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Impact of national culture on innovation activities of companies: 
a case of Germany, Austria, Switzerland and the Czech Republic 

Abstract. Culture is a central topic of the behavioural studies of organisation. It has an impact on various business areas and 
business performance. Our intention is to examine the impact of culture on innovation activities of enterprises. Given the large 
differences in innovation activities and innovativeness in European countries according to different rankings, it is meaningful to 
explore possible reasons. In this regard, authors of scientific researches explore many aspects, whereas we have focused on 
the impact of culture. To go deeper into our research, we conducted an analysis of two cultures from one region. One group is 
represented by three countries: Germany, Austria and Switzerland (AT, DE, CH, respectively). The other group is represented by 
the Czech Republic (CZ). By undertaking a large-scale questionnaire survey in 2015-2018, we were able to obtain approximately 
the same sample for both groups, which allowed us to compare and draw conclusions. Both sample groups contained more than 
400 respondents, with the first group having 574 and the second group consisting of 419 respondents. The aim of the research 
was to analyse the impact of national cultures on business behaviour, especially with regard to innovations. The contribution 
of this article is a comparative study of the in-depth analysis of cultural relations and innovation activities. The main results 
presented in this study show that cultural aspects in the examined groups have a strong impact on perceiving business partners 
as reliable, having trust in benefits of mutual cooperation, presenting positive role models or encouragement to innovation 
and creativity in education. In particular, willingness to cooperate and less anxiety or fear of know-hows being stolen, which is 
observed in the group of AT, DE, CH companies, may lead them to their position of strong and excellent innovators. Meanwhile, 
Czech companies and their behaviour are largely influenced by their historical experiences and only starting to move towards a 
more open innovation culture, with strategic partnerships being a new trend.
Keywords: Organization Culture; National Culture; Culture Dimensions; Innovation; Germany; Austria; Switzerland; the Czech 
Republic
JEL Classification: M14; O31; O32
DOI: https://doi.org/10.21003/ea.V169-05

Папула Я.
кандидат економічних наук, доцент, викладач, факультет управління, Університет Коменського, Братислава, Словаччина 
Кохнова Л.
кандидат економічних наук, викладач, факультет управління, Університет Коменського, Братислава, Словаччина 
Папулова З.
кандидат економічних наук, доцент, викладач, факультет управління, Університет Коменського, Братислава, Словаччина 
Вплив національної культури на інноваційну діяльність підприємств: кейс Німеччини, Австрії, Швейцарії та Чехії
Анотація. Культура є центральною темою дослідження поведінки організацій. Вона впливає як на ділову активність, 
так і на ефективність ведення бізнесу. Мета цього дослідження полягає у вивченні впливу культури на інноваційну 
діяльність підприємств. Беручи до уваги суттєві відмінності, що стосуються як інноваційної діяльності, так і інноваційності 
в європейських країнах, автори статті вивчили можливі причини появи даного явища. У той час як інші дослідники 
звертають увагу на все різноманіття причин, що обумовлюють появу відповідних відмінностей між країнами, автори 
цього дослідження зосередили увагу на культурному аспекті. Для того, щоб зробити більш глибоке дослідження, автори 
статті провели порівняльний аналіз двох культур одного регіону, визначивши дві групи країн. Перша група представлена 
Німеччиною, Австрією та Швейцарією, друга – Чеською Республікою. Oпитування, проведене в період 2015–2018 
рр., включало в себе 993 респонденти. Результати, отримані під час дослідження, показують, що фактор культури 
має істотний вплив на сприйняття ділових партнерів, взаємовигідне співробітництво, побудову позитивних рольових 
моделей, інноваційний розвиток та розвиток освіти. Зокрема, готовність до співпраці в групі країн «Німеччина – Австрія – 
Швейцарія», а також менший ступінь стурбованості стосовно можливості крадіжок ноу-хау в групі, до якої належать 
німецькі, австрійські та швейцарські компанії, дозволяє їм займати стійкі лідерські позиції в сфері інновацій. У той же час 
поведінка чеських компаній значною мірою зазнає впливів історичного досвіду й тільки починає давати паростки більш 
відкритої інноваційної культури з елементами стратегічного партнерства як нового тренду.
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1. Introduction 
Today, the promotion of innovation is a hot topic not on-

ly at the national or company level, but also at the level of 
the European Union. In the Europe 2020 strategy, one of the 
key objectives is to achieve smart growth based on know-
ledge and innovation. Horizon 2020 supports these objectives 
through activities aimed at excellence in science and achieve-
ment of industry leadership through innovation. Yet, innova-
tiveness, as well as innovation activity, is different in each 
country. Innovations arise from ideas of employees, custo-
mers, companies, within a joint partnership, and so on. Here-
with, organisational culture, which has to be an innovative cul-
ture, is always the starting point. Organisational culture is con-
ditioned and influenced by the national culture, traditions and 
attitudes of a company to entrepreneurship and creativity in 
business. The research question is therefore what impacts the 
approach to innovation and innovativeness in those countries 
that are regionally close, yet culturally different. The aim of this 
research is to analyse the impact of national cultures on busi-
ness behaviour.

According to a comparative assessment of research and 
innovation performance of European countries, elaborated 
by the European Commission, the positions of the examined 
countries have not changed dramatically during 2010-2016. 
The 2016 data are the most recent data provided by the Euro-
pean Commission. Switzerland and Germany position them-
selves as innovation leaders; Austria is viewed to be a strong 
innovator. On the other hand, the Czech Republic has re-
tained its position of a moderate innovator. Even though the 
measu rement framework in the European Innovation Score-
board 2017 met several adjustments as compared to previous 
scoreboards, the positions have remained unchanged, with 
Austria and Germany achieving results similar to the 2016 
data. (Figure 1). Based on innovation scoreboard results, we 
compare our research questions with regard to the excellent 
innovators (AT, DE, CH) and the moderate innovator (CZ) to 
identify the key differences (European Commission, 2018).

2. Brief Literature Review
The term «culture» comes from the Latin cultura, which re-

fers to a cult or an object of worship and, in a broader sense, 
can be explained as the results of human interaction (Matije-
vic et al, 2015). Culture can be seen as a key determinant of 
human behaviour. In general, it is described as a set of values, 
norms and behaviour patterns. Culture includes expected 

behaviour, beliefs, traits, values, language, and living practi-
ces shared by members of a society (Herbig & Dunphy, 1998). 
It represents collective faith and values as principal assump-
tions upon which rational arguments of society are based 
( Tyson & Jackson, 1997). 

At the organisational level, culture is often perceived as a 
too complex and hard to define phenomenon which signifi-
cantly affects organisational performance. On the one hand, 
culture may be a source of strength and competitive advan-
tage (Lukasova, 2004; Serrat, 2017), and can have a positive 
impact on the overall business performance (Hilman & Ka-
liappen, 2015; Rühle & Wagner, 2016; Nazarian et al, 2017). 
On the other hand, it may impede the organisational develop-
ment, or even be a source of its destruction (Lukasova, 2004). 
If an organisation wants to move forward and be successful, it 
should be aware of the importance and impact of its culture. 
Culture plays an important part in supporting changes in an 
organisation and in implementing its strategies. If an organisa-
tion wants to avoid difficulties in promoting changes or imple-
menting its strategy, its employees should regard themselves 
as belonging to it (Charvat, 2006). Due to appropriate orga-
nisational culture, employees can gain a sense of continuity, 
personal identification both with the organizations’ goals and 
the organization itself.
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Аннотация. Культура является центральной темой исследования поведения организаций. Она оказывает влияние на 
деловую активность и эффективность ведения бизнеса. Цель данного исследования заключается в изучении влияния 
культуры на инновационную деятельность предприятий. Принимая во внимание существенные различия, касающиеся 
как инновационной деятельности, так и инновационности в европейских странах, авторы статьи изучили возможные 
причины данного явления. В то время как другие исследователи обращают внимание на всё многообразие причин, 
обусловливающих появление соответствующих различий между странами, авторы данного исследования сосредоточили 
свое внимание на культурном аспекте. В целях осуществления более глубокого исследования, авторы данной статьи 
провели сравнительный анализ двух культур одного региона, выделив для этого две группы стран. Первая группа 
представлена тремя странами: Германией, Австрией и Швейцарией. Вторая – Чешской Республикой. Oпрос, проведенный 
в период 2015–2018 гг., позволил авторам провести исследование и сформулировать соответствующие выводы. 
Каждая из двух групп выборки включала в себя более 400 респондентов. Результаты, полученные в ходе исследования, 
показывают, что фактор культуры имеет существенное влияние на восприятие деловых партнеров в отношении их 
надежности, на взаимовыгодное сотрудничество, построение положительных ролевых моделей, инновационное развитие 
и развитие образования. В частности, готовность к сотрудничеству в группе стран «Германия – Австрия – Швейцария», 
а также меньшая степень обеспокоенности возможностью краж ноу-хау в группе, к которой принадлежат немецкие, 
австрийские и швейцарские компании, позволяют им занимать устойчивые лидерские позиции в сфере инноваций. В 
то же время поведение чешских компаний в значительной степени подвержено влиянию исторического опыта и только 
начинает давать ростки более открытой инновационной культуры с элементами стратегического партнерства как нового 
тренда.
Ключевые слова: культура организации; национальная культура; аспекты культуры; инновации; Германия; Австрия; 
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Fig. 1: Comparison of innovation score  
of examined countries during 2010-2016 according to the 

European Innovation Scoreboard
Source: Compiled by the authors based 

on data of the European Innovation Scoreboard 2017
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Nowadays, we can see a growing importance of organisa-
tion culture in the context of knowledge development and inno-
vation growth. Researches and publications on innovation em-
phasise the importance of culture as a key determinant of inno-
vation performance (Leal-Rodríguez et al, 2013; Ozman et al, 
2013; Hogan & Coote, 2014; Brettel et al, 2015; Naranjo-Valen-
cia et al, 2016; Kassa, 2016). Culture has a profound infl uence 
on the innovative capacity, and it also provides social direction 
to the process of technological development ( Herbig & Dunphy 
1998). According to the research conducted by Chua et al 
(2015), culture affects cross-border creativity engagement 
and success and has an impact on the innovator’s ability to 
work creatively. In organisations, culture should also support 
the crea tivity, because, in general, creativity enhances innova-
tive activities (Sarooghi et al, 2015). Organisational culture en-
hances firm innovation and can create a positive effect on firm 
performance, especially if the culture is oriented to values and 
practices, e.g.: adhocracy culture (adaptability), risk-taking atti-
tude, ambitious objectives, priority to customer satisfaction and 
willingness to try out new ideas (Naranjo-Valencia et al, 2016). 
Rothwell & Wissema (1986) pointed out nine essential factors of 
innovation, in which three factors were directly and others indi-
rectly linked to culture. Based on such results, it is essential to 
understand that culture can encourage and support innovation 
and innovative entrepreneurships.

In this context, not only organisational culture but also na-
tional culture contributes to innovations. According Smale, na-
tional culture influences socially and economically important 
behaviour, including innovation practice (Smale, 2016). There 
are studies about national cultures in connections to innovation 
growth of companies (Demirgüç-Kunt & Levine 2004; Furman, 
et al, 2002) that suggest four factors underlying most explana-
tions why certain firms representing certain nations are more in-
novative than others. These factors are skilled labour, capital, 
government and culture. The results of other study (Tellis, Prab-
hu and Chandy, 2009) imply that culture is an important driver 
of innovation, being even more important than labour, capital 
and government regulations. The finding is affected by increa-
sing globalisation and the removal of barriers to movement of 
labour and capital. Today, it is easier to get labour and capital 
for the development of innovation from abroad than it was in the 
past; yet organisation culture is unique to each company, it is 
hard to define and to follow, it can be difficult to change, which 
therefore represents its significant competitive advantage.

Jones and Davis (2000) also confirm that national cultures 
affect innovation. Hofstede is best known for cultural  studies. 
He describes the national culture as «the collective program-
ming of the mind which distinguishes the members of one 
group or people from another» (Hofstede, 2001, p. 3). However, 
he also points out that people can belong to different cultures at 
the same time, for example national cultures and organizatio nal 
cultures. National cultures alone are considered very important 
in terms of their impact on economic factors. To compare, na-
tional cultures have created dimensions that define culture itself. 
They are power distance, uncertainty avoidance, individualism/
collectivism, masculinity/femininity, long/short Term Orienta-
tion and indulgence/restraint (Hofstede, 2011). Accor ding to 
Hofstede (2001), cultures with lower uncertainty avoi dance are 
unfamiliar risks. Low uncertainty avoidance thus implies willin-
gness to enter into unknown ventures that seem to be neces-
sary for innovative activity, especially when dealing with radical 
innovations. Hofstede (2001) also suggested that cultures with 
low power distance have a greater tendency to innovate. Ac-
cording to Erdingen & Waarts (2003), innovative-orien ted cul-
tures should ideally have a low power distance, low uncertainty 
avoidance and long-term orientation. Other dimensions should 
be neutral. Innovation depends on the flow and sharing of in-
formation, so high power distance might prevent the spread 
of information. Innovation is stimulated by free communica-
tion, decentralisation and trust between the va rious hiera rchical 
levels and thus the possibility to communicate their ideas and 
share knowledge within the structures of the organisation (Kas-
sa & Vadi, 2010). Also Jones and Davis (2000) claim that po-
wer distance in the presence and level of social or organisatio-
nal hierarchy, centralised power, formal vertical communication 

flows, top-down control, formal rules and procedures, and re-
sistance to change affects innovation. A less formal hierarchy of 
authority and control, free exchange of information and know-
ledge sharing, low power structure, decentralisation of know-
ledge and responsibility support innovations and central power, 
top down control, excessive rules, ri gid stratification will ham-
per innovation (Jones & Davis, 2000). In terms of the dimen-
sion of collectivism and individualism, the initiation of innova-
tion is more linked to individualism, given that the idea arises 
in one head and the surrounding environment can either sup-
port it or not. Cultures based on individualism are usually more 
«free» and employees belonging to them have more opportuni-
ties to try something new, and also expect a reward and recog-
nition of their individual contribution (Erdingen & Waarts, 2003). 
Also, a culture of collectivism can have a po sitive impact on in-
novation. Several authors have investigated the dependency of 
the individualism/collectivism on the number of patents, inven-
tions and creativity in the economy and discovered a significant 
positive correlation, except for family style collectivism which 
has negative results (Shane, 1993). In terms of the dimension 
of masculinity and femininity a direct impact on creativity and 
innovation has not been proven. In this sense, however, femi-
ninity is a way of management oriented more to people, a low 
number of conflicts and emotional support to employees. In 
this case, men represent assertiveness, hardness and focus on 
material success (Williams & McGuire, 2010). According other 
studies (Kassa & Vadi, 2010; Kassa, 2013), the most innovative 
countries are characterised by a low level of uncertainty avoi-
dance and a low degree of masculinity. Avoiding uncertainty 
may pose organisational culture bar riers. Innovation is often as-
sociated with changes and, therefore, a degree of uncertainty. 
If a country/organisation has negative relationship with uncer-
tainty, it tends to create rules and laws that reduce confusion. 
Individuals in such circumstances may also have less incentive 
to present their ideas and inventions because their ideas and 
inventions may be rejected.

The general level of human capital of a country, which in-
cludes knowledge, skills and abilities of the labour force, is 
considered to be one of most important factors of innovation. 
It can be improved with education which is commonly sup-
posed to positively influence innovation (Kassa, 2016).

3. Purpose
The purpose of this research is to analyse the impact of 

national cultures on business behaviour. In terms of simila-
rity, Ronen and Shenkar (2017) divided European countries 
into several groups: the Nordic countries (Sweden, Norway, 
 Denmark, Finland), the Anglo-Saxon countries (Great Britain 
and Ireland), the Latin countries (France, Spain, Portugal,  Italy 
and Belgium), the German countries (Germany, Austria and 
Switzerland) and the East European countries (the Czech Re-
public, Estonia, Hungary, Slovakia, Poland, Slovenia, etc.). For 
the purpose of this study, we select 2 sample groups which 
contain a similar number of respondents in order to provide 
a comparison, as well as a statistical evaluation, which tells 
about the behaviour of the total population. We have divided 
the respondents into a group of Czech companies (CZ) with 
419 respondents and a group of Austrian, German and Swiss 
companies (AT, DE, CH - the German countries) with 574 re-
spondents. AT, DE, CH businesses represent a group of more 
developed countries and achieve higher rankings in innovation 
rankings, while Czech enterprises are considered  weaker in-
novators. These two groups were chosen also because their 
geog raphical proximity and economic connection, however 
a different cultural aspects. To conduct a deeper analysis of 
companies from the selected sample groups, we have ana-
lysed both groups with regard to the stage of maturity of com-
panies in terms of starting, growing and mature businesses.

4. Sample data and collection
The sample data were obtained within a research pro-

ject, which was conducted during the 2015-2018 period. The 
data were collected by means of an electronic questionnaire 
in 2015 and 2016, with a sample of 419 CZ companies and 
574 AT, DE, CH companies, and compared with the newest 
European Innovation Scoreboard 2017 (results from 2016). 
The respondents were the owners, managers and employees 
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Tab. 1: Percentage of companies of the selected sample groups with answers to the question 
about the level of pro-innovation culture in their countries evaluated as 3 or 4 on the scale 

(Part 1)

Source: Compiled by the authors

Tab. 2: Percentage of companies of the selected sample groups with answers to the question 
about the level of pro-innovation culture in their countries evaluated as 3 or 4 on the scale 

(Part 2)

Source: Compiled by the authors

of companies, who oversaw various sectors. We analysed 
87 starting, 249 growing and 657 mature businesses.

In the survey, the respondents were asked to answer the 
question: «What is the level of pro-innovation culture in your 
country?», where they could choose from the numerical as-
sessment on a scale from 1 to 4. The meaning of the numeri-
cal evaluation was as follows: 

1 - very low, not existing; 
2 - quite low; 
3 - medium, medium high; 
4 - very high.
When evaluating the data, we used the basic descriptive 

statistics and calculations of the mean percentage. When ana-
lysing the differences between the groups surveyed, (CZ and 
AT, DE, CH enterprises), we used nonparametric chi-square test.

5. Results 
Czech companies have 

a much deeper fear of know-
hows being stolen than the 
Austrian, German and Swiss 
companies do. Similarly, they 
perceive a higher level of ad-
ministrative burden. Converse-
ly, AT, DE, CH companies have 
a higher level of presenting 
positive role models, as well 
as a higher level of encourage-
ment to innovation and crea-
tivity in education. (Figure 2).

The following Table 1 and 
Table 2 show the percentage 
of companies representing 
the two groups of AT, DE, CH 
and CZ businesses, who re-
sponded to the question with 
the evaluation of 3 or 4. Sta-
tistically significant differen-
ces were found in the issue 
of encouragement to innova-
tion and creativity in educa-
tion, the fear of know-hows 
being stolen, the level of the 
 presentation of positive role 

models, the partners’ confidence in the benefits of mutual co-
operation, culture and the ability to see opportunities.

The areas which indicated a statistically significant diffe-
rence between the groups surveyed were further analysed in 
terms of the maturity stage of the companies (Table 3). The dif-
ferences between starting, growing and mature AT, DE, CH and 
CZ companies can be observed in the question about provi-
ding encouragement to innovation and creativity in education. 
Among CZ businesses, a high level of incentives was seen by 
starting companies (52%), yet it was not so high in the group 
of growing (28%) and mature businesses (31%). In the group 
of AT, DE, CH companies, on the contrary, most businesses 
that perceive a high level of encouragement to innovation and 
creativity in education are mature businesses (53%), start-ups, 
and growing businesses perceive it less (38%). In terms of the 

Fig. 2: Comparison of the average evaluation of AT, DE, CH and CZ companies on the question about the level of 
pro-innovation culture in their countries

Source: Compiled by the authors
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question about presenting positive role models of successful, 
innovative entrepreneurs, the evaluation of answers given by 
67% of AT, DE, CH mature businesses indicated high or very 
high values, which was 11 and more percent higher than those 
of starting and growing companies. However, in the case of 
CZ companies, it was 40%, comparable with the perception of 
starting and growing companies in the CZ group. Similar diffe-
rences between mature businesses in the CZ group and ma-
ture businesses in the AT, DE, CH group can also be seen in 
questions about confidence in the benefits of cooperation with 
partners, culture and ability to see opportunities.

In other questions, no big difference among the analysed 
stages of maturity has been found in each of the groups.

6. Conclusions
According to the research results, several significant dif-

ferences were identified in the studied groups. To understand 
the interpretation of the results, it is necessary to be aware of 
cultural differences. With regard to the modern market eco-
nomy, the Czech Republic has gradually created its business 
environment. However, the country’s negative experience re-
lating to the collapse of enterprises, as well as the specula-
tive behaviour of some owners or managers, has left its mark 
and lead to cautiousness. At the governmental level, such 

cautiousness and a desire to prevent fraud leads to increased 
administrative and bureaucratic burdens.

The business environment, as well as relations between 
enterprises, is comprehensible in terms of German, Austrian 
and Swiss companies. In particular, it is observed with regard 
to their willingness to cooperate and less anxiety or fear of 
their know-hows being stolen.

Another significant difference in the environment in which 
businesses operate is their source of competitiveness. Star-
ting from the 1990s in the Czech Republic, low operating 
costs (wages, services and infrastructure) and the availabi-
lity of cheap assets have been significant sources of compe-
titiveness. In the advanced economies of Germany, Austria 
and Switzerland, businesses continue to seek innovation and 
strengthen competitiveness on the output side or processes 
in a strong competitive environment. Strategic partnerships as 
a source of competitiveness are only a new trend in busines-
ses in the Czech Republic.

From the social aspect, innovation and entrepreneurial be-
haviour are also affected by education and the education sys-
tem. The old system of education in the Czech Republic was 
not focused on strengthening entrepreneurial behaviour and 
entrepreneurial thinking.
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