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Introduction

Common place to consider organisational culture but extremely rare to
consider national culture;

Yet if culture and strategy are not aligned culture will overwhelm
strategy;

Of the two cultures national culture is the more influential in
determining a groups thinking and behaviour;

Body of literature showing the causation and correlation between some
of the dimensions of national culture and parts of the innovation
process;

Therefore before beginning designing innovation management strategy
managers should be considering the national culture of the country they
are operating in and that of their team members



The innovation process does not occur like pouring wat
into a bucket with a hole in the bottomin the top as ideas

and straight out the bottom as completed products anc
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Different resources, THINKING & BEHAVIOUR
even ecosystems are required for the two stages
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INNOVATIONEIS ARSYCHOLOGICAL &

SOCIAELIRROCESS.
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National

culture

National culture is a shared web | i |
of mental models and resulting the mental

) ] . models that
thinking and behaviour that filter the
transcends the individual. i OIaton
the brain
receives,
Processes,
It has more influence on how we IMET[PIES
_ and designs
think than the response.
Age
Race
Gender
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Occupation

Trompenaarst HampdenTurner (1998)




CULTURAL DIMENSIONS & STAGES OF THE INNOVATION PROCESS
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“Goldilocks” Optimum Performance Zone “Goldilocks” Optimum Performance Zone

Optimum performance
occursin this zone
Inventive but weak High implementation

on implementation but reliant on
external inventionsetc

High initiation
culture ¢ eg
New Zealand
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