own  

 Attitudes 

Respect: seeking out other cultures’ attributes; value cultural diversity; thinking 

comparatively and without prejudice about cultural differences  

Openness: suspending criticism of other cultures; investing in collecting 

‘evidence’ of cultural difference; being disposed to be proven wrong; 

Curiosity: seeking out intercultural interactions, viewing difference as a learning 

opportunity, being aware of one’s own ignorance  

Discovery: tolerating ambiguity and viewing it as a positive experience; 

willingness to move beyond one’s comfort zone  

The above knowledge, skills and attitudes lead to internal outcomes which refer 

to an individual who learns to be flexible, adaptable, empathetic and adopts an ethno-

relative perspective.  

These qualities are reflected in external outcomes which refer to the observable 

behavior and communication styles of the individual. They are the visible evidence 

that the individual is, or is learning to be, interculturally competent. 

The emergence of global companies is less easily matched by the development of 

‘global people’. 
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The interculturally effective person has three main attributes: 

 an ability to communicate with people of another culture in a way that earns 

their respect and trust; 

 the capacity to adapt his/her professional skills (both technical and managerial) 

to fit local conditions and constraints; 

 the capacity to adjust personally so that s/he is content and generally at ease in 

the host culture. 

 

 It’s difficult to develop such qualities. 

 More fundamentally, there is little agreement on what qualities are needed 

for effective intercultural interaction. 

There are four underlying assumptions that ensure the success of individual 

intercultural communication: 

 The smaller the similarities between two cultures, the more problematic 

intercultural communication is. 

 Intercultural interaction offers the possibility of social change arising from new 

ideas and insights that will not always be immediately apparent. 

 Only if you operate as partners from different cultures action on an equal basis 

will be ensured. 

 These plans for action will be more successful if a high degree of cultural 

awareness, i.e. of intercultural competence is available. 

Verbal versus non-verbal communication 

Compared to verbal communication, non-verbal is: 

 less discrete; 

 more vulnerable to misunderstanding; 

 more likely to be context dependent; 

 more likely to contain the truth. 

Cultural iceberg 

 
 

Picture 25 – Cultural iceberg model  

The model shows three levels of 

culture (see Picture 25):  

 visible; 

 unseen; 

 deep. 
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1. VISIBLE CULTURE: “Everybody does it differently” 

Visual elements of culture which are easily identifiable, easily shared, and easily 

accessed. E.g. food, dress, music, arts… 

2. UNSEEN CULTURE: The unspoken rules of life! 

Elements of culture that are perhaps not as easily pointed out, they are more 

ingrained into society. E.g. personal space, rules of conduct, facial expressions, 

recreation activities… 

3. DEEP CULTURE: “You just don’t DO that!” 

Elements of culture that are perhaps not as easily pointed out, they are more 

ingrained into society. E.g. concept of self, courtship practices, concept of past and 

future, attitudes towards elders, leadership, views of success... 

 

The model also considers the interconnectedness of formal and informal cultural 

aspects (see Picture 26). 

 

 
Picture 26 – Formal and informal culture 
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Ultimately, our interpretations of our core values become visible to the casual 

observer in the form of observable behaviors, such as the words we use, the way we 

act, the laws we enact, and the ways we communicate with each other. 

It is also important to note that the core values of a culture do not change quickly 

or easily. They are passed on from generation to generation by numerous factors which 

surround us and influence us. These Formative Factors are powerful forces which guide 

us and teach us. The things our educators and parents teach us, the opinions and ideas 

we see and hear in the media, the way our laws and social norms structure our world – 

all of these things (and many more) mold us and our cultural values. Cultural change 

is never quick and forces, ideas, and beliefs – both new and old – continually impact 

our way of seeing the world and deciding what matters to us (our core values), what 

that means in our personal and professional lives (our interpretations), and how we 

ultimately act (our observable behaviors). 

Deep below the “water line” are a culture’s core values. These are primarily 

learned ideas of what is good, right, desirable, and acceptable – as well as what is bad, 

wrong, undesirable, and unacceptable. In many cases, different cultural groups share 

similar core values (such as “honesty”, or “respect”, or “family”), but these are often 

interpreted differently in different situations and incorporated in unique ways into our 

daily lives. 

The above-mentioned concepts are also described in the model (see Picture 27). 

 

 
 

Picture 27 – Behaviors, interpretations and core values 
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Picture 28 represents the cultural iceberg model in the context of employees and 

employers. 

 

  
 

Picture 28 – Psychological contracts iceberg model  

 

By the age of 10, most children have their basic value system firmly in place, and 

after that age, changes are difficult to make. 

The ‘onion diagram’ (see Picture 29) shows manifestations of culture at different 

levels of depth. 

 

 
 

Picture 28 – The ‘onion diagram’ 

 

Symbols are words, gestures, pictures or objects that carry a particular meaning 

which is only recognized by those who share the culture. The words in a language or 

jargon belong to this category, as do dress, hairstyles, Coca-Cola, flags. New symbols 

are easily developed and old ones disappear. 
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Heroes are persons, alive or dead, real or imaginary, who possess characteristics 

which are highly prized in a culture, and who thus serve as models for behavior. Snoopy 

in the USA, Asterix in France. 

Rituals are collective activities, technically superfluous in reaching desired ends, 

but which, within a culture, are considered as socially essential: they are therefore 

carried out for their own sake. Ways of greeting and paying respect to others, social 

and religious ceremonies are examples. 

Symbols, heroes, rituals can be subsumed under the term practices. 

The core of culture is formed by values. Values are broad tendencies to prefer 

certain states of affairs over others. Values are feelings with an arrow to it: they have 

a plus and a minus side. They deal with: evil vs. good , dirty vs. clean, ugly vs. 

beautiful, unnatural vs. natural, abnormal vs. normal, paradoxical vs. logical, irrational 

vs. rational. 

Culture is learned, not inherited. It derives from one's social environment, not 

from one's genes. 

Culture should be distinguished from human nature on one side, and from an 

individual's personality on the other  

Individual intercultural competence 

“Ingredients” of intercultural competence are often categorised under the personal 

attributes of attitude, knowledge, communication, self-confidence and social 

relationships. 

Individual intercultural competence is the result of the development of 

interpersonal skills that arise from the following: 

 the motivation to communicate effectively with someone from a different 

culture; 

 being prepared to learn the skills needed for effective communication; 

 the ability to put this knowledge into use. 

Intercultural competence of institutions 

Intercultural competence of institutions: the capacity of the institutions 

concerned to adapt their structure and performance (rules & regulations governing the 

interaction between employees and members of the target group, mono-cultural or 

multi-cultural composition of the institution's workforce, etc.) to the demands of 

intercultural encounters. 

Intercultural competence of cultural groups 

The intercultural competence in the interaction of the dominant culture via the 

different cultural minorities within the host society and vice versa. 

Within the globalisation process highly industrialised countries participate in an 

exchange of labour between the EU-countries and they are the target of migration 

influx from less developed countries. These migration processes need political 

guidance, but even more the willingness and the capacity of the different groups to 
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respect the "cultural rights" of all cultural groups concerned (dominant culture and 

minorities). 

 

HOW TO GAIN INDIVIDUAL INTERCULTURAL COMPETENCE 

(overall capability of an individual to manage key challenging features of intercultural 

communication): 

 detection of ethnocentrism; 

 dealing with things that appear strange; 

 laying the bases for tolerance; 

 accepting the ethnic differences; 

 talking about racism; 

 stressing things in common; 

 encouraging solidarity; 

 training of reasonable conflict-solving-techniques – dealing with cultural 

conflicts and cultural relativism; 

 getting aware of the possibility to learn from each other and to enrich the life 

through the cultural contact; 

 getting rid of frontiers by understanding the global responsibility of everybody. 

 

HOW TO RISE INDIVIDUAL INTERCULTURAL COMPETENCE 
 gaining intercultural competence is not a one-way-process, but an 

interactive development 
 requires both the ability to stress the common aspects of human life and the will 

to solve conflicts that emerge from the differences between people of different cultural 

backgrounds 

1.2.2. Dimensions of National Culture 

Professor Geert Hofstede conducted one of the most comprehensive studies of 

how values in the workplace are influenced by culture. 

Through the publication of his scholarly book Culture’s Consequences Geert 

Hofstede became the founder of comparative intercultural research. His most popular 

book, Cultures and Organisations: Software of the Mind, has so far been translated 

into 20 languages. Geert Hofstede's articles have been published in social science and 

management journals around the world. He is recognised internationally for having 

developed the first empirical model of “dimensions“ of national culture, thus 

establishing a new paradigm for taking account of cultural elements in international 

economics, communication and cooperation. Later, he also developed a model for 

organisational cultures. 

Through his varied and numerous academic and cultural activities in many 

different countries, Hofstede can be regarded as one of the leading representatives of 

intercultural research and studies. The findings of his research and his theoretical ideas 

are used worldwide in both psychology and management studies. 
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Layers of culture: 

 a national level (see Picture 29) according to one’s country (or countries for 

people who migrated during their lifetime); 

 a regional and/or ethnic and/or religious and/or linguistic affiliation level, as 

most nations are composed of culturally different regions and/ or ethnic and/or 

religious and/or language groups; 

 a gender level, according to whether a person was born as a girl or as a boy; 

 a generation level, which separates grandparents from parents from children; 

 a social class level, associated with educational opportunities and with a 

person’s occupation or profession; 

 for those who are employed, an organisational or corporate level (see Picture 

29) according to the way employees have been socialized by their work organisation. 

 

 
 

Picture 29 – Main levels of culture 

 

Dimensions of national culture 

1.  Power Distance Index (PDI)  

2.  Individualism versus Collectivism (IDV) 

3.  Masculinity versus Femininity (MAS) 

4.  Uncertainty Avoidance Index (UAI) 

5.  Long-term Orientation versus Short-term Normative Orientation (LTO) 

6.  Indulgence versus Restraint (IND) 

  

Culture

OrganizationalNational

Hofstede 
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 Power Distance 

This dimension expresses the degree to which the less powerful members of a 

society accept and expect that power is distributed unequally.  

The fundamental issue here is how a society handles inequalities among people.  

Peole in societies exhibiting a large degree of Power Distance accept a 

hierarchical order in which everybody has a place and which needs no further 

justification. In societies with low Power Distance, people strive to equalise the 

distribution of power and demand justification for inequalities of power. Power 

Distance dimension by selected countries is represented in Pictures 30 and 31. 

 

 
Picture 30 – Power Distance diagram 

 

  
Picture 31 – Power Distance map 
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Measuring Inequality 

Gini index is the most widely cited measure of inequality; it measures the extent 

to which the distribution within an economy deviates from a perfectly equal 

distribution.  

The index is computed as the ratio of the area between the two curves (Lorenz 

curve and 45-degree line) to the area beneath the 45-degree line (see Pictures 32 and 

33). 

In an economy with perfect equality, noted by a Gini coefficient of 0, 20% of the 

population would hold 20% of the wealth. 

 
Picture 32 – Lorenz curve 

 

 
 

Picture 33 – Lorenz curve for calculating Gini index 
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Gini index by selected countries is represented in Picture 34. 

 

 

Picture 34 – Gini index by selected countries: comparisons 

 Individualism versus Collectivism 

The high side of this dimension, called individualism, can be defined as a 

preference for a loosely-knit social framework in which individuals are expected to 

take care of only themselves and their immediate families.  

Its opposite, collectivism, represents a preference for a tightly-knit framework in 

society in which individuals can expect their relatives or members of a particular in-

group to look after them in exchange for unquestioning loyalty. A society's position on 

this dimension is reflected in whether people’s self-image is defined in terms of “I” or 

“we.”  

Individualism versus Collectivism dimension by selected countries is represented 

in Picture 35. 
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Picture 35 – Individualism versus Collectivism map 

 Masculinity versus Femininity 

The Masculinity side of this dimension represents a preference in society for 

achievement, heroism, assertiveness and material rewards for success. Society at large 

is more competitive.  

Its opposite, Femininity, stands for a preference for cooperation, modesty, caring 

for the weak and quality of life. Society at large is more consensus-oriented. In the 

business context Masculinity versus Femininity is sometimes also related to as “tough 

versus tender” cultures. 

Masculinity versus Femininity dimension by selected countries is represented in 

Pictures 36 and 37. 
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Picture 36 – Masculinity versus Femininity diagram 

 

 

Picture 37 – Masculinity versus Femininity map 

 

 Uncertainty Avoidance Index 

The Uncertainty Avoidance index (UAI) expresses the degree to which the 

members of a society feel uncomfortable with uncertainty and ambiguity.  

The fundamental issue here is how a society deals with the fact that the future can 

never be known: should we try to control the future or just let it happen?  
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Countries exhibiting strong UAI maintain rigid codes of belief as well as behavior 

and are intolerant of unorthodox behavior and ideas. Weak UAI societies maintain a 

more relaxed attitude in which practice counts more than principles.  

UAI by selected countries is represented in Pictures 38 and 39. 

 

 

Picture 38 – Uncertainty Avoidance diagram 

 

  

Picture 39 – Uncertainty Avoidance map 
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 Long-term Orientation versus Short-term Normative Orientation 

(Monumentalism versus Flexhumility) 

Every society has to maintain some links with its own past while dealing with the 

challenges of the present and the future. Societies prioritize these two existential goals 

differently. Societies who score low on this dimension, for example, prefer to maintain 

time-honoured traditions and norms while viewing societal change with suspicion. 

Those with a culture which scores high, on the other hand, take a more pragmatic 

approach: they encourage thrift and efforts in modern education as a way to prepare 

for the future. In the business context this dimension is related to as “(short-term) 

normative versus (long-term) pragmatic” (PRA). In the academic environment the 

terminology Monumentalism versus Flexhumility is sometimes also used.  

Monumentalism versus Flexhumility by selected countries is represented in 

Pictures 40 and 41. 

  

 
Picture 40 – Monumentalism versus Flexhumility diagram 

 

Picture 41– Monumentalism versus Flexhumility map 
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 Indulgence versus Restraint 

Indulgence stands for a society that allows relatively free gratification of basic 

and natural human drives related to enjoying life and having fun. 

Restraint stands for a society that suppresses gratification of needs and regulates 

it by means of strict social norms. 

Monumentalism versus Flexhumility by selected countries is represented in 

Pictures 43 and 44. 

 

Picture 43 – Indulgence versus Restraint diagram 

 

 
 

Picture 44 – Indulgence versus Restraint map 
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1.2.3. Dimensions of Organisational Culture 

Organisational culture is defined as the way in which members of an 

organisation relate to each other, their work and the outside world in comparison to 

other organisations.  

It can enable or hinder an organisational strategy.  

The Hofstede Multi-Focus Model on Organisational Culture is a strategic tool 

aimed at helping organisations to become more effective. 

The components of organisational culture are represented in Pictures 45 and 46. 

 

 
 

Picture 45 – Organisational culture profile 
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Picture 46 – Organisational culture triangle diagram 

Organisational Triangle 

Organisational culture triangle diagram example derived from Parker and 

Benson’s model. The main components are: people, process and structure. 

The model is based on solid research. 

The model is the results of a study on organisational cultures in twenty units from 

ten different organisations in Denmark and the Netherlands, done by Geert Hofstede 

and his research team.  

The research showed that a large part of the differences among the twenty units, 

included in the research, could be explained by factors, related to concepts within the 

field of organisational sociology and the dimensions were developed based on the 

literature. 

 Means-oriented vs. Goal-oriented 

The means-oriented versus goal-oriented dimension is, among the dimensions, 

most closely connected with the effectiveness of the organisation. 

In a means-oriented culture the key feature is the way in which work has to be 

carried out; people identify with the “how”.  

In a goal-oriented culture employees are primarily out to achieve specific internal 

goals or results, even if these involve substantial risks; people identify with the “what”. 

In a very means-oriented culture people perceive themselves as avoiding risks 

and making only a limited effort in their jobs, while each workday is pretty much the 

same. In a very goal-oriented culture, the employees are primarily out to achieve 

specific internal goals or results, even if these involve substantial risks. 
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 Internally driven vs. Externally driven 

In a very internally driven culture employees perceive their task towards the 

outside world as totally given, based on the idea that business ethics and honesty 

matters most and that they know best what is good for the customer and the world at 

large.  

In a very externally driven culture the only emphasis is on meeting the customer’s 

requirements; results are most important and a pragmatic rather than an ethical attitude 

prevails. 

This dimension is distinguishable from means- versus goal-orientation because, 

in this case, it is not impersonal results that are at stake, but the satisfaction of the 

customer, client or commissioning party. 

 Easy-going work discipline vs. Strict work discipline 

This dimension refers to the amount of internal structuring, control and discipline.  

A very easy-going culture reveals loose internal structure, a lack of predictability, 

and little control and discipline; there is a lot of improvisation and surprises.  

A very strict work discipline reveals the reverse. People are very cost-conscious, 

punctual and serious. 

 Local vs. Professional 

In a local company, employees identify with the boss and/or the unit in which one 

works.  

In a professional organisation the identity of an employee is determined by his 

profession and/or the content of the job.  

In a very local culture, employees are very short-term directed, they are internally 

focused and there is strong social control to be like everybody else. In 

a very professional culture it is the reverse. 

 Open system vs. Closed system 

This dimension relates to the accessibility of an organisation.  

In a very open culture newcomers are made immediately welcome, one is open 

both to insiders and outsiders, and it is believed that almost anyone would fit in the 

organisation. In a very closed organisation it is the reverse. 

 Employee-oriented vs. Work-oriented 

This aspect of the culture is most related to the management philosophy.  

In very employee-oriented organisations, members of staff feel that personal 

problems are taken into account and that the organisation takes responsibility for the 

welfare of its employees, even if this is at the expense of the work. In very work-

oriented organisations, there is heavy pressure to perform the task even if this is at the 

expense of employees. 
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 Degree of acceptance of leadership style 

This dimension tells us to which degree the leadership style of respondents’ direct 

boss is being in line with respondents’ preferences. 

The fact that people, depending on the project they are working for, may have 

different bosses doesn’t play a role at the level of culture. Culture measures central 

tendencies. 

 Degree of identification with your organisation 

This dimension shows to which degree respondents identify with the organisation 

in its totality. 

People are able to simultaneously identify with different aspects of a company. 

Thus, it is possible that employees identify at the same time strongly with the internal 

goals of the company, with the client, with one’s own group and/or with one’s direct 

boss and with the whole organisation. It is also possible that employees don’t feel 

strongly connected with any of these aspects. 

 

Communicating across cultures: high and low context 

The general terms “high context” and “low context” (popularized by Edward Hall) 

are used to describe broad-brush cultural differences between societies. 

High context refers to societies or groups where people have close connections 

over a long period of time. Many aspects of cultural behavior are not made explicit 

because most members know what to do and what to think from years of interaction 

with each other. Your family is probably an example of a high context environment. 

Low context refers to societies where people tend to have many connections but 

of shorter duration or for some specific reason. In these societies, cultural behavior and 

beliefs may need to be spelled out explicitly so that those coming into the cultural 

environment know how to behave. 

High context 

 High context networks have tight clusters, with multi-strand connections 

between individuals. 

 Less verbally explicit communication, less written / formal information. 

 More internalized understandings of what is communicated. 

 Multiple cross-cutting ties and intersections with others. 

 Long-term relationships. 

 Strong boundaries- who is accepted as belonging vs who is considered an 

“outsider”. 

 Knowledge is situational, relational. 

 Decisions and activities focus around personal face-to-face relationships, often 

around a central person who has authority. 
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Low context 

 Rule-oriented, people play by external rules. 

 More knowledge is codified, public, external, and accessible. 

 Sequencing, separation – of time, space, activities and relationships. 

 More interpersonal connections of shorter duration. 

 Knowledge is more often transferable. 

 Task-centered. Decisions and activities focus around what needs to be done, 

division of responsibilities. 

 

“High” and “low” are therefore less relevant as a description of a whole people, 

and more useful to describe and understand particular situations and environments. 

High contexts can be difficult to enter if you are an outsider (because you don’t 

carry the context information internally, and because you can't instantly create close 

relationships). 

Low contexts are relatively easy to enter if you are an outsider (because the 

environment contains much of the information you need to participate, and because 

can you form relationships fairly soon, and because the important thing is 

accomplishing a task rather than feeling your way into a relationship). 

Remember that every culture and every situation has its high and low aspects. 

Often one situation will contain an inner high context core and an outer low context 

ring for those who are less involved. 

High and low context cultures by selected countries are represented in Picture 47. 

 

 
 

Picture 47 – Some examples of high and low context cultures 
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1.2.4. Cultural Differences in Doing International Business 

Country, state, culture and society 

 International business is different from domestic business because countries are 

different. 

 Nation-states are political creations. They may contain a single culture or 

several cultures. 

 Society as a group of people who share a common set of values and norms; that 

is, people who are bound together by a common culture. 

*The main difference between country and state is that the term “country” refers 

to a large unit with its own government and economy, whereas the term “state” refers 

to a large governing area within the country. “State” can also sometimes be used to 

refer to the whole country as well. 

Values 

Values form the bedrock of a culture. They provide the context within which a 

society’s norms are established and justified.  

They may include a society's attitudes toward such concepts as individual 

freedom, democracy, truth, justice, honesty, loyalty, social obligations, collective 

responsibility, the role of women, love, sex, marriage, and so on.  

Values are not just abstract concepts; they are invested with considerable 

emotional significance. 

Norms 

Norms are the social rules that govern people’s actions toward one another.  

Norms can be subdivided further into two major categories: folkways and mores.  

Folkways and mores 

Folkways are the routine conventions of everyday life. Rather, they are social 

conventions concerning things such as the appropriate dress code in a particular 

situation, good social manners, eating with the correct utensils, neighborly behavior, 

and the like. 

Although folkways define the way people are expected to behave, violation of them 

is not normally a serious matter. People who violate folkways may be thought of as 

eccentric or ill-mannered, but they are not usually considered to be evil or bad. In many 

countries, foreigners may initially be excused for violating folkways. Folkways include 

rituals and symbolic behavior. Rituals and symbols are the most visible manifestations 

of a culture and constitute the outward expression of deeper values. 

Mores are norms that are seen as central to the functioning of a society and to its 

social life. They have much greater significance than folkways. Accordingly, violating 

mores can bring serious retribution. Mores include such factors as indictments against 

theft, adultery, incest, and cannibalism.  
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In many societies, certain mores have been enacted into law. Thus, all advanced 

societies have laws against theft, incest, and cannibalism. However, there are also many 

differences between cultures. In America, for example, drinking alcohol is widely 

accepted, whereas in Saudi Arabia the consumption of alcohol is viewed as violating 

important social mores and is punishable by imprisonment (as some Western citizens 

working in Saudi Arabia have discovered). 

A good example of folkways concerns attitudes toward time in 

different countries. People are keenly aware of the passage of time in 

the United States and Northern European cultures such as Germany and 

Britain. Businesspeople are very conscious about scheduling their time 

and are quickly irritated when their time is wasted because a business associate is late 

for a meeting or if they are kept waiting. They talk about time as though it were money, 

as something that can be spent, saved, wasted, and lost. Alternatively, in Arab, Latin, 

and Mediterranean cultures, time has a more elastic character. Keeping to a schedule 

is viewed as less important than finishing an interaction with people. For example, an 

American businesswoman might feel slighted if she is kept waiting for 30 minutes 

outside the office of a Latin American executive before a meeting; but the Latin 

American may simply be completing an interaction with an associate and view the 

information gathered from this as more important than sticking to a rigid schedule. The 

Latin American executive intends no disrespect, but due to a mutual misunderstanding 

about the importance of time, the American may see things differently. Similarly, Saudi 

attitudes to time have been shaped by their nomadic Bedouin heritage, in which precise 

time played no real role and arriving somewhere tomorrow might mean next week. 

Like Latin Americans, many Saudis are unlikely to understand the American obsession 

with precise time and schedules, and Americans need to adjust their expectations 

accordingly. 

 

Picture 48 – Implications for international businesses 

 

Societies differ 
because their 
cultures vary. 

Their cultures vary 
because of 
profound 

differences in social 
structure, religion, 

language, 
education, 
economic 

philosophy, and 
political philosophy. 

Three important 
implications for 

international business 
flow from these 

differences.
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Implications for international businesses 

Picture 48 shows the interaction between three cultural implications for 

international businesses.  

The first is the need to develop cross-cultural literacy. There is a need not only 

to appreciate that cultural differences exist but also to take into account what such 

differences mean for international business.  

A second implication centers on the connection between culture and national 

competitive advantage.  

A third implication looks at the connection between culture and ethics in 

decision-making. 

Implication 1: cross-cultural literacy 

“Cross-cultural literacy is understanding how the culture of a country affects 

the way business is practiced” 

One of the biggest dangers confronting a company that goes abroad for the first 

time is the danger of being ill-informed. International businesses that are ill-informed 

about the practices of another culture are likely to fail. Doing business in different 

cultures requires adaptation to conform with the value systems and norms of that 

culture. Adaptation can embrace all aspects of an international firm's operations in a 

foreign country. To combat the danger of being ill-informed, international businesses 

should consider employing local citizens to help them do business in a particular 

culture. 

Implication 2: culture andnational competitive advantage  

Put simply, the value systems and norms of a country influence the costs of doing 

business in that country.  

The costs of doing business in a country influence the ability of firms to establish 

a competitive advantage in the global marketplace. 

Implication 3: ethics 

Religion may be defined as a system of shared beliefs and rituals that are 

concerned with the realm of the sacred.  

Ethical systems refer to a set of moral principles, or values, that are used to guide 

and shape behavior. 

Most of the world’s ethical systems are the product of religions. 

Business ethics 

Business ethics (see Picture 49) are the accepted principles of right or wrong 

governing the conduct of businesspeople, and an ethical strategy is a strategy, or 

course of action, that does not violate these accepted principles. 
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Picture 49 – The implementation of business ethics 

Behavioral economics: Nobel Prize 2017 

Behavioral economics studies the effects of psychological, social, cognitive, and 

emotional factors on the economic decisions of individuals and institutions and the 

consequences for market prices, returns, and resource allocation, although not always 

that narrowly, but also more generally, of the impact of different kinds of behavior, in 

different environments of varying experimental values. 

Richard Thaler (an American Professor; the University of Chicago), a Nobel 

Prize winner, ironically expressed the main principles of behavioral economics: “I will 

try to spend it as irrationally as possible,” he told reporters. 

“He’s made economics more human,” said Peter Gärdenfors, a member of the 

committee that awarded the prize. 
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1.3. Strategic, Marketing, Managerial and Economic Foundations 

of the Innovative Development of an Organisation 

1.3.1. Porter’s Generic Strategies in the Innovative Development of an 

Organisation 

“Generic strategies” (see Picture 50) can be applied to products or services in all 

industries, and to organisations of all sizes. They were first set out by Michael Porter 

in 1985 in his book, “Competitive Advantage: Creating and Sustaining Superior 

Performance.” 

Porter called the generic strategies “Cost Leadership” (no frills), “Differentiation” 

(creating uniquely desirable products and services) and “Focus” (offering a specialized 

service in a niche market). He then subdivided the Focus strategy into two parts: “Cost 

Focus” and “Differentiation Focus.”  

 
Picture 50 – Porter’s generic strategies 

 

Porter’s generic strategies are ways of gaining competitive advantage – in other 

words, developing the “edge” that gets you the sale and takes it away from your 

competitors. 
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The cost leadership strategy 

There are two main ways of rising sales within a cost leadership strategy: 

Increasing profits by reducing costs, while charging industry-average prices. 

Increasing market share by charging lower prices, while still making a reasonable 

profit on each sale because you’ve reduced costs. 

The cost leadership strategy (see Table 9) is exactly that – it involves being the 

leader in terms of cost in your industry or market. 

The differentiation strategy 

Differentiation (see Table 9) involves making your products or services different 

from and more attractive than those of your competitors. How you do this depends on 

the exact nature of your industry and of the products and services themselves, but will 

typically involve features, functionality, durability, support, and also brand image that 

your customers value. 

To make a success of a differentiation strategy, organisations need: 

Good research, development and innovation. 

The ability to deliver high-quality products or services. 

Effective sales and marketing, so that the market understands the benefits offered 

by the differentiated offerings. 

Large organisations pursuing a differentiation strategy need to stay agile with their 

new product development processes. Otherwise, they risk attack on several fronts by 

competitors pursuing focus differentiation strategies in different market segments. 

The focus strategies 

In cost focus a firm seeks a cost advantage in its target segment, while 

in differentiation focus a firm seeks differentiation in its target segment (see Table 9).  

Both variants of the focus strategy rest on differences between a focuser’s target 

segment and other segments in the industry. The target segments must either have 

buyers with unusual needs or else the production and delivery system that best serves 

the target segment must differ from that of other industry segments.  

Cost focus exploits differences in cost behavior in some segments, while 

differentiation focus exploits the special needs of buyers in certain segments. 

In adopting a narrow focus, the company ideally focuses on a few target 

markets (also called a segmentation strategy or niche strategy). These should be 

distinct groups with specialised needs. The choice of offering low prices or 

differentiated products/services should depend on the needs of the selected segment 

and the resources and capabilities of the firm.  

It is hoped that by focusing your marketing efforts on one or two narrow market 

segments and tailoring your marketing mix to these specialized markets, you can better 

meet the needs of that target market. The firm typically looks to gain a competitive 

advantage through product innovation and/or brand marketing rather than efficiency. 

A focused strategy should target market segments that are less vulnerable to substitutes 

or where a competition is weakest to earn above-average return on investment. 
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Companies that use focus strategies concentrate on particular niche markets and, 

by understanding the dynamics of that market and the unique needs of customers within 

it, develop uniquely low-cost or well-specified products for the market.  

Because they serve customers in their market uniquely well, they tend to build 

strong brand loyalty amongst their customers. This makes their particular market 

segment less attractive to competitors. 

Table 9 – The difference between cost advantage and differentiation  

Cost advantage: 

 

Differentiation: 

 

 by better understanding 

costs and squeezing them out of 

the value-adding activities. 

A firm may create a cost advantage 

either by reducing the cost of 

individual value chain activities or 

by reconfiguring the value chain. 

 by focusing on those activities associated 

with core competencies and capabilities in 

order to perform them better than do 

competitors. 

A differentiation advantage may be achieved 

either by changing individual value chain 

activities to increase uniqueness in the final 

product or by reconfiguring the value chain. 

Porter identified 10 cost drivers related to value chain activities 

1. Economies of scale. 

2. Learning. 

3. Capacity utilisation. 

4. Linkages among activities. 

5. Interrelationships among business units. 

6. Degree of vertical integration. 

7. Timing of market entry. 

8. Firm's policy of cost or differentiation. 

9. Geographic location. 

10. Institutional factors (regulation, union activity, taxes, etc.). 

A firm develops a cost advantage by controlling these drivers better than the 

competitors do. 

Porter identified several drivers of uniqueness 

1. Policies and decisions. 

2. Linkages among activities. 

3. Timing. 

4. Location. 

5. Interrelationships. 

6. Learning. 

7. Integration. 

8. Scale (e.g. better service as a result of large scale). 

9. Institutional factors.  
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Table 10 – Interconnectedness: types of innovative behavior and generic 

strategies 

Types of innovative behavior Generic strategies 

Violents (a firm with a “power” strategy) “Overall-cost leadership strategy” by  

M. Porter 

Explerents (the pioneers of business) “Focus strategy” (cost focus) by  

M. Porter 

Patients (niche specialism) “Differentiation strategy” by M. Porter 

Commutants (are small and flexible 

companies) 

“Focus strategy” (differentiation focus) 

by M. Porter 

 

Table 10 depicts the interconnectedness between the types of innovative behavior 

and generic strategies. 

Hybrid Strategy (combination of cost leadership and differentiation strategies 

This new hybrid strategy may become even more important and more popular 

with increase of global competition. 

This is because of the multiple, additive benefits of successfully pursuing the cost 

leadership and differentiation strategies simultaneously. Differentiation enables the 

company to charge premium prices and cost leadership enables the company to charge 

the lowest competitive price. Thus, the company is able to achieve a competitive 

advantage by delivering value to customers based on both product features and low 

price. 

1.3.2. Marketing Tools to Improve and Implement the Innovative 

Development Strategy of an Organisation 

Segmentation, targeting and positioning (STP) 

Today, segmentation, targeting and positioning (see Picture 51) is a familiar 

strategic approach. It is one of the most commonly applied marketing models in 

practice. 

Audience options > Audience selection > Production positioning 
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Picture 51 – STP process 

 

The STP model (see Picture 52) is useful when creating marketing 

communications plans since it helps marketers to prioritise propositions and then 

develop and deliver personalised and relevant messages to engage with different 

audiences. 

Picture 52 – STP model 

 

Market segmentation is the identification of portions of the market that are 

different from one another.  

Segmentation allows the firm to better satisfy the needs of its potential customers. 

The marketing concept calls for understanding customers and satisfying their 

needs better than the competition. But different customers have different needs, and it 

rarely is possible to satisfy all customers by treating them alike.  

 

Mass marketing refers to treatment of the market as a homogenous group and 

offering the same marketing mix to all customers.  

Mass marketing allows economies of scale to be realized through mass 

production, mass distribution and mass communication.  
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Target marketing on the other hand recognizes the diversity of customers and 

does not try to please all of them with the same offering.  

The first step in target marketing is to identify different market segments and their 

needs. 

Bases for segmentation in consumer markets 

Consumer markets can be segmented on the following customer 

characteristics. 

 Geographic (by region, size of metropolitan area, population density, climate, 

etc.). 

 Demographic (age, gender, family size, family lifecycle, generation, income, 

occupation, education, social class, etc.). 

 Psychographic (activities, interests, opinions, attitudes, values, etc.). 

 Behavioralistic (benefits sought, usage rate, brand loyalty, user status: 

potential, first-time, regular, etc., readiness to buy for occasions: holidays and events 

that stimulate purchases, etc.). 

Bases for segmentation in industrial markets 

 In contrast to consumers, industrial customers tend to be fewer in number and 

purchase larger quantities.  

 Industrial markets might be segmented on characteristics such as: 

 location (shipping costs may be a purchase factor for vendor selection for 

products having a high bulk to value ratio, so distance from the vendor may be critical); 

 company type (company size, industry, decision making unit, purchase 

criteria, etc.); 

 behavioral characteristics (usage rate, buying status: potential, first-time, 

regular, etc., purchase procedure: sealed bids, negotiations, etc.). 

The marketing mix 

Jerome McCarthy (1960) proposed the four key variables (4Ps) that are associated 

with marketing activities. They are Product, Price, Place and Promotion. Booms and 

Bitner (1981) extended the marketing mix to 7Ps to update and to reflect the needs of 

modern business environments. The further three components are People, Process and 

Physical evidence. Digital distribution and technology provide many opportunities for 

the marketers. Due to the complex technology-driven environments, marketing 

activities shift to customer-centric to focus on customer perspective to emphasise the 

marketing mix towards the relationship-building process with consumers. Chaffey and 

Smith (2012) further extend this, adding the eighth P, Partnership, to the digital 

marketing mix. 
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The marketing mix (see Pictures 53 and 54) is a marketing strategy tool, which 

was traditionally limited to the core 4Ps of Product, Price, Place and Promotion. 

The marketing mix (also known as the 4Ps) is a foundation model in marketing. The 

marketing mix has been defined as the “set of marketing tools that the firm uses to 

pursue its marketing objectives in the target”. Thus the marketing mix refers to four 

broad levels of marketing decision, namely: product, price, promotion, and place. 

Some of the types of customs duties are presented in Picture 17. 

 

 

Picture 53 – The 7Ps marketing mix 
The 7Ps helps companies to review and define key issues that affect the marketing 

of its products and services and is often now referred to as the 7Ps framework for the 

marketing mix. 

 

 

Picture 54 – The 7Ps marketing mix explanation 

 

The 8Ps (see Picture 55) is the result of further extension of the Marketing Mix, 

adding the eighth P, Partnership. 
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Picture 55 – The 8Ps marketing mix 
 

The 4C’s model (see Picture 56) is more consumer oriented and this focus has led 

to a primary use in niche marketing. 

 

 

Picture 56 – The 4Cs marketing model 

  



81 
 

Communications mix (see Picture 57) differs from marketing mix and defines the 

ways you communicate with your customers. 

 

Picture 57 – The difference between 4Cs marketing mix and 4Cs marketing 

communications 

 

The 4Cs to replace the 4Ps of the marketing mix: consumer wants and needs; cost 

to satisfy; convenience to buy and communication. 

The 4Cs for marketing communications: clarity; credibility; consistency and 

competitiveness. 

The Ansoff Matrix to identify growth opportunities 

This model is essential for strategic marketing planning where it can be applied 

to look at opportunities to grow revenue for a business through developing new 

products and services or “tapping into” new markets. 

So it’s sometimes known as the ‘Product-Market Matrix’ instead of the ‘Ansoff 

Matrix’ (see Picture 58).  

This focus on growth means that it’s one of the most widely used marketing 

models. It is used to evaluate opportunities for companies to increase their sales 

through showing alternative combinations for new markets (i.e. customer segments and 

geographical locations) against products and services offering four strategies as shown. 
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Picture 58 – Ansoff Matrix 

 

Fairly new business: then perhaps it’s wise to focus on no more than two 

strategies, which could be Market Penetration and over time move to Market 

Development. 

How to use the Ansoff Matrix 

 Market Penetration: How to sell more of your existing products or services 

to your existing customer base? 

 Market Development: How to enter new markets? 

 Product and Development: How to develop existing products or services? 

 Diversification: How to move into new markets with new products or services, 

increase your sales with your existing customer base as well as acquisition? 

The AIDA Model 

The model identifies cognitive stages an individual goes through during the 

buying process for a product or service. It’s a purchasing funnel where buyers go to 

and fro at each stage, to support them in making the final purchase. 
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It’s no longer a relationship purely between the buyer and the company since 

social media has extended it to achieving the different goals of AIDA (see Picture 59) 

via information added by other customers via social networks and communities. 

 

Picture 59 – The AIDA model 

 

1.3.3. Analyzing, Control and Improving the Innovative Development of an 

Organisation 

McKinsey 7-S Model / McKinsey Diamond 

The 7-S model can be used to: 

 improve the performance of a company; 

 examine the likely effects of future changes within a company; 

 align departments and processes during a merger or acquisition; 

 determine how to implement best a proposed strategy. 

The McKinsey 7-S model involves seven interdependent factors. The factors are 

categorized as either “hard” or “soft” elements (see Table 11). 
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Table 11 – “Hard” or “soft” elements in McKinsey 7-S model 

“Hard” Elements 

 

“Soft” Elements 

 

Strategy 

Structure 

Systems 

 

Shared Values 

Skills 

Style 

Staff 

 

“Hard” elements are easier to define or identify and management can directly 

influence them: strategy statements; organisation charts and reporting lines; and formal 

processes and IT-systems. 

“Soft” elements can be more difficult to describe, are less tangible and more 

influenced by culture. However, these soft elements are as important as the hard 

elements if the organisation is going to be successful. 

The McKinsey Diamond (see Pictures 60 and 61) 

 

 

Picture 60 – The McKinsey Diamond: interconnectedness 
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Picture 61 – The McKinsey Diamond: constituent pillars 

How to use the model  

The 7-S model helps analyze the current situation (Point A), a proposed future 

situation (Point B) and to identify gaps and inconsistencies between them (see 

Picture 67). It’s then a question of adjusting and tuning the elements of the 7-S model 

to ensure that your organisation works effectively and well once you reach the desired 

endpoint. 

The 7-S model is a good framework to help you ask the right questions – but it 

won’t give you all the answers. For that you’ll need to bring together the right 

knowledge, skills and experience. 

Supply these with your own questions, based on your organisation’s specific 

circumstances and accumulated knowledge. 

Value chain 

To better understand the activities through which a firm develops a competitive 

advantage and creates shareholder value, it is useful to separate the business system 

into a series of value-generating activities referred to as the value chain.  

Strategy: the plan elaborated 
to maintain and build 

competitive advantage over 
the competition

Structure: the way the 
organization is structured 
and who reports to whom

Systems: the daily activities 
and procedures that staff 

members engage in to get the 
job done

Shared Values: the core values of the 
company that are evidenced in the 

corporate culture and the general work 
ethic

Style: the style of 
leadership adopted

Staff: the employees 
and their general 

capabilities

Skills: the actual skills and 
competencies of the 

employees working for the 
company
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In his 1985 book “Competitive Advantage”, Michael Porter introduced a generic 

value chain model that comprises a sequence of activities found to be common to a 

wide range of firms.  

The value chain is an essential element of the strategic analysis of costs. 

Porter identified primary and support activities. 

The primary activities are directly related to the creation of a good or service while 

the support activities help in enhancing the efficiency and work to obtain a competitive 

advantage (the example is analysed in Picture 62). 

 

Picture 62 – Value chain analysis: the example of Starbucks 

Business model canvas 

The business model canvas is a framework to help plan business innovation 

models that address the needs of all of your customer segments. 

The traditional approach to planning for the next financial year is to develop a 

business plan.  

However, smart companies around the world use this business model strategy 

canvas instead. 
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Alex Osterwalder’s business model canvas 

The business model canvas is a tool for visualizing the various elements of a 

business, with an emphasis on the value proposition to its customers.  

It helps us be more systematic in analyzing an existing business model and 

developing a vision for a future business model.  

It can be used in projects when you are ready to engage with companies and can 

help you determine and monitor strategies to influence business practice / the design 

of the business model (see Picture 63). 

 

 

Picture 63 – Completing the business model canvas 

 

Together these elements provide a pretty coherent view of a business key drivers. 

1. Customer Segments: Who are the customers? What do they think? See? Feel? 

Do? 

2. Value Propositions: What’s compelling about the proposition? Why do 

customers buy, use? 

3. Channels: How are these propositions promoted, sold and delivered? Why? Is 

it working? 

4. Customer Relationships: How do you interact with the customer through their 

‘journey’? 

5. Revenue Streams: How does the business earn revenue from the value 

propositions? 

6. Key Activities: What uniquely strategic things does the business do to deliver 

its proposition? 

7. Key Resources: What unique strategic assets must the business have to 

compete? 
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8. Key Partnerships: What can the company not do so it can focus on its Key 

Activities? 

9. Cost Structure: What are the business’ major cost drivers? How are they 

linked to revenue? 

The example of business model canvas is analysed in Picture 64. 

 

 

Picture 64 – Business model canvas on the example of Amazon 

 

More and more entrepreneurs are using lean business model canvas (see 

Picture 65). 

 

Picture 65 – Lean business model canvas  
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Lean canvas  

Lean canvas is a 1-page business plan template created by Ash Maurya that helps 

you deconstruct your idea into its key assumptions. It is adapted from Alex 

Osterwalder’s business model canvas and optimized for lean startups. It replaces 

elaborate business plans with a single page business model. 

Business plans take too long to write, are seldom updated, and almost never read 

by others. Documenting your plan is key, and the Lean Canvas replaces long and 

boring business plans with a 1-page business model that takes 20 minutes to create and 

gets read. 

Product life cycle theory 

Raymond Vernon divided products into three categories based on their stage in 

the product life cycle and how they behave in the international trade market: 

 new product; 

 maturing product; 

 standardised product. 

There are four stages in a product’s life cycle in respect to the: 

 introduction; 

 growth; 

 maturity; 

 decline. 

The development stage should be added in the model of innovation product life 

cycle (see Picture 66). 

 

 

Picture 66 – Innovation product life cycle 
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Diffusion of innovations theory  

In his diffusion of innovations theory, sociologist Everett Rogers examines this in 

greater detail and focuses on at what rate a new product or idea spreads through a 

certain group (see Picture 67). 

In this cycle theory he distinguishes five stages in which the product may find 

itself with five different user groups that accept the product or idea. 

These determine the success of a product. Through his theory it becomes clear 

how a product or idea develops among the users. 

Depending on the stage of the product, several adjustments take place, for 

example much or little promotion or a high or low sales price. 

 

 

Picture 67 – Diffusion of innovations scheme 

Consumer groups 

 Innovators 

When a product is put on the market the first individuals to buy the product are 

the ‘innovators’. 

This small group of people wants to be the first to try the product and they are 

willing to take risks. 

These exclusive users in this group are therefore trend setters. Subsequently, the 

product will become increasingly popular and sales will increase. 

 Early adopters 

Just like the innovators, the early adopters like to try out new things and they are 

not afraid to invest in new products. 

This group is significantly larger than the ‘innovators’ group and often they 

already know much about the new product.  

Because of this knowledge they play an important role in word- of- mouth 

advertising with respect to the new product as a result of which sales will increase 

strongly. 

 Early majority 

The early majority group loves trends, but prefers to wait and see before making 

a purchase. 

The product will be bought in droves by this group of people. 
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The product will become extremely popular and this will cause a landslide in 

demand. 

 Late majority 

The late majority group actually lags behind and will only buy the product after 

many other people have bought it and its popularity is already decreasing. 

The reason why this group does not buy the product from the start has to do with 

confidence in the product. 

This group has to be absolutely certain that they are not making a bad buy. 

The product is also sold frequently in this ‘late majority’ stage. 

 Laggards 

The laggards group lags behind (consciously or unconsciously) in the trend and 

does not like innovation or change. 

It is not until the product is not much in demand any more and is about to leave 

the market that this group decides to buy the product after all. 

The most obvious reason is that this group waits until the sales price is lowered. 

Market position 

To maintain a good market position, companies look to sell their products to the 

five groups. By offering similar products to different groups, companies will spread 

their risks. 

In the Netherlands, Philips does this with their coffee machines. 

They still carry old-fashioned filter coffee machines for the ‘laggards’. The 

Senseo coffee machine with its adaptations and innovations is meant for the ‘early’ and 

‘late majority’ groups. 

Luxury espresso machines are meant for the ‘early adapters’ and the copy of the 

so-called Nespresso coffee machine aims at the ‘innovators’. This machine will make 

drinking coffee exciting and pleasurable. 

Economies of scale 

Economies of scale explains how running a bigger business can increase the 

profit. Economies of scale are when some of the costs can be spread out through all of 

the units that are sold, such as fixed costs  things one has to pay for whether you make 

anything or not.  

Advertising works this way: if you pay for advertising you have the same problem 

at low levels of sales and the same advantage at high levels of sales. 

Software has enormous economies of scale, because once the money has been 

spent to develop the software (eg. programmer time) the marginal costs per unit 

sold are relatively low.  

Marginal cost means “how much more it costs to provide one more unit”. 
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Economies of scope 

 It is a similar but different concept: it’s not about making a lot or a little 

of the same product, but about making different but compatible products. 

 You can probably use a lot of the same equipment, so you save money per 

unit because you’re increase the scope (range of products) within similar categories.  

 Customer already trusts the firm so is more likely to buy other products 

from the same company: expanding the range of products is successful as long as they 

stick to new products that can leverage their existing resources (eg. use the same 

factories, marketing methods, distribution channels, retailer relationships) and appeal 

to the same customer base. 

 It’s probably a bad idea to expand the business with a product where there 

aren’t economies of scope.  

Economies of scope are relevant to entrepreneurs both when deciding whether or 

not a second product or product line makes sense, and also in deciding whether a 

business idea is viable. 

If the first product of a business naturally leads to other related products with good 

economies of scope, that can have a positive effect on economies of scale. 

Economies of diversification 

Economies of scope often result from a related diversification strategy and may 

even be termed “economies of diversification”: 

 diversification as their corporate-level strategy in an attempt to exploit 

economies of scope between their various business units; 

 cost-savings result when a business transfers expertise in one business to 

a new business: operational skills and know-how in manufacturing or even plant 

facilities, equipment, or other existing assets, including intangible assets like expertise 

or a corporate core competence. 

The experience curve 

The experience curve (see Picture 68) is an idea developed by the Boston 

Consulting Group (BCG) in the mid-1960s.  
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Picture 68 – The experience curve 

 

Working with a leading manufacturer of semiconductors, the consultants noticed 

that the company’s unit cost of manufacturing fell by about 25% for each doubling of 

the volume that it produced.  

This relationship they called the experience curve: the more experience a firm has 

in producing a particular product, the lower are its costs. Costs decline by 20  30% 

in real terms each time accumulated experience doubles.  

There is no fundamental economic law that can predict the existence of the 

experience curve, even though it has been shown to apply to industries across the board. 

And if it is true in service industries such as investment banking or legal advice, the 

lower costs are clearly not passed on to customers.  

The learning curve 

 
 

Picture 69 – The learning curve 
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The learning curve (see Picture 69) is also referred to as the experience curve, the 

cost curve, the efficiency curve or the productivity curve. There is a reduction in 

the average cost of production of a particular product, as the consequence of an 

increase in the firm’s experience. 

The higher the cumulative volume of production, the lower the direct cost per new 

unit produced. Therefore, the experience curve as well as the learning curve will be 

convex and have a downward slope, as shown in Pictures 65 and 66. 

Cumulative output increase 

The time and cost of producing a unit of output will be reduced, as learning 

economies, economies of scale, economies of scope, etc. appear due to the cumulative 

output increase.  

If direct costs decrease as the cumulative output increases, this will mean that 

firms that have been producing more and for a longer period, will have lower direct 

costs per unit and thus dominate the market. 

The differences between learning curves and experience curves (see Table 12): 

 learning curves only consider time of production (only in terms of labour 

costs); 

 experience curve is a broader phenomenon related to the total output of 

any function such as manufacturing, marketing, or distribution. 

Table 12 – The difference between learning curves and experience curves 

 Learning curve Experience curve 

Conception: microeconomics macroeconomics 

Origins: 
Theodore P. Wright, 

1936 

Bruce D. Henderson, mid-

1960s 

Variable 

considered: 

average time (labour 

cost) per unit 

direct costs: production, 

labour, distribution, etc. 

(includes learning curve 

effects) 

Measures: labour productivity total efficiency 

GAP analysis 

GAP analysis (see Picture 70) developed by Ansoff is regarded as one of the 

classic methods within the framework of long-term company planning.  
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The intention of this procedure is to discover deviations between desired and 

expected developments. 

The distance between the upper and the lower limitation of the gap can be 

presented by the help of  different measure dimensions: it is possible to talk about  a 

profit, a turnover or a performance gap.  

Key issues for consideration. 

A. You can’t get your desired outcome unless you’re specific about it. 

B. You need to know EXACTLY where you currently are. 

C. What are the obstacles in the way? 

Gap analysis can be conducted on strategic level and operational levels. 

The gap is likely to be the smaller, the better the existing strategic potential is 

already used. 

Main stages of analysis. 

I. State descriptions 

1. Your current sate 

2. The future state 

The first step in gap analysis is identifying your current and future desired state.  

II. Bridging the gap 

1. Gap identification 

2. Gap description 

This is where you identify and describe the gap before finding ways to remedy it. 

III. Factors and remedies 

1. Factors responsible for gap 

2. Remedies, actions and proposals 

You can use this data to come up with remedies and action plans to tackle the 

performance gap. 

 

 

 

Picture 70 – GAP analysis 
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Open innovation  

Open innovation model was first coined to Dr. Henry Chesbrough, who defines it 

as “Open innovation is a paradigm that assumes that firms can and should use external 

ideas as well as internal ideas, and internal and external paths to market, as the firms 

look to advance their technology.” 

Disruptive innovation 

Disruptive innovation (mobile phones, PC and Wiki are common examples), a 

term of art coined by Clayton Christensen, describes a process by which a product or 

service takes root initially in simple applications at the bottom of a market and then 

relentlessly moves up market, eventually displacing established competitors. Main 

constituent pillars of disruptive innovations are represented in Picture 71. 

 

 
 

Picture 71 – The elements of disruptive innovations 

Frugal innovation 

Frugal innovation provides functional solutions through few resources for the 

many who have little means (elimination of unnecessary details). 

Four key attributes of frugal innovation – affordability, simplicity, quality, and 

sustainability – are exactly the qualities that customers in mature markets want most. 

This makes frugal innovation a viable growth strategy (see Picture 72) for companies 

expanding in those markets, not just in emerging economies. Example: Renault – 

Dacia. 
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Picture 72 – ‘Frugal’ doesn’t equal ‘cheap’ 

Reverse innovation 

Reverse innovation is the strategy (see Pictures 73 and 74) of innovating in 

emerging (or developing) markets and then distributing/marketing these innovations in 

developed markets. Example: Nokia is testing new business models in Kenya. 

 

 
 

Picture 73 – General scheme of reverse innovations 
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Picture 74 – Reverse innovations and diffusion of innovations 

 

Incremental Innovations 

Numerous breakthrough innovations have improved our lives in significant and 

profound ways.  

However, these developments often started with a basic platform which provided 

an initial framework for additional innovations and improvements.  

Once these ideas were further improved and enhanced, the path was paved to 

enable their widespread use and subsequent monetisation of these innovations.  

These incremental improvements often hold the key to mass adoption. 

  



99 
 

2. PRACTICAL SECTION 

Practical class 1. Formation and Development of the Theory of Innovation. 

Innovation, Innovative Development and Innovation Activity 

1. Formation and development of the theory of innovation. 

2. Innovation, innovative development, innovation process and innovation 

activity. 

3. The micro- and macro-mechanism of the innovative development of an 

organisation. 

 

Creative task 

Consider the quiz “Cultural values” and discuss the results in the context of the 

expert answers and comments. 

 

Analytical task 

Read the article “For Math students, self-esteem might not equal high scores” and 

discuss the following issues. 

• Why do individual perceptions about knowledge and education as well as 

results differ in Korea and the USA? 

• Is it necessary and possible to implement American education model in Asian 

countries?  

 

Discussion: “Cultural values” 

Based on the quiz, article and your own experience discuss the main features and 

results of intercultural differences as well as their influence on the performance in 

different spheres. 

 

Practical classes 2 and 3. Macroeconomic Aspects of the Innovative 

Development of an Organisation. Innovation Economy. NIS (National Innovation 

System) as an Environment for Innovation Activities 

1. The system of innovative development: current understanding, features and 

main concepts. 

2. The approaches to considering the environment for innovations. 

3. National Innovation System (NIS). The history of the innovative development 

models. 

4. Triple helix, Quadruple helix and Quintuple helix innovation models. 

5. Innovation ecosystem (IES). 

 

Analytical task 

Read and analyse the articles: “‘Mode 3’ and ‘Quadruple Helix’: toward a 21st 

century fractal innovation ecosystem”, “Triple helix, Quadruple helix and Quintuple 

helix and how do knowledge, innovation and the environment relate to each other? A 

proposed framework for a trans-disciplinary analysis of sustainable development and 
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Social Ecology” and “The dynamics of innovation: from National Systems and 

‘‘Mode 2’’ to a Triple Helix of university–industry–government relations”. Prepare 

3 group (in groups of 3 – 5 students) presentations: 

1) Triple helix innovation model; 

2) Quadruple helix innovation model; 

3) Quintuple helix innovation model. 

 

Analytical task 

Read the article “Why do firms exist?” and discuss the following issues. 

• History of the concepts. 

• Main scientists and researchers in the sphere analysed. Main results and 

provisions. 

• Transaction costs: definition, main features, examples and influence on the 

innovative development. 

• Transformation costs and transaction costs. Trust, reciprocity and institutions. 

 

Discussion: “Why do firms exist?” 

 

Discussion: “Triple helix, Quadruple helix and Quintuple helix innovation 

models” 

 

Practical classes 4 and 5. Microeconomic Aspects of the Innovative 

Development of an Organisation. Innovation Management and Management of 

Innovations. Innovative Entrepreneurship. Innovative Firm 

1. Innovative entrepreneurship. Innovative organisation. The effectiveness and 

effects of the innovative development of an organisation. Innovation management and 

management of innovations. 

2. Innovation project. The approaches to innovation process management. 

Innovation process. 

3. Strategic and tactical innovation management. 

4. Macroeconomic, political and market conjuncture analysis (PEST-analysis, 

Porter’s models (5 forces and “diamond” model) as well as SWOT-analysis). 

5. Analysis of competitive advantages of a company (SWOT-analysis, BCG matrix 

and competitiveness analysis). 

6. Anthony’s Triangle as an organisational model. Organisational 

climate for innovations. Innovation potential. 

7. Innovation strategy. Ways to develop a strategy. Main types of innovation 

strategies. Choosing a strategy. Basic (benchmark) strategies. 

8. Types of innovative firm behavior. 

 

Analytical task 

Read and analyse the case-study “London financial cluster”. 

Consider Porter’s “diamond” model and prepare 3 group (in groups of 3 – 

5 students) presentations based on the analysis of different clusters.  
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Choose 1 – 2 clusters for the analysis and use the components of Porter’s 

“diamond” model to evaluate the performance of the clusters. 

Use the case-study “London financial cluster” as an example. 

 

Analytical task 

Read and analyse the article “When did globalisation start? Global market 

integration is almost as old as humanity 3. 

 

 
 

Be ready to present the information on the following points: 

1) definition of the concept of globalisation; 

2) history of globalisation; 

3) advantages; 

4) disadvantages; 

5) your personal attitude; 

6) examples / trends / current situation; 

7) deglobalisation: the reasons and examples. 

 

Discussion: „Globalisation: advantages and disadvantages“ 

 

Discussion: “Contreversy in globalisation. Globalisation and deglobalisation. 

Regionalisation. Internationalisation. Transnationalisation. Localisation. 

Glocalisation” 

 

                                                           
3 When did globalisation start? Global market integration is almost as old as humanity // The 

Economist. – Mode of access: https://www.economist.com/blogs/freeexchange/2013/09/economic-

history-1. – Date of access: 29.09.2020. 

https://kof.ethz.ch/en/
https://www.economist.com/blogs/freeexchange/2013/09/economic-history-1
https://www.economist.com/blogs/freeexchange/2013/09/economic-history-1
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Consider the information in the Picture and the articles. 

 

 
 

Practical classes 6 and 7. Intercultural Competences in Business 

1. Culture, cultural iceberg and intercultural competences. 

2. Dimensions of national culture. 

3. Dimensions of organisational culture. 

4. Cultural differences in doing international business. 

 

Analytical task 

Read and analyse the articles: “Apple’s iPod plant”, “Cross-cultural illiteracy” 

and “McDonald’s and Hindu culture”. Explain the implications for international 

businesses. Give your own examples. 

 

Analytical task 

Read and analyse the article “Cross cultural considerations for user interface 

design”. Explain how the dimensions of national culture influence international 

businesses. Give your own examples. 
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Analytical task 

Based on the dimensions of national and organisational culture (and other aspects, 

namely the features of information, advertising, Internet, business protocol, 

management style, communication, web-sites, negotiations and decision-Making, e-

business, e-commerce, formulating and implementing strategies, human resources 

management (motivation, training, development and leadership), organisational 

structures and control systems, etc.) provide the analysis of the country and the 

company chosen.  

Prepare 3 group (in groups of 3 – 5 students) presentations based on the analysis 

of different countries and companies. Show the role of cultural competences in 

management. Compare and discuss the results in class. 

 

Discussion: “Cultural differences in doing international business” 

 

Practical classes 8 and 9: Strategic, Marketing, Managerial and Economic 

Foundations of the Innovative Development of an Organisation 

1. Porter’s generic strategies in the innovative development of an organisation. 

2. Marketing tools to improve and implement the innovative development strategy 

of an organisation (STP, marketing mix, Ansoff Matrix, AIDA, etc.). 

3. Analyzing, control and improving the innovative development of an 

organisation (McKinsey 7-S model, value chain, business model canvas, diffusion of 

innovations, GAP analysis, economies of scale and scope, experience and learning 

curves, etc.). 

4. Contemporary types of innovations (open, disruptive, reverse, frugal, 

incremental, etc.): main features. 

 

Analytical task 

Read and analyse the suggested articles on contemporary types of innovations. 

Consider the examples and give your own ones. 

 

Analytical task 

Read and analyse the case-study “Sanofi”. 

 You are to choose a company for your own analysis. Describe the R&D / 

innovation strategy of the company chosen (based on the example). Use the tools of 

strategic analysis (for example, PESTLE-analysis, McKinsey model, Porter’s models 

and generic strategies, BCG matrix, SWOT-analysis, types of innovative behavior, 

contemporary types of innovations, etc.).  

Prepare group presentations considering the results of your research. Use the case-

study “Sanofi” as an example. 
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3. KNOWLEDGE CONTROL SECTION 

3.1. The list of recommended tools of diagnostics and formation of 

the final mark for the course 

1. Oral form: 

1.1 Interviews. 

1.2 Discussions. 

1.3 Seminar (practical) presentations. 

1.4 Situation tasks. 

1.5 Q&A. 

2. Written form: 

2.1. Control polls. 

2.2. Tasks. 

2.3. Abstracts. 

2.4. Case-method assessment. 

2.5. Current and final control tests. 

2.6. Mind maps. 

2.7. Essays. 

3. Oral and written form: 

3.1. Projects with their oral defence. 

3.2 Assessment based on the module-rating system. 

3.3. Assessment by credit. 

4. Technical form: 

4.1 Technical means of simulating real-life situations 

When forming the final mark for the course rating system is used. The mark for 

the course is based on several elements:  

- reports and presentations, Q&A, completing the tasks and participation in the 

discussions during the practical classes – 50 %; 

- group presentations – 20%; 

- practical tasks – 10%; 

- tests – 20 %. 
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3.2. Preliminary list of questions for the credit 

1. Formation and development of the theory of innovation. 

2. Innovation, innovative development, innovation process and innovation 

activity. 

3. The system of innovative development: current understanding, features and 

main concepts. 

4. The approaches to considering the environment for innovations. 

5. National innovation system (NIS). 

6. The history of the innovative development models. 

7. Triple helix innovation model. 

8. Quadruple helix innovation model. 

9. Quintuple helix innovation model. 

10. Innovation ecosystem (IES). 

11. The micro- and macro-mechanism of the innovative development of an 

organisation. 

12. Innovative entrepreneurship. Innovative organisation.  

13. The effectiveness and effects of the innovative development of an 

organisation. Innovation management and management of innovations. 

14. Innovation project.  

15. The approaches to innovation process management.  

16. Innovation process. 

17. Strategic and tactical innovation management. 

18. Macroeconomic, political and market conjuncture analysis (PEST-analysis, 

and SWOT-analysis). 

19. Macroeconomic, political and market conjuncture analysis (Porter’s models: 

5 forces and “diamond” model). 

20. Analysis of competitive advantages of a company (SWOT-analysis, BCG 

matrix and competitiveness analysis). 

21. Anthony’s Triangle as an organisational model.  

22. Organisational climate for innovations.  

23. Innovation potential. 

24. Innovation strategy.  

25. Ways to develop a strategy.  

26. Main types of innovation strategies.  

27. Choosing a strategy.  

28. Basic (benchmark) strategies. 

29. Types of innovative firm behavior. 

30. Culture as mental programming. 

31. Cultural iceberg model. 

32. Intercultural competences. 

33. Cultural implications for international business. 

34. The dimensions of national culture. 
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35. The dimensions of organisational culture. 

36. The cultural differences in doing international business. 

37. Porter’s generic strategies in the innovative development of an organisation. 

38. Marketing tools to improve and implement the innovative development 

strategy of an organisation (STP and marketing mix). 

39. Marketing tools to improve and implement the innovative development 

strategy of an organisation (Ansoff Matrix and AIDA). 

40. Analyzing, control and improving the innovative development of an 

organisation (McKinsey 7-S model and value chain). 

41. Analyzing, control and improving the innovative development of an 

organisation (business model canvas). 

42. Analyzing, control and improving the innovative development of an 

organisation (diffusion of innovations and GAP analysis.). 

43. Analyzing, control and improving the innovative development of an 

organisation (economies of scale and scope, experience and learning curves). 

44. Open innovations. 

45. Disruptive innovations. 

46. Reverse innovations. 

47. Frugal innovations. 

48. Incremental innovations. 
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4. SUPPORTING SECTION 

4.1. List of basic coursebooks 

1. Popowska, M. Organizational change, innovation and business development 

the Impact of non-technological innovations / ed.: M. Popowska, J. E. Wasilczuk. – 

Routledge, 2022. – 208 p. 

2. Gomes, L. A. de V. Unpacking the innovation ecosystem construct: 

evolution, gaps and trends / L. A. de V. Gomes, A. L. F. Facin, M. S. Salerno, 

R. K. Ikenami // Technol. Forecasting & Social Change. – 2018. – № 136. – P. 30–48. 

3. World values survey 2017–2020 [Electronic resource] // World Values 

Survey. – Mode of access: 

https://www.worldvaluessurvey.org/WVSDocumentationWV7.jsp. – Date of access: 

19.02.2022. 

4. Relationship between collaboration and innovativeness: a case study in an 

innovative organization / C. O. Quandt, M. F. de Castilho // Intern. J. of Innovation a. 

Learning. – 2017. – Vol. 21, Iss. 3, № 136. – P. 257–273. 

5. Zhukovskaya, O. Social Capital in the Era of the Internet / O. Zhukovskaya // 

Тенденции экономического развития в XXI веке : мат. Межд. науч. конф. 

(28 февраля 2019 г., г. Минск) / Белорусский государственный университет. – 

Минск : Право и экономика, 2019. – 598 с. – C. 584–586. 

6. Zhukovskaya, O. Y. Social Capital and Social Networks under the 

Conditions of Digitalization: Interconnections and Implementation Features / 

O. Y. Zhukovskaya // Digital Transformation. – 2021. – №4 (13). – P. 21–33. 

7. Zhukovskaya, O. Y. The development of the consulting industry in China / 

O. Y. Zhukovskaya, Ge Chengrong // Тенденции экономического развития в XXI 

веке : материалы III Междунар. науч. конф., Минск, 1 мар. 2021 г. / Белорус. гос. 

ун-т ; редкол.: А. А. Королёва (гл. ред.) [и др.]. – Минск : БГУ, 2021. – 1052 с. – 

P. 570–573. 

8. Жуковская, О. Ю. Digital innovation management in fintech companies / 

О. Ю. Жуковская, Ян Цзе // Банковский бизнес и финансовая экономика: 

глобальные тренды и перспективы развития : материалы VI Междунар. науч.-

практ. конф. молодых ученых, магистрантов и аспирантов, Минск, 21 мая 

2021 г. / Белорус. гос. ун-т ; редкол.: А. А. Королёва (гл. ред.) [и др.]. – Минск : 

БГУ, 2021. – 306 с. – С. 13–17. 

9. Zhukovskaya, O. Y. The management and IT consulting industry in China: 

main trends and prospects / O. Y. Zhukovskaya, Ge Chengrong // Цифровая 

трансформация – шаг в будущее : материалы II Междунар. науч.-практ. конф. 

молодых ученых, посвящ. 100-летию Белорус. гос. ун-та, Минск, 27 окт. 2021 г. / 

Белорус. гос. ун-т ; редкол.: И. А. Карачун (гл. ред.), Б. Н. Паньшин, 

А. А. Королёва. – Минск : БГУ, 2021. – 330 с. – P. 30–33. 

  

https://www.routledge.com/search?author=Julita%20E.%20Wasilczuk
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4.2. Supplementary coursebooks 

10. Carayannis, E. G. ‘Mode 3’ and ‘Quadruple helix’: toward a 21st century 

fractal innovation ecosystem / E. G. Carayannis, D. F. J. Campbell // Int. J. Technol. 

Manag. – 2009. – № 46 (3–4). – P. 201–234. 

11. Carayannis, E. G. Triple helix, Quadruple helix and Quintuple helix and how 

do knowledge, innovation, and environment relate to each other? / E. G. Carayannis, 

D. F. J. Campbell // Intern. J. of Social Ecology a. Sustainable Development. – 2010. – 

Vol. 1, № 1. – P. 41–69. 

12. Carayannis, E. G. The Quintuple helix innovation model: global warming as 

a challenge and driver for innovation / E. G. Carayannis, T. D. Barth,  

D. F.-J. Campbell // J. of Innovation a. Entrepreneurship. – 2012. – Vol. 1, № 2. – P. 1–

12. 

13. Drucker, P. Innovation and entrepreneurship: practices and principles / 

P. Drucker. – NY : Routledge, 2014. – 278 p. 

14. Fagerberg, J. The Oxford handbook of innovation (Oxford Handbooks in 

Business & Management) / J. Fagerberg, D. S. Mowery, R. R. Nelson. – Oxford 

University Press, 2004. – 670 p. 

15. Hill, Ch. W International business: competing in the global marketplace / 

Ch. W. Hill. – 13th edition. – NY : McGraw-Hill Higher Education, 2019. – 1060 p. 

16. Herbig, P. Handbook of cross-cultural marketing / E. Kanak, P. Herbig. – 

NY : Routledge, 2013. – 392 p. 

17. Hofstede, G. Culture’s consequences: international differences in work 

related values / G. Hofstede. – Sage Publications, London and Beverly Hils, 2001. – 

475 p. 

18. Hofstede, G. Cultures and organisations: software of the mind / G. Hofstede, 

G. J. Hofstede, M. Minkov. – 3d edition. – NY : McGraw-Hill Higher Education, 

2010. – 576 p. 

19. Morschett, D. Strategic international management: text and cases / 

D. Morschett, H. Schramm-Klein, J. Zentes. – 3d edition. – Springer Gabler, 2015. – 

554 p. 

20. Porter, M. E. Competitive advantage of nations: creating and sustaining 

superior performance / M. E. Porter. – Simon and Schuster, 2011. – 580 p. 

21. Chesbrough, H. Open innovation: the new imperative for creating and 

profiting from technology / H. Chesbrough. – Boston : Harvard Business School Press, 

2003. – XXXI, 227 p. 

22. Deardorff, D. K. The identification and assessment of intercultural 

vompetence as a student outcome of internationalisation at institutions of higher 

education in the United States / D. K. Deardorff // J. of Studies in Intern. Education. – 

2006. – № 10. – P. 241–266. 

23. Lundvall, B.-Å. Notes on innovation systems and economic development 

[Electronic resource] / B.-Å. Lundvall // Innovation a. Development. – 2001. – Vol. 1, 

№ 1. – Mode of access: 
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https://www.researchgate.net/publication/233304410_Notes_on_innovation_systems

_and_economic_development. – Date of access: 16.11.2021. 

24. National innovation policy and global open innovation: exploring balances, 

tradeoffs and complementarities / S. J. Herstad [et al.] // Science a. Publ. Policy. – 

2010. – Vol. 37, № 2. – P. 113–124. 

25. National innovation systems: a comparative analysis / ed. R. R. Nelson. – 

New York ; Oxford : Oxford Univ. Press, 1993. – 541 p. 

26. National systems of production, innovation and competence building /  

B.-Å. Lundvall [et al.] // Research Policy. – 2002. – Vol. 31, № 2. – P. 213–231. 

27. Nelson, R. R. An evolutionary theory of economic change / R. R. Nelson, 

S. W. Winter. – Cambridge : Harvard Univ. Press, 1982. – XI, 437 p. 

28. Networks, alliances and partnerships in the innovation process / ed.: J. de la 

Mothe, A. N. Link. – Boston : Kluwer Acad., 2002. – XIV, 312 p. – (Economics of 

science, technology, and innovation ; vol. 28). 

29. North, D. Institutions, institutional change and economic performance / 

D. North. – New York ; Cambridge : Cambridge Univ. Press, 1990. – VIII, 152 p. 

30. World values survey [Electronic resource] // World Values Survey 

Association. – Mode of access: http://www.worldvaluessurvey.org/wvs.jsp. – Date of 

access: 09.04.2015. 

31. The institution-based view as a third leg for a strategy tripod / M. W. Peng 

[et al.] // Acad. of Manag. Perspectives. – 2009. – Vol. 23, № 3. – Р. 63–80. 

32. Chesbrough, H. Business model innovation: it’s not just about technology 

anymore / H. Chesbrough // Strategy a. Leadership. – 2007. – Vol. 35, № 6. – P. 12–

17. 

33. Timmers, P. Business models for electronic markets / P. Timmers // 

Electronic markets. –1998. – Vol. 8, № 8. – P. 3–8. 

34. Osterwalder, A. Clarifying business models: origins, present and future of 

the concept / A. Osterwalder, Y. Pigneur, C. L. Tucci // Communications of the Assoc. 

for Information Science. – 2005. – № 16. – P. 1–25. 

35. Štefan, S. Analysis of Business Models / S. Štefan, B. Richard // J. of 

Competitiveness. – 2014. – Vol. 6, Iss. 4. – P. 19–40. 

36. Wessner, C. W. Entrepreneurship and the innovation ecosystem policy 

lessons from the United States / C. W. Wessner // Intern. Studies in Entrepreneurship. – 

2005. – P. 67–89. 

37. Mercan, B. Components of innovation ecosystems: a cross-country study / 

B. Mercan, D. Goktas // Intern. Research J. of Finance and Economics. – 2011. – 

Vol. 76. – P. 102–112. 

38. Жуковская, О. Ю. Социальный капитал в национальных 

инновационных системах стран с малой экономикой Северной Европы / 

О. Ю. Жуковская // Беларусь и мировые экономические процессы : сб. науч. ст. / 

Белорус. гос. ун-т. – Минск, 2015. – Вып. 12. – С. 225–231. 

39. Жуковская, О. Ю. Социальный капитал в национальной 

инновационной системе Республики Беларусь в сравнении со странами с малой 

экономикой Северной, Западной и Центральной Европы / О. Ю. Жуковская // 

https://ideas.repec.org/h/spr/inschp/978-0-387-23475-5_5.html
https://ideas.repec.org/h/spr/inschp/978-0-387-23475-5_5.html
https://ideas.repec.org/s/spr/inschp.html
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Т. 6, № 3. – С. 37–48. 

40. Жуковская, О. Ю. Опыт использования социального капитала в 

национальных инновационных системах европейских стран с малой 
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