We are IntechOpen,
the world’s leading publisher of

Open Access books
Built by scientists, for scientists

4,800 122,000 135M

ailable International authors and editors Downloads

among the

154 TOP 1% 12.2%

Countries deliv most cited s Contributors from top 500 universities

Sa
S

BOOK
CITATION
INDEX

Selection of our books indexed in the Book Citation Index
in Web of Science™ Core Collection (BKCI)

Interested in publishing with us?
Contact book.department@intechopen.com

Numbers displayed above are based on latest data collected.
For more information visit www.intechopen.com

Y



Chapter 2

Model of Culture for Innovation

Julia C. Naranjo-Valencia and
Gregorio Calderon-Hernandez

Additional information is available at the end of the chapter

http://dx.doi.org/10.5772/intechopen.81002

Abstract

In the current economic panorama, innovation is considered to be an important source
of sustainable competitive advantage. The literature indicates that organizational cul-
ture is one of the most important factors in innovation stimulation, given that influ-
encing employee behavior promotes the acceptance of innovation as a fundamental
organizational value and employee commitment to it. As such, organizations should
concentrate on promoting an innovative culture that permits the institutionalization
of innovation, which may occur by way of planned action or by means controlled by
leaders or indirect mechanisms, such as structures, procedures, or institutional policy
declarations. The importance of an innovative culture model which serves as a basis
for cultural transformation emerges therefrom. Previous investigations have addressed
innovative culture models focused on cultural traits and/or cultural determinants. The
present study offers a holistic innovative culture model that in addition to addressing
cultural traits and their determinants, as is done in other models, and takes into account
management competencies and organizational capacities that are required to conform
to cultural traits, to achieve innovative behavior on the part of the individuals of the
organization.

Keywords: organizational culture, innovation, innovative culture, cultural traits, model
innovative culture

1. Introduction

In a competitive global market, innovation is the source of a sustainable competitive advan-
tage and has a significant impact on organizational results [1, 2]. Additionally, it is considered
the basis for economic development and higher-than-average profits in the sector [3].
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14 Organizational Culture

High R&D investment is insufficient to foster innovation. There must also be a culture present
which motivates innovation, as well as an atmosphere which favors creativity, and eliminates
obstacles to its success [12, 25]. The relevance of culture in innovation is explained by its
individual characteristics, including uncertainty, high levels of risk, and unpredictability in
innovation [4].

It has been documented that an appropriate culture stimulates product innovation [5-7] as
much as process and marketing innovation [3, 8]. Similarly, it can stimulate incremental inno-
vation as well as radical or ambidextrous innovation [9, 10].

Consequently, given the significant influence of organizational culture on a company’s pro-
pensity to innovate [11], and considering that it may become either a facilitator or inhibitor,
organizational effort cannot be limited to the generation of new products or processes but
rather should focus on the promotion of an innovative culture, which helps to institutionalize
innovation [12].

Organizational culture is the set of meanings, basic presumptions, values, and beliefs which
are shared by the members of an organization [13, 14] and is the way that things are done here
[9]. It identifies the members of an organization, guides its behavior [15, 16], and influences
the way in which the organization does business and reacts to the environment [17, 18]. One
important role of culture is guiding perception toward that which is important, desirable,
acceptable [19] and, as such, may be compensated.

Although there is no consensus regarding the possibility of intentional intervention, there is
a large group of authors who believe it possible [14, 15, 20, 21]. Such an intervention could be
performed directly, via planned action and means which can be controlled either by leaders
or indirect mechanisms like structures, procedures, or institutional policy declarations. This is
the basis for considering the creation of an innovative culture model which can be developed
by companies and which would be the foundation for cultural transformation. This is the goal
of the present chapter.

Although many authors have addressed the topic of innovative culture [9, 22-24], it is thought
that an operational formulation that facilitates its implementation on an organizational level
is still lacking [12]. The present study’s main contribution is the proposal of a holistic innova-
tive culture model. In addition to addressing cultural traits and its determinants, as done
in other models, it further takes into account management competencies and organizational
capacities that are required to conform to cultural traits, to achieve innovative behavior on the
part of individuals and the organization.

For the construction of the innovative culture model, a literature review of descriptive nature
was performed and subsequently contrasted with the results of the authors” consulting
activities.

This chapter is structured as follows: it begins by describing the concept of innovative culture,
the different approaches to the said culture that have been examined in the literature, and
the dimensions which have been suggested by various authors. Next, the methodology is
presented. Later, the proposed model is provided, and, finally, conclusions are drawn.
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2. Review of literature: approach to innovative culture

Innovative culture can be defined as the multidimensional atmosphere which includes the
values, assumptions, and beliefs shared of the members of an organization that cause it to
be prone to explore new opportunities and knowledge and generate innovation, in order to
respond to market demands [12, 25-27].

The concept additionally includes the intention to innovate, the organization’s market orien-
tation, and organizational learning but further involves the existence of certain specific fea-
tures which are many and various, in accordance with the author who proposes them [4, 28].

Innovation culture is considered to be an intangible strategic resource [27] which leads to
increased adaptability. As such, it generates adaptive advantages as it promotes collaboration
and interaction with the environment of the company [29].

Additionally, it promotes initiative instead of obedience and dependence [30] and stimulates
practices like creativity, freedom of thought, openness, and flexibility, all of which increase
innovative activity [31].

Various authors have studied innovative culture, the majority of them concentrate on indi-
vidual features and behaviors to understand this phenomenon, although some have used
more holistic models which include organizational factors. In Table 1, the components of

[22] Structure, strategy, support mechanisms, behavioral patterns, and communication

[81] Innovative intention, infrastructure to support innovation, market orientation, and a setting
conducive to innovation [4]

[9] Values (growth/development, external confidence, freedom/latitude, attitude to risk, internal
confidence)

Instruments (clear objectives, company infrastructure, external perspective, team constitution)

[32] Freedom/tolerance, risk orientation, growth/development, internal and external confidence,
external perspective, clear objectives, teamwork infrastructure

[33] Teamwork and knowledge exchange, delegation and recognition, R&D (obstacles), risk-taking,
client orientation, social network structure

[27] Orientation toward technological innovation and knowledge, willingness to take risks, and
market orientation

[24] Values, behaviors, clime, resources, processes, and perception of success

[34] Market orientation, organizational learning, openness to new solutions, technology, markets,
risk-taking, and tolerance of failure

[12] Knowledge exchange and open communication, learning and social development, networks and
external cooperation, allocation of free time, tolerance for errors, reward and incentive systems,
management of differences, teamwork

[10] Autonomy/freedom, cannibalism, proactivity, risk assumption

Table 1. The components of innovative culture, according to various authors.

15



16 Organizational Culture

innovative culture, which have been used by certain researchers, are summarized. Below, the
models proposed by certain authors are analyzed in greater detail.

Martins and Terblanche [22], supported by the organizational culture model developed by
Martins [35, 36], create a proposal to explain the specific determinants of cultures which pro-
mote innovation and creativity in organizations. These authors consider six determinants:

* Strategy, emphasized by individual understanding and appropriation of the mission and
vision, as well as goals and objectives.

 Structure reflects organizational values. Thus, the flexibility, freedom, collaborative work,
decision-making speed, empowerment, and teamwork that are reflected in the structure
are facilitators of innovation.

* Support mechanisms, such as rewarded behavior, use of information technology in processes,
and human management practices can also reinforce innovation and creativity.

* Behaviors that promote innovation include error management, encouragement of new idea
generation, fair idea evaluation, support for curiosity, risk-taking, experimentation,
reduced control, encouragement of competition, a positive attitude toward change, toler-
ance and constructive conflict management, and constructive confrontation.

* Lastly, communication is open, transparent, and based on trust, which promotes the idea
that disagreement is acceptable, which also influences innovation.

McLaughlin [9], based on Greenwood and Hinings” (1993) concept of organizational arche-
types and on Schein’s (1984) organizational culture model, proposes certain characteristics
to consider, in order to create a radical innovation culture model. These characteristics are
procedures, structure, people, organizational aspects, focus, and management. Each one of
these is analyzed continuously, from incremental innovation to radical innovation.

Another model considered was that of Biischgens et al. [11], in which it is concluded that
Quinn and Rohrbaugh’s [37] Competing Values Framework constitutes a model appropriate
for the comprehension of the culture-innovation relationship. They consider three dimen-
sions such as flexibility versus control, external versus internal orientation, and organiza-
tional means and ends, which, in accordance with their conclusions, synthesize the multiple
variables which have been used for the study of innovative culture.

Lastly, Rao and Weintraub [24] propose six innovative culture components. Values, which
determine organizational priorities and decisions; behaviors, which are the way in which
employees act when faced with innovation; climate, which challenges one to take risks in safe
environments and promotes learning and independent thought; resources, which include
people, systems, and projects; processes, which are considered to be the route to innovation
development; and, finally, the perception of success on external, business, and personal levels.

In conclusion, the models presented have focused on cultural traits [9] or on traits and their
determinants [11]. The present proposal precisely aims to remedy this limitation by proposing
a model which joins innovative culture determinants, innovative cultural traits, management
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competencies, and the organizational capabilities which adjust cultural traits and, as a result,
behavior roles for innovation. This innovative culture finally leads to innovation results.

3. Methodology

A descriptive literature review was carried out and later contrasted with the results of the
authors’ consulting activities. In accordance with Marins and Terblanche [22], the manage-
ment science literature has been used to describe the organizational culture, creativity, and
innovation present in organizations.

The steps used for the construction of the innovative culture model are the following:

M

2)
©)

(4)
©)

(6)

?)

8)

)
(10)

The theoretical and empirical literature was reviewed, in regard to determinants of
culture.

The literature on cultural determinants that favor innovation was reviewed.

The literature on cultural factors which influence the innovative behavior of employees
was reviewed.

The innovative culture models proposed in the literature were analyzed.

The culture for innovation categories which had emerged in the authors’ consulting
work was analyzed.

The literature review performed in steps 1-3 was contrasted with the models proposed
in the literature (step 4) and with the emerging categories (step 5).

Based on the comparison, the need for adjustment between cultural traits and two
organizational setting elements, management competencies and organizational abilities,
was established.

Innovative culture was modeled on three levels of analysis: determinants of culture,
cultural traits adjusted to organizational abilities and management competencies, and
behavioral roles.

The dimensions of each one of the analysis level categories were identified.

Each one of the categories was described, in function of its pertinence or relationship to
innovative culture.

4. Proposed model for innovative culture

The model proposed here is a holistic model which permits an understanding of those ele-
ments which interact in an innovative culture from a broader scope. The elements which
compose the said model are separated into five categories and four levels.

17



18 Organizational Culture

On the first level is the determinants of culture. These factors determine or generate a certain
type of culture. For effects of an innovative culture, both the literature review and author
experience in organizational processes lead to the proposal of five factors: strategy, structure,
leadership, metrics, and environmental.

On the second level is the cultural essence, or cultural traits. This category identifies the content of
the culture. On this same level, two additional categories are included, in which, although they
are not determinants of culture as such, they do affect them in terms of adjustment: management
competencies and organizational capabilities. In other words, for these competencies and capabili-
ties to take root in the organizational essence, certain specific cultural traits must be developed.

It is considered vital to develop the following seven managing organizational competencies
for the innovative culture model: communication, teamwork, tolerance for error, conflict man-
agement, decision-making, simplicity and agility, and prioritization. Seven organizational
capabilities must also be cultivated: ambidexterity, customer and market orientation, speed,
relationships, execution, adaptability, and entrepreneurial orientation. Consequently, there
are nine cultural traits of innovation: freedom, risk-taking, commitment and trust, mental
flexibility, confrontation, acceptance of diversity, curiosity, association, and respect.

On the third level, and as an effect of the existence of certain innovative cultural traits, the
behavioral roles, or innovative behavior, this category is found in the organization which iden-
tifies with the three innovation phases: idea generation (inventors), idea promotion (champi-
ons), and development (implementers).

Lastly, the results of innovative culture are presented. These can be in the form of continuous
or disruptive, technological (product or process), organizational, or marketing innovations.
Figure 1 presents these components.

A number of the model’s characteristics should be emphasized:

(1) The causality and adjustment relationships both between and within the different levels
(2) The difference between individual and organizational perspectives

(3) Its undertaking of both the individual and the organization, which causes one to value
the difference between the person and the organization

(4) Comprehension improvement of the different elements present in an innovative cul-
ture—determinants of culture, cultural traits, management competencies, organizational
capabilities, and behavioral roles—inasmuch as it delimits them and defines its connota-
tion, depending on the model category to which they belong within the model

This is the case, for example, of risk-taking. The literature makes reference to risk-taking, risk
assumption, willingness to risk, risk orientation, and error tolerance, as a fundamental ele-
ment of innovative culture. In the model proposed here, this variable is delimited and dif-
ferentiated. It includes risk-taking as a cultural trait of the individual, tolerance for error as a
management behavior which relates to reasonable acceptance of error, and risk orientation as
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Figure 1. Model of culture for innovation.

an organizational capability which indicates top management’s inclination to take business-
related risks.

4.1. Determinants of culture

The possibility and convenience of organizational culture intervention have been debated
since the seminal work of Smircich [13]. Some authors consider culture to be “something”
that an organization IS, which thus cannot be intentionally modified [38], while others believe
that culture is something that an organization HAS, which therefore can be modified through
organizational management [15, 18, 39].

In the present investigation, the latter position is assumed, which makes the formulation of
a desirable innovative culture model, as well as organizational action to achieve this, viable.
Various authors [22, 40] agree in the existence of five determining factors of innovative cul-
ture: strategy, structure, leadership, metrics, and environmental.

Strategy, considered to be the cornerstone of organizational design, is based on the mission,
vision, and short- and long-term objectives [41]. Strategy, through the formulation of goals
and objectives, indirectly reflects organizational priorities and values and, as such, inspires
its members.

Uncovering the meaning of the goals and objectives and achieving employee understanding
of the mission and vision lend a special value to the promotion of creativity and innovation in
organizational members [22].

19
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Structure is one of the determinants of culture which is recognized in the specialized litera-
ture [22, 40, 41]. In the present model, the proposals of Damanpour [42] and Damanpour
and Gopalakrishnan [43], who consider structural elements to be associated with innovation
via two constructs, organizational complexity (specialization, functional differentiation, and
professionalism) and bureaucratic control (centralization, formalization, and vertical differ-
entiation) are used.

Organizational complexity is reflected in the quantity and diversity of specializations found
therein, and the degree of professionalization of an organization’s plant personnel makes
innovation more probable, as a wide base of knowledge, together with self-confidence and the
possibility to exchange ideas, motivates changes in the status quo and the degree of division
into units—functional differentiation; frequently, it incites technological development and
system improvement [43].

Once decentralization disperses the autonomy to make decisions, it favors creativity, commu-
nication, agility in decisions and, generally, the exploration of new knowledge and innovation
[42, 44, 45]. While low formalization levels reduce the emphasis on rules and procedures, it
allows for the perception of problems and circumstances from other perspectives, motivating
the search for new solutions [46, 47]. Little vertical differentiation, or minimal hierarchical
levels, facilitates communication and interaction.

Leadership is the ability to promote the innovation and creativity found among the highest-
level competencies required of leaders [48]. Evidence shows that the three determinant lead-
ership factors for innovation are organizational stimulus, challenging work, and work group
support [49].

Two types of leadership best respond to the three abovementioned determinants: transforma-
tional leadership [50], which is based on four components (idealized influence, inspirational
motivation, intellectual stimulation, and individualized consideration), and supportive lead-
ership, which focuses on the satisfaction of employee needs and preferences, positive attitude
development, and the promotion of trust in and of itself [30].

Metrics and rewards, in organizations, metrics and rewards serve the function of aligning indi-
vidual behavior and performance with organizational objectives. Thus, employees perceive
that the evaluation system (scorecard) and rewards communicate the company values more
clearly than any written declaration [41]. In accordance with Nacinovic et al. [51], the creation
of a corporate culture that promotes innovation begins with compensation systems, because
the desired behaviors are rewarded and, as such, employees are motivated to repeat the said
behaviors. A periodic employee evaluation system can be a crucial tool for employee motiva-
tion to change and adopt innovative behaviors, as this includes creativity and innovation
criteria and values innovative practices [52].

The environment constitutes a determinant of culture, in that the most dynamic environment,
as compared to the most stable environment, demands different cultural feature emphases.
More dynamic environments are characterized by market and technological uncertainty and
competitive intensity [53], which means that competitor product design changes, consumer
demand for new products, the technology which affects how products are used or manufac-
tured, market structure changes, and the degree of competition are unpredictable [54, 55].
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Companies which form part of a market with these idiosyncrasies should develop abilities
which permit them to be continuously competitive. Products have short life cycles and become
rapidly obsolete, which obliges companies to be highly innovative in order to continue at the
speed of change. Souder and Song [56] found that, in conditions of great market uncertainty,
companies should highlight their technical superiority and revolutionary designs.

4.2. Cultural traits for innovation

Different investigations recommend studying culture from the point of view of content,
which includes the basic characteristics valued by the organization or its operating values
[57]. Cameron and Ettington’s [58] study summarized by Cameron and Quinn [59] revealed
the importance of cultural content, or cultural traits, as they found that organizational
results were more closely associated with cultural traits than with congruency or cultural
strength.

Regarding cultural traits which should be present in an innovative culture, the review of
theoretical literature and results of the authors” empirical studies [1, 40, 53, 40-69] indicate
a consensus on the relevance of nine innovative culture traits: freedom, risk-taking, commit-
ment and trust, mental flexibility, confrontation, acceptance of diversity, curiosity, associa-
tion, and respect.

Freedom, which manifests itself as autonomy, empowerment, and participation in decision-
making, is one of the most common elements associated with an innovative culture. An atmo-
sphere of freedom and autonomy increases the employees’ intrinsic motivation, considered as
a key factor in promoting creativity in an organization [1].

Risk-taking is generally associated with innovative personalities. These individuals have a
high tolerance for ambiguity, wish to be challenged, and accept the risks of facing difficult
challenges. They are patient and willing to persevere in order to resolve challenges, although
they may be difficult [70].

Commitment, understood as the degree to which individuals feel united with or tied to their
organization or its parts [71], and trust, understood as the degree of emotional security that
employees feel in their work relationships [72], are considered to be fundamental for the
innovation process. In accordance with Amabile [73, 74] and Jafri [75], employees are only
motivated to involve themselves in innovative activities if they are strongly identified with
the organization. McLaughlin et al. [9] indicate that, in innovation processes, trusting teams to
conduct their development projects, experimentation, collection activities, and idea selection,
without interference from management, is fundamental.

Mental flexibility refers to openness and the ability to respond to new ideas, as well as a flexible
approach to problem solving [6], which derives from an appreciation of novelty, a pursuit of
variety, receptiveness to new ideas, and tolerance for the ambiguity associated with creativity
and innovation [76, 77].

Confrontation is the ability to address situations without intimidating others or becoming
intimidated. In this sense, beyond simply addressing a situation, one must have the ability
to find similarities and differences between two or more positions, make them explicit, and

21
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seek agreement. When there is a conflict between the different ideas, perceptions, and ways in
which one may process and evaluate information, the conflict should be managed construc-
tively, so as to promote creativity and innovation [22, 78].

Acceptance of diversity concerns the ability to interact with different people (from varying hier-
archical levels, stages of knowledge, external areas, and interdisciplinary areas). Work teams
characterized by diversity, interdisciplinarity, the talent of its members, and the emergence of
challenging ideas are considered to promote creativity and innovation [63].

Curiosity references the ability to perceive things in observed reality that others do not see.
One pays special attention to sources of new opportunities. In order to obtain results in
innovation, people must have innate curiosity, be open to experimentation [70], and have a
healthy dose of alertness [79]. It merits mention that this feature joins three elements of the
so-called innovator DNA: ask, observe, and experiment [80].

Association is the ability to connect successfully with that which is apparently disconnected,
which requires the ability to transfer potential from one place to another [40]. Association is
like a mental muscle which can grow stronger by using the other abilities that it discovers,
as innovators practice the association, they build their ability to generate ideas that can be
recombined in new ways [80]

Respect is seeing a person’s value, recognizing their expertise and knowledge, and considering
their human dignity. While this is a value more than a cultural trait as such, and the special-
ized literature has rarely noted it as a determining factor for innovation [81], our empirical
investigative findings indicate that, in this context, respect is a nonnegotiable condition for the
generation of trust and commitment.

4.3. Managing organization competencies

The knowledge, beliefs, behavior, and attitudes of management at an organization do not
solely exist as an aggregate of the individual characteristics of the members of the said team.
They are also, essentially, the result of policies, everyday practices, intentional declarations,
and reward systems which the organization uses on a daily basis.

In the present proposal, managing organization competencies have been termed, “the deci-
sions that upper-level management make, which impact the total operation of the organi-
zations they lead, and which maintain a close connection to the knowledge and beliefs
cultivated” [82]. According to Barlett and Ghoshal [83], owing to the current global conditions
and new organizational demands, business managers have had to exchange their central con-
trolling role for one of employee development, such that employees become empowered and
autonomous, fundamental conditions for innovation.

The review of innovative culture literature enabled the selection of seven management competen-
cies that are closely associated with innovation and creativity: communication, teamwork, toler-
ance for error, conflict management, decision-making, simplicity and agility, and prioritization.

Effective communication is the most widely recognized management competency in previous
innovative culture investigations. In order for communication to stimulate innovation and
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creativity, it must be open and transparent; this promotes trust and transmits the idea that
disagreement is acceptable within the organization [22].

It must facilitate the free exchange of ideas, promoting horizontal communication between
individuals, as well as between teams and departments, as this removes bureaucratic proce-
dures [84, 85]. However, additionally, it should share lessons learned from both success and
failure, tell stories which inspire, or warn of possible failings [48].

Once the sensation of emotional security has been created, an employee may feel driven
toward divergent thinking and discover new and creative possibilities, without fear of pun-
ishment [22]. This is achieved with open and unrestricted communication.

Teamwork is a critical competency used to both stimulate and support innovation [12], pro-
vided that empathy and trust are built, and the synergetic effect of participative and collective
work is understood.

Multifunctional teams (R&D, design, engineering, sales) are more effective if they are addi-
tionally able to exchange ways of thinking and expertise [48] with an open mind, so as to
work with a certain degree of uncertainty and conflict [9]. All teams must have the support of
a leader and appropriate resource allocation.

According to Leifer et al. [86], team members who work on radical innovation processes should
combine their technical abilities with curiosity, passion, flexibility, and ability to take risks.

Tolerance for error has to do with accepting a reasonable margin of error especially the one that
is committed trying new things that generate learnings [65]. It values the assumption of risk;
encourages taking significant, calculated risks within the scope of one’s work; and encour-
ages defiance of the status quo, in an effort to produce positive results. It promotes employee
experimentation with new ideas and doing things differently, without fear of negative con-
sequences to their self-image, status, or professional career [6]. Successful organizations not
only reward success but also tolerate mistakes, in order to create opportunities for discussion
and learning from mistakes [22].

When the organization permits a functional level of conflict, and when the management
team is capable of tolerating and constructively managing conflict, innovative behavior is
stimulated in organizations. This implies accepting different styles of thinking among the
members of the organization but at the same time encouraging constructive confrontation
between them [22].

On the other hand, participative decision-making, which involves others and offers freedom
and empowerment to perform one’s job and choose the procedures to be used abiding by a
few minimal, predictable guidelines, is the source of creativity and innovation [22].

The complexity and dynamics of the global environmental demand that decision-making be
quick and timely, in addition to being participative and efficient, which is characteristic of
innovative organizations [30].

Another important management competency for innovation is simplicity and agility in organi-
zational processes. Managers should eliminate the belief that if something is simple and quick,

23
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it cannot be appropriate for a world-class organization. Process perfectionism, sluggishness
in decision-making, and excessive action sophistication are the enemies of innovation [40].

One must remember that the time resource is costly, and not unlimited, especially in innova-
tion processes. One must create a sense of urgency and pressure in innovation projects [9].

Recognition and rigorousness are the ways in which achievements are recognized, remuner-
ated, and celebrated, in accordance with the level of rigorousness applied. Care should be
taken with contradictions that could weaken these efforts. For example, if the rewards are
structured for innovation but are given for the efficient performance of routine operations, it
does not matter how alluring the other signals may be, and it is probable that employees will
respond with caution and uncertainty [72].

Lastly, the ability to prioritize is key for innovation success. This requires the ability to balance
the process-result relationship. In other words, the appropriate level of priority must be given
to innovative processes, without sacrificing quality conditions. Stringer [87] found that radical
innovation was only possible when it was prioritized in company culture and strategy.

This also means that the company must learn to make sacrifices and understand when to
abandon projects, strategies, or actions. This is not an easy task, as many times the egos and
interests of managers are entangled in these projects [65].

4.4. Organizational capabilities

Organizational capability is the distinctive way in which a company combines resources,
policies, routines, and processes to generate organizational results [88]. These are constructed
from a continuous learning and as a result of the way in which each company solves its prob-
lems on a daily basis.

The social capability construction process requires companies to develop a number of specific
cultural traits. This dimension, then, acts as an adjustment to those features generated by
determinants of culture.

In a previous study [40], seven indispensable organizational capacities were identified for
innovation: ambidexterity, customer and market orientation, speed, relationships, execution,
adaptability, and entrepreneurial orientation.

Capacity for ambidexterity: a company is considered ambidextrous when it simultaneously
develops exploration and exploitation competencies. Competence exploitation refers to
a company’s tendency to invest resources, in order to refine and extend its existing prod-
uct innovation knowledge, skills, and processes, with the goal of increased efficiency and
reliability in existing innovation activities. Competence exploration, conversely, refers to a
company’s tendency to invest resources so as to acquire entirely new knowledge, skills, and
processes, aiming to attain flexibility and novelty in product innovation through increased
variation and experimentation [89].

March [90] believes that an organization should agree upon a sufficient amount of exploi-
tation, in order to ensure present viability, and simultaneously put sufficient energy into



Model of Culture for Innovation
http://dx.doi.org/10.5772/intechopen.81002

exploration to ensure future viability. In order to act in this ambiguity, the organization must
possess certain features, including mental flexibility, trust, and acceptance of risk [40].

Capacity for client and market orientation: understood as the capability to have one’s eye on
both the market and its players such as clients, competitors, suppliers, as well as the variables
which determine the competitive context on social, political, geographical, technological, and
economic levels [40]. This capability is considered to be fundamental, as in many cases, it is
the source itself of innovation [91, 92].

If the company is isolated from the market, it will be incapable of discovering or capitalizing
on the opportunities which exist beyond its centers of activity or beyond its current technical or
operative capacity [40, 93]. A company which compares, analyzes, and responds to competitor
movements may generate new solutions and improve the performance of new products [94].

Capacity for speed: this refers to the capability to develop and launch innovative products more
quickly than the competition and is considered a key factor for the success of new products.
Above all, it is considered a condition to capitalize on the early benefits of innovation [40, 95].

Because competition has intensified, product life cycles have been reduced, and product
obsolescence now occurs more quickly. Companies are increasing their efforts to improve
the product development cycle, deliver innovative products to the market quickly, and be
the first to move in their industries, such that they can create relative advantages in market
participation and benefits and a competitive advantage in the long term [96, 97].

Capacity for relationships: this refers to an organization’s ability to establish effective relation-
ships between organizational players as well as those external to the organization. In the
internal setting, the cross-functional information exchange between the main players in the
development process offers multiple benefits: (1) the available knowledge base is broadened,
which reduces uncertainty regarding future difficulties and opportunities, (2) product con-
cept alignment with functional and corporate strategies is ensured, and (3) design phases can
occur in parallel [40, 98].

Regarding external relationships, Olmos-Peniuela et al. [4] indicate that, given that academic
and commercial activities have different objectives—those of the former center on ways to
carry out rigorous investigations, and the latter seek commercial achievements—they require
different skills and abilities. Although the differences may produce collaborative tension and
difficulties, they can also amplify the learning possibilities, which aid to strengthen company
innovation culture [4].

Capacity for execution: in the process of innovation development, this is associated with the
ability to go from the initiation phase, in which ideas are generated, to an idea application or
implementation phase [40]. This implies favoring characteristics like the initiative to mobilize
resources, the ability to plan which concerns coordination and execution, and rationale; such
decisions made are supported by the use of logical arguments and accurate information [67].

Adaptive capacity is defined as the combination of factors which permit a company to learn
and adapt nimbly to a changing environment and even allow for the prediction of the said
changes [99]. Thus, the culture which most effects innovation is most highly adaptable [29].
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There are two key adaptive capacity components: the first component has to do with man-
agement team sensitivity to perceive existing tension between adaptive challenges and the
possibility of internal adaptation. The second component has to do with the containing envi-
ronment or the amount of help, support, and accompaniment available for adaptation [78].

Entrepreneurial orientation’s importance for innovation performance improvement has been
indicated consistently in the literature. Entrepreneurial values improve the creation of new
businesses within the existing company, as well as the renewal or rebirth of existing busi-
nesses that have become stagnant or require transformation [62].

Entrepreneurial orientation should be understood as a multidimensional concept that entails
organizational actions related to the following dimensions: innovativeness, proactiveness, and
risk-taking. Entrepreneurial orientation of a firm is demonstrated by the extent to which the top
managers are inclined to take business-related risks (the risk-taking dimension), to favor change
and innovation in order to obtain a competitive advantage for their firm (the innovation dimen-
sion), and to compete aggressively with other firms (the proactiveness dimension) [100, 101].

4.5. Behavioral roles

Employee’s innovative behavior has been defined from different perspectives, but, in general,
it is linked to the different stages of the innovation process. From this perspective, innovative
behavior is usually understood as individual actions directed toward the generation, intro-
duction, and application of novel benefits on some organizational level [63, 102].

In accordance with Naranjo-Valencia (following Tushman and Nadler, 1986; Scott and Bruce,
1994; Sim et al., 2007; Martins et al., 2008; Wolfe, 1995; Kanter, 1988) [53, 63], each of the stages of
innovative behavior corresponds to a behavioral role: in the first stage of the innovation process,
the inventor, or idea generator role, is fundamental. In other words, this is the role of individuals
who recognize a problem and generate new ideas or solutions and those who focus on scientific
and technical invention prior to concept development. Thereafter, people are required for the
role of product champions, who must promote these new ideas and garner support for them, both
within and outside of the organization.

In the final stage of the innovation process, the implementer role is required. This is the role
of those who try to facilitate an innovation’s formal development by obtaining resources,
organizing innovation execution, and assuring that each task and important activity are com-
pleted on time and within the budget.

5. Conclusions

Innovation in organizations is imperative in a global world, with turbulent settings and ever
more demanding markets. Innovation requires R&D investment as well as an organizational
culture which stimulates and promotes it. The characteristics of a culture that encourages,
and does not inhibit or restrict, innovation have been studied by various authors, but the
diverse models proposed thereby possess limitations, in which the present investigation has
attempted to redress.
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The model designed in the present investigation systematically integrates four levels. Firstly,
it integrates a group of factors called determinants of culture, owing to their strong impact on
the generation of cultural traits. On the second level are the features and behaviors (traits) of
an innovative culture which are parallel to two categories that act as adjustment mechanisms,
organizational capacities and management competencies.

On the third level are the behavioral roles derived from these cultural traits which define
an organization’s innovative behavior in its three components, idea generation, promotion,
implementation. Lastly, the model registers the results expected from the innovative culture
model, in terms of products and processes for technological innovation, as well as admin-
istrative and marketing processes, regardless of whether they are products of continuous
improvement or disruptive innovation.

All of these components interact with each other, whether between dimensions and categories
or there within, and this dynamic depends upon whether innovation and creativity in an
organization are supported or inhibited.

Although the proposed model is derived from previous qualitative and quantitative investi-
gations, including from experience in the authors’ organizational consultation, this study’s
lack of empirical contrasting is proposed as a limitation. As such, it constitutes a source of
future applied investigations, so as to establish relationships between dimensions and catego-
ries, such as the moderating or mediating effects thereof.

For company decision-makers, the model constitutes an alternative to the performance of
culture diagnostics and consequently enables them to formulate plans which close innovative
culture idea gaps.

Author details

Julia C. Naranjo-Valencia™ and Gregorio Calderon-Herndndez?
*Address all correspondence to: jcnaranjov@unal.edu.co
1 National University of Colombia, Manizales, Colombia

2 University of Manizales, Manizales, Colombia

References

[1] Naranjo-Valencia JC, Jimenez-Jimenez D, Sanz-Valle R. Studying the links between orga-
nizational culture, innovation, and performance in Spanish companies. Revista Latino-
americana de Psicologia. 2016;48(1):30-41. DOI: 10.1016/j.rlp.2015.09.009

[2] Crossan MM, Apaydin M. A multi-dimensional framework of organizational innova-
tion: A systematic review of the literature. Journal of Management Studies. 2010;47(6):
1154-1191. DOI: 10.1111/j.1467-6486.2009.00880.x

27



28 Organizational Culture

3]

[4]

[7]

[9]

[10]

[11]

[12]

[13]

[14]

Aksoy H. How do innovation culture, marketing innovation and product innova-
tion affect the market performance of small and medium-sized enterprises (SMEs)?
Technology in Society [Internet]. 2017;51:133-141. DOI: 10.1016/j.techsoc.2017.08.005

Olmos-Petiuela J, Garcia-Granero A, Castro-Martinez E, D’Este P. Strengthening SMEs’
innovation culture through collaborations with public research organizations. Do all
firms benefit equally? European Planning Studies. 2017;25(11):2001-2020. DOI: 10.1080/
09654313.2017.1279592

Naranjo J, Sanz R, Jiménez D. Organizational culture as determinant of product inno-
vation. European Journal of Innovation Management. 2010;13(4):446-480. DOI: 10.1108/
14601061011086294

Hogan SJ, Coote LV. Organizational culture, innovation, and performance: A test of
Schein’s model. Journal of Business Research [Internet]. 2013;67(8):1609-1621. DOI: 10.
1016/j.jbusres.2013.09.007

Slater SF, Mohr JJ, Sengupta S. Radical product innovation capability: Literature review,
synthesis, and illustrative research propositions. Journal of Product Innovation Man-
agement. 2014;31(3):552-566. DOI: 10.1111/jpim.12113

Padilha CK, Gomes G. Innovation culture and performance in innovation of products
and processes: A study in companies of textile industry. Revista de Administracao e
Inovacao [Internet]. 2016;13(4):285-294. Available from: http://linkinghub.elsevier.com/
retrieve/pii/S1809203916310749

McLaughlin P, Bessant ], Smart P. Developing an organisation culture to facilitate
radical innovation. International Journal of Technology Management [Internet]. 2008;
44(3/4):298-323. DOI: 10.1504/IJTM.2008.021041

Bakovi¢ T, Kauri¢ AG, Perry P. The influence of radical innovation culture on busi-
ness performance in the Croatian manufacturing industry. International Journal of
Technology Management [Internet]. 2016;72(4):333. Available from: http://www.inder-
science.com/link.php?id=81576

Biischgens T, Bausch A, Balkin DB. Organizational culture and innovation: A meta-
analytic review. Journal of Product Innovation Management. 2013;30(4):763-781. DOI:
10.1111/jpim.12021e

Duygulu E, Ozeren E, Bagiran D, Appolloni A, Mavisu M. Gaining insight into inno-
vation culture within the context of R&D centres in Turkey. International Journal of
Entrepreneurship and Innovation Management. 2015;19(1/2):117. DOI: 10.1504/IJ TM.2016.
081576

Smircich L. Concepts of culture and organizational analysis. Administrative Science
Quarterly. 1983;28(3):339-358. DOI: 10.2307/2392246

Schein E. La cultura empresarial y el liderazgo: Una vision dindmica. Barcelona: Plaza
yJanés; 1988



[15]

[16]

[17]

[18]

[19]

[20]

[21]
[22]

[23]

[24]

[25]

[26]

[27]

[28]

[29]

Model of Culture for Innovation
http://dx.doi.org/10.5772/intechopen.81002

Hofstede G. Cultures and organizations. Intercultural cooperation and its importance
for survival. In: Software of the Mind. London: McGraw-Hill; 1991

Pfeffer J. Nuevos rumbos en la teoria de la organizacion: Problemas y posibilidades.
Meéxico: Oxford University Press; 2000

Barney JB. Organizational culture: Can it be a source of sustained competitive advantage?
Academy of Management Review. 1986;11(3):656-665. DOI: 10.5465/amr.1986.4306261

Ogbonna E, Harris LC. Managing organisational culture: Insights from the hospitality
industry. Human Resource Management Journal. 2002;12(1):33-35. DOI: 10.1111/j.1748-
8583.2002.tb00056.x

De Brentani U, Kleinschmidt EJ. Corporate culture and commitment: Impact on per-
formance of international new product development programs. Journal of Product
Innovation Management. 2004;21(5):309-333. DOI: 10.1111/j.0737-6782.2004.00085.x

Deal T, Kennedy A. Corporate Cultures: The Rites and Rituals of Corporate Life.
Reading, MA: Addison-Wesley Pub. Co; 1982

Denison D. Corporate Culture and Organizational Effectiveness. New York: Wiley; 1990

Martins EC, Terblanche F. Building organisational culture that stimulates creativity and
innovation. European Journal of Innovation Management. 2003;6(1):64-74. DOI: 10.1108/
14601060310456337

Biischgens T, Bausch A, Balkin D. Organizational culture and innovation: A meta-ana-
lytic review. Journal of Product Innovation Management. 2013;30(4):1-19. DOI: 10.1111/
jpim.12021

Asmawi A, Mohan AV. Unveiling dimensions of organizational culture: an explor-
atory study in Malaysian R&D organizations. R&D Manag. 2011;41(5):509-523. DOI:
10.1111/j.1467-9310.2011.00654.x

Mohan M, Voss KE, Jiménez FR. Managerial disposition and front-end innovation suc-
cess. Journal of Business Research. 2017;70:193-201.DOI: 10.1016/j.jbusres.2016.08.019

Sattayaraksa T, Boon-itt S. CEO transformational leadership and the new product
development process. Leadership & Organization Development Journal [Internet].
2016;37(6):730-749. DOI: 10.1108/LOD]J-10-2014-0197

Brettel M, Cleven NJ. Innovation culture, collaboration with external partners and NPD
performance. Creativity and Innovation Management. 2011;20(4):253-272. DOI: 10.1111/
j-1467-8691.2011.00617 .x

Bader K, Vanbrabant L, Enkel E. Drivers of firm openness: innovation culture and strate-
gic direction as stimulating factors. Meet Eur Acad Manag Val. 2014

Tejeiro-Koller MR. Exploring adaptability in organizations. Journal of Organizational
Change Management [Internet]. 2016;29(6):837-854. DOI: 10.1108/JOCM-01-2016-0008

29



30 Organizational Culture

[30]

[31]

[32]

[33]

[34]

[35]

[36]

[37]

[38]

[39]

[40]

[41]

[42]

[43]

[44]

[45]

Yu P-L. Innovative culture and professional skills. International Journal of Manpower
[Internet]. 2017;38(2):198-214. DOI: 10.1108/IJM-10-2014-0214

de Oliveira Teixeira E, Werther WB Jr. Resilience: Continuous renewal of competitive
advantages. Business Horizons. 2013;56(3):333-342. DOI: 10.1016/j.bushor.2013.01.009

Tidd ], Bessant ]. Managing Innovation: Integrating Technological, Market and
Organizational Change. 4th ed. England: John Wiley & Sons, Inc.; 2009

Asmawi A, Mohan AV. Unveiling dimensions of organizational culture: An exploratory
study in Malaysian R&D organizations. R&D Management. 2011;41(5):509-523. DOI:
10.1111/j.1467-9310.2011.00654.x

Bader K, Vanbrabant L, Enkel E. Drivers of firm openness: Innovation culture and strate-
gic direction as stimulating factors. In: Annual Meet. Eur. Acad. Manag. Val. 2014

Martins N. Organisasiekultuur in ‘n finansiéle instelling/Organisational culture in a
financial institution [DPhil thesis]. Pretoria: University of Pretoria; 1987

Martins N. Elandsrand gold-mine: Organizational culture survey. Johannesburg. Report
(unpublished). 1997

Quinn R, Rohrbaugh J. A spatial model of effectiveness criteria: Towards a competing
values approach to organisational analysis. Management Science. 1983;29(3):363-377

Martin J. Cultures in Organizations: Three Perspectives. New York: Oxford University
Press; 1992

Ogbonna E, Whipp R. Strategy, culture and HRM: Evidence from the UK food retail-
ing sector. Human Resource Management Journal. 1999;9(4):75-90. DOI: 10.1111/j.1748-
8583.1999.tb00211.x

Naranjo-Valencia JC, Calderén-Hernandez G. Construyendo una cultura de innovacion.
Una propuesta de transformacion cultural. Estudios Gerenciales. 2015;31:223-236. DOI:
10.1016/j.estger.2014.12.005

Kates A, Galbraith J. Designing Your Organization. San Francisco: Jhon Wiley & Sons,
Inc.; 2007. 255 p

Damanpour F. Organizational innovation: A meta-analysis of effects of determinants
and moderators. Academy of Management Journal. 1991;34(3):555-590. DOI: 10.2307/
256406

Damanpour F, Gopalakrishnan S. Theories of organizational structure and innovation
adoption: The role of environmental change. Journal of Engineering and Technology
Management. 1998;15(1):1-24. DOI: 10.1016/50923-4748(97)00029-5

Zheng W, Yang B, McLean GN. Linking organizational culture, structure, strategy, and
organizational effectiveness: Mediating role of knowledge management. Journal of
Business Research [Internet]. 2010;63(7):763-771. DOI: 10.1016/j.jbusres.2009.06.005

Calantone R]J, Harmancioglu N, Droge C. Inconclusive innovation returns: A meta-
analysis of research on innovation in new product development. Journal of Product
Innovation Management. 2010;27:1065-1081. DOI: 10.1111/j.1540-5885.2010.00771.x



[46]

[47]

[48]

[49]

[50]

[51]

[52]

[53]

[54]

[55]

[56]

[57]

[58]

[59]

[60]

Model of Culture for Innovation
http://dx.doi.org/10.5772/intechopen.81002

Camison C, Villar Lopez A. An examination of the relationship between manufactur-
ing flexibility and firm performance: The mediating role of innovation. International
Journal of Operations & Production Management. 2010;30(8):853-878. DOI: 10.1108/
01443571011068199

Burns TE, Stalker GM. The Management of Innovation. London: Tavistock Publications;
1961

Jamrog ], Vickers M, Bear D. Building and sustaining a culture that supports innovation.
Human Resource Planning. 2006;29(3):9-19

Dodge R, Dwyer ], Witzeman S, Neylon S, Taylor S. The role of leadership in innovation.
Research Management [Internet]. 2017;60(3):22-29. DOI: 10.1080/08956308.2017.1301000

Bass B. Two decades of research and development in transformational leadership.
European Journal of Work and Organizational Psychology. 1999;8(1):9-13. DOI: https://
doi.org/10.1080/135943299398410

Nacinovic I, Galetic L, Cavlek N. Corporate culture and innovation: Implications for
reward systems. World Academy of Science, Engineering and Technology [Internet].
2009;3(5):397-402. Available from: scholar.waset.org/1307-6892/8755

Jonczyk J, Buchelt B. Employee appraisal as the tool of the pro-innovative organizational
culture formation in hospitals. Journal of Intercultural Management. 2015;7(2):135-150.
DOI: 10.1515/joim-2015-0015

Naranjo-Valencia JC, Jimenez-Jimenez D, Sanz-Valle R. Organizational culture and
radical innovation: Does innovative behavior mediate this relationship? Creativity and
Innovation Management. 2017;26(4):407-417. DOI: 10.1111/caim.12236

Bstieler L. The moderating effect of environmental uncertainty on new product develop-
ment and time efficiency. Journal of Product Innovation Management. 2005;22:267-284.
DOI: 10.1111/j.0737-6782.2005.00122.x

Song M, Thieme J. A cross-national inestigation of the R&D-marketing interface in the
product innovation process. Industrial Marketing Management. 2006;35:308-322. DOI:
10.1016/j.indmarman.2004.09.024

Souder W, Song X. Contingent product design and marketing strategies influencing new
product success and failure in U.S and Japanese electronics firms. Journal of Product
Innovation Management. 1997;14(1):21-34. DOI: 10.1111/1540-5885.1410021

Jaskyte K, Kisieliene A. Organizational innovation a comparison of nonprofit human-
service organizations in Lithuania and the United States. International Social Work.
2006;49(2):165-176. DOI: 10.1177/0020872806061220

Cameron K, Ettington D. The Conceptual Foundation of Organizational Culture.
New York: Agathon; 1988

Cameron K, Quinn R. Diagnosing and Changing Organizational Culture: Based on the
Competing Values Framework. Reading, MA: Addison-Wesley; 1999

Serna HM, Alvarez CM, Calderén G. Condiciones de causalidad entre la gestion de
los recursos humanos y la cultura organizacional: un estudio empirico en el contexto

31



32 Organizational Culture

[61]

[62]

[63]

[64]

[65]

[66]

[67]

[68]

[69]

[70]

[71]

[72]

[73]

industrial colombiano. Revista Acta Colombiana de Psicologia. 2012;15(2):119-134.
Available from: http://www .redalyc.org/articulo.oa?id=79825836007

Sanz-Valle R, Naranjo-Valencia JC, Jiménez-Jiménez D, Perez-Caballero L. Linking
organizational learning with technical innovation and organizational culture. Journal of
Knowledge Management. 2011;15(6):997-1015. DOI: 10.1108/13673271111179334

Naranjo Valencia JC, Calderon Hernandez G, Sanz Valle R, Jiménez Jiménez D. Entre-
preneurship and innovation: Evidence in colombian SMEs. In: Handbook of Research on
Intrapreneurship and Organizational Sustainability in SMEs. USA: IGI Global Hershey;
2018

Naranjo-Valencia JC. La cultura organizacional como determinante de la innovacion de
producto. [Tesis doctoral]. Universidad de Murcia, Murcia; 2010

Naranjo-Valencia JC, Jiménez-Jiménez D, Sanz-Valle R. Es la cultura organizativa un
determinante de la innovacion en la empresa. Cuadernos de Economia y Direccion de la
Empresa [Internet]. 2012;15(2):63-72. DOI: 10.1016/j.cede.2011.07.004

Naranjo-Valencia JC, Calderén-Hernandez G. Informe tecnico Consultoria Empresa
Sumicol. Corona. Cultura meta: caracteristicas, formulacion y propuesta de cierre de
brechas SUMICOL S.A. Medellin. Report (unpublished). 2013

Naranjo-Valencia JC, Jimenez-Jimenez D, Sanz-Valle R. Impact of organisational culture
on new product success: An empirical study of Spanish firms. European Management
Review. 2017;14:377-390. DOI: 10.1111/emre.12116

Naranjo-Valencia JC, Jiménez-Jiménez D, Sanz-Valle R. Innovation or imitation?: The
role of organizational culture. Management Decision. 2010;41(1):55-72. DOI: 10.1108/
00251741111094437

Naranjo-Valencia JC, Sanz-Valle R, Jiménez-Jiménez D. Organizational culture as
determinant of product innovation. European Journal of Innovation Management.
2010;13(4):466-480. DOI: 10.1108/14601061011086294

Naranjo-Valencia JC, Calderon-Herandez G. La investigacion en innovacién en Colombia
y México. Un analisis desde la difuscidon en revistas cientificas. Dyna [Internet]. 2010;
77(163):191-203. Available from: http://www.redalyc.org/articulo.oa?id=49615023001

Griffin A, Price RL, Maloney MM, Vojak BA, Sim EW. Voices from the field: How
exceptional electronic industrial innovators innovate. Journal of Product Innovation
Management. 2009;26(2):222-240. DOI: j.1540-5885.2009.00347 .x

Van Dick R, Wagner, U Stellmacher, ] Christ O. The utility of a broader conceptualization
of organizational identification: Which aspects really matter? Journal of Occupational
and Organizational Psychology. 2004;77(2):171-191. DOI: 10.1348/096317904774202135

Ahmed P. Culture and climate for innovation. European Journal of Innovation
Management. 1998;1(1):30-43. DOI: 10.1108/14601069810199131

Amabile T. A model of creativity and innovation in organizations. In: Staw BM, Cumm-
ings LL, editors. Research in Organizational Behavior. Greenwich: JAI Press; 1988



[74]

[75]

[76]

[77]

[78]

[79]

[80]

[81]

[82]

[83]

[84]

[85]

[86]

[87]

[88]

Model of Culture for Innovation
http://dx.doi.org/10.5772/intechopen.81002

Amabile TM, Barsade SG, Mueller JS, Staw BM. Affect and creativity at work. Admini-
strative Science Quarterly. 2005;50(3):367-407

Jafri MH. Organizational commitment and employee’s innovative behavior: A study in
retail sector. Journal of Management Research. 2010;10(1):62

Howell JM, Boies K. Champions of technological innovation: The influence of contextual
knowledge, role orientation, idea generation, and idea promotion on champion emer-
gence. Leadership Quarterly. 2004;15(1):123-143. DOI: 10.1016/j.leaqua.2003.12.008

Amabile TM. A model of creativity and innovation in organizations. Research in
Organizational Behavior. 1988;10(1):123-167

Tuan LT, Venkatesh. Organizational culture and technological innovation adoption in
private hospitals. International Business Research. 2010;3(3):144-153. DOI: 10.5539/ibr.
v3n3pl44

Ardichvili A, Cardozo R, Ray S. A theory of entrepreneurial opportunity identification
and development. Journal of Business Venturing. 2003;18(1):105-123. DOI: 10.1016/
S0883-9026(01)00068-4

Dyer ], Gregersen H, Christensen C. The innovator’s DNA. Harvard Business Review.
2009;87(12):60-67

Dobni CB. Measuring innovation culture in organizations: The development of a gener-
alized innovation culture construct using exploratory factor analysis. European Journal
of Innovation Management. 2008;11(4):539-559. DOI: 10.1108/14601060810911156

Puga Villarreal ], Martinez Cerna L. Competencias directivas en escenarios globales.
Estudios Gerenciales [Internet]. 2008;24(109):87-103. Available from: http://linkinghub.
elsevier.com/retrieve/pii/S0123592308700548

Bartlett C, Ghoshal S. Managing Across Borders: The Transnational Solution. 2nd ed.
Boston: Harvard Business School Press; 1998

Schein EH. On dialogue, culture, and organizational learning. Organizational Dynamics.
1993;22:40-51

Mclean LD. Organizational culture’s influence on creativity and innovation: A review
of the literature and implications for human resource development. Advances in
Developing Human Resources. 2005;7(2):226-246. DOI: 10.1177/1523422305274528

Leifer R, McDermott CM, O’Connor GC, Peters LS, Rice MP, Veyzer RW. Radical
Innovation: How Mature Companies Can Outsmart Upstarts. Boston: Harvard Business
School Press; 2000

Stringer R. How to manage radical innovation. California Management Review.
2000;42(4):70-90. DOI: 10.2307/41166054

Schreyogg G, Kliesch-Eber]l M. How dynamic can organizational capabilities be? Towards a
dual-process model of capability dynamization. Strategic Management Journal. 2007;28:
913-933. DOI: 10.1002/sm;.613

33



34 Organizational Culture

[92]

[95]

[96]

[97]

[98]

[100]

[101]

[102]

Atuahene-Gima K. Resolving the capability: Rigidity paradox in new product innova-
tion. J-Mark Journal. 2005;69(4):61-83. DOI: 10.1509/jmkg.2005.69.4.61

March JG. Exploration and exploitation in organizational learning. Organization
Science. 1991;2(1):71-87. DOI: 10.1287/orsc.2.1.71

Cai L, Yu X, Liu Q, Nguyen B. Radical innovation, market orientation and risk-taking
in Chinese new ventures: an exploratory study. International Journal of Technology
Management. 2015;67(1):47-76. DOI: 10.1504/1JTM.2015.065896

Sandberg B. Customer-related proactiveness in the radical innovation development pro-
cess. European Journal of Innovation Management. 2007;10(2):252-267. DOI: 10.1108/
14601060710745288

Wolpert JD. Breaking out of the innovation box. Harvard Business Review. 2002;
80(8):76-83

Song J, Wei Y (Susan), Wang R. Market orientation and innovation performance: The
moderating roles of firm ownership structures. International Journal of Research in
Marketing [Internet]. 2015;32(3):319-331. Available from: http://linkinghub.elsevier.
com/retrieve/pii/S0167811615000415

Wang CL, Rafiq M. Ambidextrous organizational culture, contextual ambidexterity
and new product innovation: A comparative study of UK and Chinese high-tech firms.
British Journal of Management. 2014;25(1):58-76. DOI: 10.1111/j.1467-8551.2012.00832.x

Griffin A. The effect of project and process characteristics on product development
cycle time. Journal of Marketing Research. 1997;34(1):24-35. DOI: 10.2307/3152062

Goktan B, Miles G. Innovation speed and radicalness: Are they inversely related?
Management Decision. 2011;49:533-547. DOI: 10.1108/00251741111126477

Verganti R. Leveraging on systemic learning to manage the early phases of product inno-
vation projects. R&D Management. 1997;27(4):377-392. DOI: 10.1111/1467-9310.00072

Tejeiro Koller MR, Morcillo Ortega P, Rodriguez Anton JM, Rubio Andrada L. Corporate
culture and long-term survival of Spanish innovative firms. International Journal of
Innovation Science and Research [Internet]. 2017;9(4):335-354. Available from: http://
www.emeraldinsight.com/doi/10.1108/IJIS-11-2016-0053

Covin JG, Slevin DP. Strategic management of small firms in hostile and benign environ-
ments. Strategic Management Journal. 1989;10(1):75-87. DOI: 10.1002/smj.4250100107

Miller D. The correlates of entrepreneurship in three types of firms. Management
Science. 1983;29(7):770-791. DOI: 10.1287/mnsc.29.7.770

Janssen O. How fairness perceptions make innovative behavior more or less stressful.
Journal of Organizational Behavior. 2004;25(2):201-215. DOI: 10.1002/job.238



