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Abstract 
 

 

This Master thesis investigates the aspect of national diversity within boards of directors in 

relation to innovational capacity of the companies which they lead. Two categories of 

organizations have been the focus of this paper: four big international corporations with 

headquarters in the USA, China and Germany and two small and medium-sized enterprises 

in canton Ticino, Switzerland. Elevated innovational capacity of the selected companies is 

predetermined by their belonging to official rankings of world’s innovational leaders. Being 

guided by the Upper Echelon theory, the subjects of the research are analyzed in terms of 

cultural characteristics with the help of Hofstede’s six cultural dimension model, which is then 

projected on the companies’ nature. The reults of the research prove the existence of 

correlation between high level of innovation within the companies and heterogeneous 

composition of their boards of directors demonstrated for all four international corporations 

and a medium-sized local firm. 
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1 Introduction  
 

Contemporary world has become as fast and connected as never before. Development of 

technologies, high speed Internet, fast and efficient means of transportation, massive trend 

of globalization and migration have not only influenced the way humans live but also the 

environment in which people work. Business world has also undergone dramatic changes: 

companies that were once operating locally and consisting of several people grew into 

multibillion world-spread enterprises characterized by diversity and continuous innovation. 

The term “diversity” has become one of the burning topics in fields of economic and 

management literature, also frequently discussed in the media. Tremendous amount of 

articles are raising the issues of demographic diversity in terms of gender and equality at 

workplace, as those by Campbell & Mínguez-Vera (2008), Ruigrok, Peck & Tacheva (2007), 

Francoeur , Labelle & Sinclair-Desgagne (2008) and others. Heterogeneity in terms of 

nationality, ethnical and cultural belonging is a less discovered area, frequently claimed to be 

beneficial for an organization. Nielsen (2010, 2013), Triandis & Eunkook (2002), Shukla 

(2018) and other scientists have dedicated their works to this phenomenon. However, there 

exist gaps in research of national diversity within corporations and their top-level 

management, since the topic is vast and relevantly new. This master thesis will be 

addressing national diversity as the main topic in order to contribute to the expansion of 

knowledge of this modern tendency. 

Being guided by the management theory of Upper Echelon (Hambrick & Mason, 1984), 

which intends that the outcomes of an organization can be to some extend anticipated by 

characteristic features of its top-level team members, this paper will be focusing on the 

boards of directors in companies with high degree of innovation. The companies overviewed 

in the paper are divided into two categories. The first one analyzes four big publicly listed 

multinational corporations, which are named as world’s top innovators by trustworthy sources 

such as Boston Consulting Group, Forbes and Fast Company. The other group consists of 

two innovative companies of small and medium size in the region of Ticino.   

In order to conduct a profound analysis in the area of national diversity related to boards of 

directors, Hofstede’s theory of 6 cultural dimensions is being used as the main tool in this 

paper.   

The objective of the thesis is to see if there exists correlation between national and cultural 

diversity of the corporate board in a firm and its capacity and openness towards innovative 

processes. With the aim of achieving this objective, the research question is being 

elaborated and stated in the section of research methodology. The company-specific 

analysis that takes into consideration organizations’ compositions of directors’ boards and 

the innovation within these organizations ends with quantifiable results and allows to give a 
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clear answer to the main question of the paper and, consequently, prove or reject the 

hypothesis. 

For the convenience of the reader, the structure of the thesis is described below: 

 

Section 2 

• Provides theoretical material on the subject of diversity in the corporate environment 

with particular focus on national /cultural diversity, specificity of multinational work 

environments and evolving trends in the field  

• Explains the focus of the thesis by describing main characteristics of top management 

team, in particular the board of directors and academic theories related to the topic  

• Mentions the methods used in evaluation of innovational capacity of a company  

 

Section 3  

• Describes in detail the methodology used in conduction of both parts of the research: 

empirical and case studies 

• Elaborates and states the question of the research  

 

Section 4  

• Proceeds with the research of the first category of companies (big enterprises)  

• Provides innovation rankings, as the criteria of research sampling 

• Describes, analyzes and tests four companies (Tesla, Salesforce, Meituan-Dianping, 

Bayer) on the hypothesis 

• Concludes the results of the research  

 

Section 5 

• Proceeds with the practical research of the second category of the companies (small-

medium enterprises) 

• Describes, analyzes and tests two local companies (Cippà Trasporti, Cholley SA) on 

the hypothesis 

• Concludes the results of the research  

 

Section 6 

• Includes the results of the work 

• Discusses the two types of research conducted in previous sections  

• Draws conclusions and practical observations achieved during the research  
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2 Literature review 
 

2.1 Diversity in the corporate environment   
Nowadays, diversity at workplace is rapidly increasing and becoming a norm for big 

multinational corporations, as well as for smaller international companies. According to 

Cambridge dictionary, diversity is “the fact of many different types of things 

or people being included in something; a range of different things or people” (Cambridge 

University Press, 2019). Diversity in corporate environment is defined by multicultural 

organizations, the ones that comprise different nationalities among their employees (Lauring 

& Selmer, 2011). In the following paragraphs, related studies and scientific literature that 

vividly illustrate the presence and essence of diversity in the business world will be 

described.  

It is common to associate diversity with positive outcomes, which is not wrong, however, 

earlier studies like the one by Maznevski (1994) suggest that not always diversity in the 

company stimulates performance and leads to efficiency in the internal processes. According 

to her findings, homogeneous groups perform better when it comes to decision making. The 

author agrees, that diversity could lead to better performance through enhanced integration 

and communication within the group (Maznevski, 1994). According to McKinsey research 

(Hunt, Layton , & Prince, 2015), diversity became a competitive differentiator in the modern 

business world. Diverse firms experience the raise of numbers as a result of significant 

increase of financial returns and the market share over time. The key to successful 

performance is in better mastering of decision making processes, improving in fields of 

customer orientation, employee satisfaction and top talent winning, characteristic for 

heterogeneous collective (Hunt, Layton , & Prince, 2015).  

Diversity as a term is usually classified in two categories: demographic or observable and 

cognitive or non-observable. The first includes age, race, ethnicity and gender, while the 

second one focuses on personality characteristics, education, knowledge, values, perception 

(Erhardt, Werbel, & Shrader, 2003). 

Scholars have done significant amount of research and published papers about diversity in 

workplaces. In order to give reader a clear idea about types of diversity and possible gaps in 

the research, some of them are mentioned in the following paragraphs.  

Nielsen & Nielsen (2013) believe that in order to capture the impact and essence of diversity, 

it cannot be treated as a generic unidimensional concept, but should be analyzed by single 

attributes. In her work, Nielsen puts focus on the nationality diversity of the top management 

team of Swiss firms and claims that representatives of various nationalities as well as 

possessors of international experiences are more eager to make foreign market entry 

decisions and, consequently, stimulate the better performance (Nielsen, 2010).  
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Erhardt, Werbel and Shrader (2003) look in detail at the gender and ethnic heterogeneity in 

the board of directors of 127 large US companies. Interestingly, it appears that women and 

minorities are more effective decision-makers, since they have to outperform their white male 

colleagues in order to reach high expectations and qualification standards that are set for 

them by the society. Another aspect that is detected in their study is that people of the same 

race and gender can usually be less critical towards each other’s opinions and ideas. 

Moreover, a broader information base brought by diversity within a company provides a more 

effective input into the decision-making process. Overall, the research proves positive 

correlation between diversity and firm’s performance (Erhardt, Werbel, & Shrader, 2003).  

Lauring and Selmer (2011) focus on the language diversity within multicultural organizations. 

The authors explore the relationships between language, knowledge sharing and 

performance. The results of the study demonstrate that common language (such as English, 

for example) stimulates the knowledge sharing process and increases performance in the 

organizational environment related to management communication but does not play 

significant role in the informal inter-staff communication (Lauring & Selmer, 2011).  

The cognitive side of diversity in goods manufacturers’ top management teams is mentioned 

in the paper by Talke, Salomo and Kock (2011). The authors make their focus on the values 

and cognitive bases influenced by education and work experience of individuals. The study 

demonstrates that there exists a rather weak connection between board’s diversity and firm 

performance. However, it is claimed that such diversity facilitates proactive innovation 

orientation and should be promoted in companies (Talke, Salomo, & Kock, 2011).  

As seen from the literature review, diversity is a burning topic and is believed to have 

numerous benefits for the development and prosperity of businesses at the national and 

international scale. It is, though, important to make a clear focus in order to gain 

representative results. That is why this master thesis is concentrating on the nationality as 

the key criteria for comparison and analysis.  
 

2.2 The concept of national diversity  
 

There exists a direct correlation between the individual personality and national origin. 

Genetic, environmental, cultural and the resulting socialization patterns shape personality1 

(Triandis & Eunkook, 2002). An individual sees and perceives the world through their own 

paradigm, their own lens that is created by accumulation of experiences in life. Several 

scientists have dedicated their time to exploring the subject of national culture, which, without 

doubt, is tremendously important part of an individual.  

                                                
1 Personality is a configuration of cognitions, emotions, and habits activated when situations stimulate their expressions.   
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Triandis & Eunkook (2002) pay special attention to the ecology of origin i.e. biological 

conditions (e.g., hot or cold climate), which influence within-group similarities and between-

groups differences, create the so-called “evoked culture” and predetermine homogeneity or 

heterogeneity of the national culture. In their work, authors describe types of cultures that 

have tremendous influence on the personalities’ perception of the world, behavior and major 

values: individualism, in which individuals value independence, self-feeling, justice, 

uniqueness most, and collectivism, characterized by fitting inside of the group, following the 

rules and norms of the surrounding and maintaining long-term relationships. It appears that 

homogeneous cultures tend to be tight and, consequently, predisposed to collectivism, while 

the nations that historically evolved as heterogeneous are loose and individualism-oriented 

(Triandis & Eunkook, 2002).  

Geert Hofstede, the founder of comparative intercultural research, uses another perspective 

in detecting the national cultural differences in macro terms. He views nationality as one of 

the definitions of the culture, precisely in the political, social and managerial contexts 

(Hofstede, 2011). According to his findings in the areas that deal with multinational teams, it 

is detected that the norms and values, received by a person in the early age by informal 

institutions are very strong and, consequently, are very unlikely to significantly change 

through subsequent experiences. This phenomenon is called national culture. The model of 

six cultural dimensions created and added by professor Hofstede (2011) is a perfect model 

for analyzing the country specific cultural predisposition in the following constructs (see 

Figure 1):  

 

1. Power Distance, or in other words, the level of inequality in the society and presence of 

hierarchical structures;  

2. Uncertainty Avoidance indicates the extend to which society tolerates surprising and 

unstructured situations or unknown future; 

3. Individualism versus Collectivism, related to the strength of ties and relationships within 

society;  

4. Masculinity versus Femininity stands for value orientation for both men and women in the 

society: assertive and competitive versus modest and caring;  

5. Short Term versus Long Term Orientation, or focus on past and present and preference of 

steadiness versus orientation towards future and acceptance of changeability;  

6. Indulgence versus Restraint indicates the gratification, joy of life and fun versus control 

and existence of strict social norms. 
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Figure 1 
 

 
The Hofstede’s model of six cultural dimensions by Corporate Finance Institute (2019)  

 

Based on multiple researches worldwide, there has been created a tool that scores 76 

countries in the six cultural dimensions described above (Hofstede Insights, 2019). This tool 

is used in the fourth and fifth sections of this paper as a theoretical background for analysis 

of the results of the research.   

Nevertheless, there has been criticism of the Hofstede’s cultural dimensions paradigm, firstly, 

since the model does not take into consideration the variability within a country and, 

secondly, the results obtained by researchers using this instrument are generalizable only at 

the national level (Mazanec, Crotts, Gursoy, & Lu, 2015). Mazanec et al. (2015), in turn, in 

their research prove that Hofstede’s cultural dimensions could be also measured at the 

individual level.  

Understanding ones cultural background makes it possible to comprehend their interpretation 

and reaction to strategic issues, which vary depending on person’s origin (Schneider and 

DeMeyer, 1991). That is why nationality is taken as the measuring unit of diversity in this 

master thesis.  Being guided by profoundness of the decade-long research done by 

professor Hofstede and other respectable academics in the field of national culture, the six 

cultural dimensions paradigm can be considered the most complete and applicable tool for 

analyzing nationality-related issues.  
 

2.3 Specialty of multinational teams  
 

Due to active globalization of workforce in the corporate environment, multinational, or also 

called multicultural, teams (where members represent two or more national cultures) become 

a unit for nationality- and culture-centered research (Earley & Gibson, 2002).  Management 

literature views the phenomenon of multiculturalism in companies’ teams from two 

perspectives. Diversity as stimulus, something that acts beneficial and enriching for the team 
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processes, creativity and, eventually, firm’s performance, and the opposite- diversity as a 

barrier and something that slows down the group dynamics and leads to dissonance and 

poor performance. To get a clearer idea, the next paragraphs are dedicated to review of the 

literature in this field.  

Hoever et al. (2012) believe that multicultural teams have a great potential due to their 

access to diversity of perspectives and knowledge originating from their national cultures. 

Homogeneous teams appear to have limitations due to lack of multiple perspectives. 

Heterogeneous teams produce more creative solutions than homogeneous teams when 

engaged in perspective taking, which is a potent medium for revealing team creativity 

(Hoever, van Knippenberg, van Ginkel, & Barkema, 2012). Differences within multinational 

work group and the above mentioned perspectives actuate a more careful elaboration of 

task-relevant information and stimulate team’s reflection on its own functioning (van 

Knippenberg & Schippers, 2007). Studies mention that multinational groups and their 

problem-solving processes can be more efficient in complex, uncertain situations (Talke, 

Salomo, & Kock, 2011), meaning that tasks that require multifarious decision-making and 

critical strategic reasoning under ambiguous circumstances can be better handled by a team 

with diverse members. 

From a more practical point of view, national team diversity also brings diversity of expertise, 

ideas, skills and information. This is due to differences in social and educational backgrounds 

of the participants (Ayub & Jehn, 2006) (Hofstede, 2011). Such teams undoubtedly have 

strong advantage compared to homogeneous systems. Interestingly, diverse multicultural 

environment also drives the team learning behavior (van Knippenberg & Schippers, 2007). 

To sum up, groups that consist of multinational individuals usually posses multiple unsimilar 

perspectives, skills, knowledge, perform better in difficult situations and in decision-making, 

have solutions that are more creative, are more self-critical and eager to learn throghout the 

working process. 

Cultural differences are a great resource for the company but they can also become a barrier 

for harmonic workflow. They often lead to social categorization processes,characterized by 

stereotypic perceptions of outgroup others, biases, lower level of trust, unwillingness to 

cooperate, unfavorable attitudes and fraught interaction with dissimilar ones, which, as a 

result, affect group functioning (van Knippenberg & Schippers, 2007). Nationalism may also 

be present within diverse groups. It is known for having harmful effect on the group 

interaction and cooperation (Ayub & Jehn, 2006). Moreover, cultural differences  between 

people may lead to disagreements and task conflicts (van Knippenberg & Schippers, 2007).  

When dealing with multinational environment, a number of critical elements can arise, which 

may influence the company’s performance in both positive and negative way: different 

cultures, viewpoints, norms, routines, languages, beliefs, values, perceptions, traditions, 

goals and many other aspects. In conclusion, it is possible to say that teams with 
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multinational members highly benefit in the task-related issues but face relational and 

communicational problems from their diversity. However, it is inevitable that multinational 

teams are coming to be increasingly important, since they have become one of the best tools 

for creative collaboration in the modern corporate world (Jang, 2017). 
 

2.4 Emerging concepts and current trends 
 
The importance of diverse teams is undisputed, however, the ways to efficiently manage 

heterogeneity at workplace are not many.  

One of the new concepts in this field is cultural brokerage by Jang (2017). The concept 

focuses on diversity in national culture and puts multiculturals2 as the mediating figures in a 

culturally diverse team. In other words, cultural brokerage facilitates interaction between 

actors of different national origin and does so with the help of multicultural representative, 

who can be both cultural insider and cultural outsider (Jang, 2017). The author concentrates 

on creative work teams and distinguishes eliciting and integrating knowledge from various 

cultures as two major types of cultural brokerage. Usually, type of brokerage depends on the 

cultural overlap3 that exists between team members and normally has the following pattern: 

full cultural overlap- integrating, no cultural overlap- eliciting. The concept primarily helps 

increase the average level of creativity of each individual within the team and can be used as 

means of creative performance enhancement in the multicultural environment. Jang (2017) in 

her study highlights the importance of a multicultural member within a multinational team as 

the main influencer of group processes destined to reach the maximum collective creativity 

and team performance.  

Connected, digitalized, globalized modern world shapes business environment as a whole 

and single actors within. It is important to possess knowledge about various cultures to fit in 

the diverse workplace. Ang and Van Dyne (2008) call the capability to interact, relate and 

work with people from different cultural regions- the cultural intelligence (CQ). It has four 

aspects: motivation (CQ drive), cognition (CQ knowledge), meta-cognition (CQ strategy) and 

behavior (CQ action) and can be measured and developed. The assessment can be applied 

to both individuals and corporations to give a better comprehension of the level of cross-

cultural integration one experiences.  

                                                
2 “Individuals who have internalized two or more cultural schemas (Hong et al. 2000), can play in culturally diverse collectives 

(e.g., Brannen and Thomas 2010, Hong 2010)” (Jang, 2017) 

3 “The extent to which an individual shares cultural membership with others in the team” (Jang, 2017) 
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The concept of cultural identity configurations researched by Lee, Masuda and Fu (2018), 

states that there is a connection between individual’s culture-related identities4 and their level 

of cultural intelligence and leadership perception, which directly influence team’s dynamics, 

collaboration and performance. The researchers focus on representatives of multinational 

self-managed teams exposed to multiple cultures simultaneously and measure their home 

(country of origin, belonging), host (country where the teamwork takes place) and global 

identity5. Team members that demonstrate strong culture-specific identities (home and/or 

host) and weak global identity normally show high levels of cultural intelligence, which allows 

them to function well in the multicultural environments. Representatives with high global 

identity and low home and host ones are often perceived as the group leaders due to their 

neutral and fair position towards various cultural groups. Interestingly, individuals with low 

home and high host score are the least favorable of becoming leaders, since they are 

associated with the ones that are losing their national cultural roots while trying to assimilate 

with the culture of the country they are in (Lee, Masuda, & Fu, 2018). A comprehensive 

global acculturation model (see Figure 2), the result of this research, can be an appropriate 

tool for critical distribution of working positions within the company.  
 
Figure 2 

 
By Lee, Masuda & Fu (2018) 

 

The review of existing literature related to national and cultural diversity in companies has 

shown that heterogeneity is precipitously penetrating the workplace in all sorts of modern 

companies. A range of new concepts and tools is emerging in order to help understand, 

manage and benefit from this prevailing phenomenon. This work is making its focus on 

heterogeneity of specific teams: the top management teams (TMTs), specifically the boards 

of directors.  

                                                
4 Represent the sense of solidarity with the ideas, beliefs, behaviors and attitudes of a cultural group (one’s own and other), 

describes the feelings, thoughts, beliefs of a person about themselves (Lee, Masuda, & Fu, 2018) 

5 Global identity is an individual’s sense of belonging to and identification with the social group of the whole world from which 

multicultural team members come (Shokef & Erez, 2006), also “defined as a sense of belongingness to mankind in a global 

community that transcends national boundaries and cultural divisions” (Lee, Masuda, & Fu, 2018) 
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2.5 The focus on TMT  
 

The decision to focus only on the top management (TMT) was made in order to position this 

project as feasible and representable. As claimed by Hambrick and Mason (1984) in their 

upper echelon theory (see Figure 3), the company, its strategy, performance and culture are 

directly connected with and are being the reflection of its top management team. In 

particular, the model emphasizes the psychological and observable characteristics of the 

board.  
 
Figure 3 

 
By Hambrick and Mason (1984) 

 

The framework has been reviewed and completed by a more recent publication by Carpenter 

et al. (2004) dividing the top management team’s characteristics section into theoretical 

construct of members’ demographics, with bigger focus on individuals, and the mediators of 

their demographic effects, with focus of team dynamics (see Figure 4).  
 
Figure 4 

 
Stylized model of upper echelons perspective by Carpenter, Geletkanycz & Sanders (2004) 
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In both variants, the upper echelon framework bases on the diversity factors of the company 

leaders, such as for example, age, functional tracks, nationality, education, heir apparency 

and others. This model can allow conducting the research analysis by tracing the possible 

existing relation between TMTs’ nationality compositions and companies’ innovation, as the 

final performance measurement.  

Heterogeneity of the top management team appears to be beneficial when dealing with low 

complexity level decisions, but crucially harms firm’s performance in cases of high complexity 

level tasks (Carpenter, 2002). Interestingly, with the time the demographic effects become 

weaker, meaning that the executives are getting less affected by their differences 

proportionally to time passing spent working together (Carpenter, 2002). There have been 

identified numerous aspects that help multinational teams at the top level increase 

understanding when working together and promote the use of their differences to elevate the 

organization’s performance. Primarily, considering the linguistic differences, comprehension 

of a common language is considered one of the key factors for knowledge sharing and is 

directly associated with performance (Lauring & Selmer, 2011). Moreover, multicultural top 

teams, consisting of global identity leaders, directly affect innovation within the company and, 

as a result, its performance by fostering shared innovation goals and motivating for 

communicational inclusion, which provides team members a deeper understanding of 

another’s knowledge, perspectives and capabilities (Lisak, Erez, Sui, & Lee, 2016). Enabling 

innovation, along with shaping the company’s innovation strategy is seen as the central task 

of TMTs, whilst diversity within firm’s board brings diversity of perspectives and, 

consequently, an array of company’s innovation strategies. It has a direct positive influence 

on the performance indicators (Talke, Salomo, & Kock, 2011). 
 

2.6 Board of directors  
 

In order to give the reader full comprehension of the material that is collected and analyzed 

in the sections of company-specific investigation, it is necessary to look more in detail at the 

types of players that can be part of the board of directors. McCabe and Nowak (2008) 

classify directors into three categories: executive, non executive but not independent, and 

non executive and independent (see Figure 5). The executive directors usually participate as 

members of the corporate board in the capacity of chief executive officer (CEO) or an 

executive, in some cases they may combine their role of CEO and chairman6.  Non executive 

but not independent directors are usually bound with the organization by contractual 

relationship, often being major shareholders of the firm, former employees, directors etc. and 

                                                
6 “A chairman is an executive elected by a company's board of directors who is responsible for presiding over board or 
committee meetings” (Chen & Murphy, 2019). 
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have a mission of providing goods and services to the company. The final category, non 

executive and independent directors, also called “outsiders” are individuals who do not have 

material relationship with the company (income), are not employees or suppliers of the 

company, have independent knowledge sources (information) and judgement (mind) 

(McCabe & Nowak, 2008).  

 
Figure 5 

 
Categories identifying different types of directors by McCabe & Nowak (2008) 

The literature review proposed above has tried to make a theoretical introduction to the topic 

and focus of this thesis. The following paragraphs are dedicated to theory of innovation, in 

particular, its evaluation, since it is important to get a clear idea of the multiple components 

that make part of innovation before proceeding to the sections of empirical and practical 

research.  

2.7 Measuring innovation  
 

Innovation is, without doubt, the driver of economic growth and technological progress, one 

of the key criteria for company’s success and financial prosperity. The term “innovation” itself 

is very vast and the ways to measure it are also numerous. The following paragraphs are 

going to describe how scientists and practitioners approach innovation assessment within 

corporate organizations. 

To get a clear understanding of the logics behind various measuring methods, it makes 

sense to relate to the historical development of methods that evaluate innovation. Gamal 

(2011) states that the process of measuring innovation has been viewed as linear for a long 

time. Author claims that two major streams have been developed: one focuses on innovation 

inputs (both tangible and intangible), such as R&D and education expenditures, capital and 

intellectual investments, while the other one takes into consideration the outputs of 
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innovation (both tangible and intangible), such as new products, patents, publications, 

workforce size and experience, and others. Predisposition to one or the other stream can be 

noticed in the generational timeline of innovation assessment indicators (see Figure 6) 

(Gamal, 2011).  
 
Figure 6 
 

 
Extracted from Gamal (2011) 

 

The more recent methods of innovation measurement are being based on internationally 

aligned innovation indexes and indicators with bigger focus on knowledge-related indicators, 

network creation (e.g. clusters, strategic partnerships, intellectual property licensing) and 

favorable conditions for innovation (e.g. demand, infrastructure, public policies) (Gamal, 

2011). Smith (2005) states that there exist major differences in methodology of data 

collection and response rates in various countries, which lead to difficulties when conducting 

cross-country macro comparisons.  

Cooper (2017) famous for being the father of the Stage-Gate system has elaborated on the 

topic of new product-related innovations and introduced the framework called the Innovation 

Diamond (see Figure 7) as a response to multiple systems that influence innovation 

performance within a company. The elements or major success drivers are four (Cooper , 

2017): 

1) A product-innovation and technology strategy, comprising business’s objectives, 

strategic arenas or focus areas and the attack plans (strategic thrust, way of 

competing, globality); 

2) Resource management, that takes into consideration the smart allocation of 

investment by using the right tools, methods and information, and creation of portfolio 

balance and mix between small and big projects with higher risk levels; 

3) Creation of new big ideas with the further passage to development and launch stages 

using an adaptive, agile, accelerated approach;  

4) Presence of an innovative climate, culture, leadership and organization. 
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Figure 7 

 
 

A “Systems Approach” to Winning—The Innovation Diamond by Cooper (2017) 
 

This tool makes it possible to measure innovation of processes in an organization, but does 

not provide specific quantifiable metrics, as some other frameworks mentioned in the 

following paragraphs.  

The recent 2018 edition of Oslo Manual, the guidelines for measurement of scientific, 

technological and innovation activities is a set of surveys with indicators related to business 

innovation (OECD, 2019).  The framework published by OECD and Eurostat aims at 

analyzing national systems of research and innovation, along with contributing to the 

intergovernmental discussions about policy making. It makes major focus on assessment of 

business innovation activities, capabilities of firms to innovate, knowledge flows, objectives 

and outcomes brought by innovation and external factors that influence innovation of 

companies. The Oslo Manual provides also information on methods of data collection and 

analysis (OECD/Eurostat, 2018). When evaluating the guidelines as a framework, it is 

possible to state that it can be a suitable tool for making international comparisons on a 

country level (Gamal, 2011), however, does not fully work when confronting companies.  

The innovation radar, framework proposed by Sawhney, Wolcott and Arroniz (2006) (see 

Figure 8), evaluates the innovativeness of business from the perspective of 12 dimensions, 

anchored by 4 question words: what (offerings), who (customers), how (processes) and 

where (presence). Authors highlight that radar can reveal strengths and weaknesses of a 

company and, when benchmarked with competitive businesses, the framework helps identify 

or correct strategic approaches considering the arising opportunity windows. The research 

conducted with innovation-related companies has demonstrated that for an organization to 

have sustainable success, it is important not to be limited by focusing on a particular 

dimension (pattern characteristic for most companies within a given industry) but to develop 

itself in a multisided 360-degree way (Sawhney, Wolcott, & Arroniz, 2006). This framework is 
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suitable for an in-depth business innovation analysis of a firm and processes related to it with 

the further possibility of confrontation of several companies. Positioning on the specific 

meridian of each ray of radar can serve as illustrative metrics for evaluation of company’s 

situation in terms of innovation capacity. 
 
Figure 8 

 
Innovation radar by Sawhney, Wolcott and Arroniz (2006)  

 

 

Another tool that relates to innovation measurement is called the Global Innovation Index. It 

is an annual evaluation and ranking of 129 countries based on input-related criteria, such as 

institutional presence, education, political, regulatory and economic environments, ecological 

sustainability, infrastructure, market sophistication etc. and output-related indicators, as, for 

example, creation, impact and diffusion of knowledge, results of creativity offline and online 

and others. Positioning of the innovation performance of a given economy on the list of 

nations helps facilitate evaluation of innovation progress for policy-makers, business leaders, 

involved stakeholders and, moreover, encourage public-private dialogue (Cornell INSEAD 

WIPO, 2019). The Global Innovation Index is considered more of a register rather than tool, 

however, the indicators that measure innovation can be applied in a variety of cases different 

from country comparison, as for instance, in evaluation of inputs and outputs within a 

corporation as part of innovation process.  

The companies that are subjects of the empirical research of this paper have been measured 

in terms of innovation by methods proposed by BCG, Forbes and Fast Company. These 

methods and the resulting innovation rankings are mentioned further in detail in Section 4.1.  
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3  Research methodology  
 

The paper is aimed to test the validity of the chosen hypothesis “there exists correlation 

between company’s innovation and the national composition of its corporate board” on two 

types of research subjects.  

The first one includes 4 big corporations, which are Tesla, Salesforce.com,Inc., Meituan-

Dianping and Bayer, that are active internationally and are at the moment of the research 

publicly listed (Section 4.2). The probability of diverse environment is more apparent in large 

organizations which are ooerating in various countries. Moreover, the chance that the board 

of directors has representatives from multiple cultures is also much higher in this case. The 

other criteria for the choice of these particular subjects is their belonging to the rankings of 

top innovative companies in the world as for the year 2019. Since the aim of the research is 

to detect the link between nationally diverse leadership of an organization and its innovative 

capacity, lists of leading innovators, created by reliable sources such as BCG, Forbes and 

Fast Company, serve as the best indicators of innovational activities of the business. The 

measurement methods that evaluate innovation of various companies worldwide used by 

these sources in the process of creation of rankings consider multiple aspects that construct 

and influence innovation within these companies. Lastly, subjects of the research must be 

originating from different countries and represent different sectors. The reason behind it is 

that some countries may be more open to diversity than other ones and, consequently, have 

a natural predisposition to creation of multicultural work environment. The subjects are 

representatives of the USA, China and Germany. For the same reason, in order to avoid 

widely-spread patterns of behavior, processes and influences by specific characteristics of 

some sectors, the four big companies are operating in the following sectors: automotive and 

pharmaceutical, as representation of traditional industries, and  cloud computing and e-

commerce as depiction of modern business spheres.  

The second typology of the companies are small-medium enterprises in the region of the 

Italian part of Switzerland, canton Ticino (Section 5). Two companies, which are regional 

innovators, Cippà Trasporti and Cholley SA, are the practical case studies of this thesis. 

They have been the subjects of observation for the duration of 6 months which concluded 

with interviews with their directors. Cippà Trasporti is currently undergoing the process of 

change from being a privately owned company with sole director-proprietary to creation of 

board of directors with diverse backgrounds, while Cholley SA has recently experienced the 

change of shareholding and, consequently, recomposition of its board of directors, which is 

currently being represented by citizens of two different countries. Two reasons make these 

companies suitable for the research of this thesis. First of them is the development of these 

enterprises towards national diversification within their boards. Second is that both 
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companies are having majority of their business activities outside of Switzerland which 

tremendously influences their internal culture.   

Data about organizations, their boards of directors and innovative activities are gathered 

online from official company websites, company and anlytical reports, Orbis database, 

scientific and media sources. The case studies have additionaly undergone personal 

interviews.  

The following paragraphs describe the structure of the analysis, the question of the research 

and methods used in proving the hypothesis. 

The analysis of the companies begins with a short description of the business, suceeded by 

an in-depth look at the composition of the board of directors, the focus of the research. 

Afterwards, the main characteristics of the board such as nationality, ethnicity, education, 

fields of expertise and industries of previous experience are identified. The main analysis is 

based on the model of six cultural dimensions by Geert Hofstede (Hofstede, 2011), where 

nationalities of the board members are analyzed on each dimension and then projected on 

the organization, internal and external processes, relational models as well as the overall 

culture within the company. The innovative processes are also included into the analytical 

part in form of facts which describe characteristical features of companies under various 

cultural dimensions.  

Given that data collected in both categories of companies have qualitative nature, 

quantification of the results is necessary to prove or reject the hypothesis. The question, that 

allows to calculate positive or negative (in relation to given hypothesis) results and prove 

correlation between national diversity of board of directors and innovation capacity of a 

company, has been developed as following: “Are the characteristic features of nationalities 

on board of directors of the company in line with the characteristics of the company itself?”. 

Where the characteristics along with innovational processes are being described with the 

means of six cultural dimensions throughout the company-specific analysis of the board 

composition.  

The checklist-tables with six cultural dimensions, created to draw the conclusions of the 

nationality-related analysis for each company, answer the research question. Afterwards, the 

conclusions are drawn in order to relate to the main hypothesis with the following discussions 

of the observed phenomenon. 
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4  Empirical research  
 

4.1  Innovation rankings  
 

In this paper rankings of the most innovative companies for 2019 are being the criteria for 

evaluating the innovation capacity of organizations. 

The first one is issued by Boston Consulting Group (BCG) in the report about the most 

innovative companies of 2019 including the ranking (see Figure 9). The report strongly 

emphasizes companies’ innovation by means of modern technologies such as artificial 

intelligence (AI) and platforms7, and formation of ecosystems8 (Ringel, Grassl, Baeza, 

Kennedy , Spira , & Manly , 2019).  
 
Figure 9 

 
2019 Most Innovative Companies by BCG 

 

It is claimed that firms that are strong innovators actively open to external innovation and 

partnerships, as well as orient towards constant self-reinvention and change. Leaders of the 

                                                
7 “Platforms are technologies that provide a foundation for developing other business offerings” (Ringel, Grassl, Baeza, 
Kennedy , Spira , & Manly , 2019).  
 
8 Ecosystem is a complex network that leverages a range of partners that pull together the underlying technologies, 
applications, software platforms, and services needed to produce an integrated solution (Ringel, Grassl, Baeza, Kennedy , Spira 
, & Manly , 2019).  
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BCG ranking actively invest in AI, since, firstly, it helps improve internal processes of the 

organization and, secondly, it helps increase the revenue growth by predicting demand, 

optimizing marketing, personalizing customer experiences and services, speeding up the 

innovation cycles (Ringel, Grassl, Baeza, Kennedy , Spira , & Manly , 2019). Artificial 

intelligence requires specific expertise and talent in order to overcome the “AI paradox”9, that 

is why innovational companies often use services of external vendors and, as a result,  

thoroughly construct data protection and ownership agreements. Digital technologies also 

stimulate companies to create collaborative platforms, as sources of various capabilities and 

data, for developing new business models, innovative products and services. Such platforms 

enable formation of ecosystems by bringing multiple players together often bond by similar 

goals, like for example, money, knowledge, skills, community etc. Interestingly, ecosystems 

vary by the way they are organized: some tend to have hierarchical structure with powerful 

orchestrator at the centre, others depend on multifacet interactions among participants; and 

by the purpose they serve: building capabilities, developing new products and services, 

collecting and using data, gaining access to IP, merging physical and digital channels, 

advancing new technologies (Ringel, Grassl, Baeza, Kennedy , Spira , & Manly , 2019).  

Fast Company has also created a list of the fifty most innovative companies in 2019 (see 

Figure 10). The selection of leaders is chosen by the following criteria- most profound impact 

in industry and culture. Ranking represents businesses in 35 industries and all regions of the 

planet (Fast Company, 2019).  
 
Figure 10 
 

 
World’s most innovative companies 2019 by Fast Company (2019) 

                                                
9 “AI paradox is the ease of achieving powerful results with AI pilots and the difficulty of replicating those results at scale” 
(Ringel, Grassl, Baeza, Kennedy , Spira , & Manly , 2019). 
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Forbes is another publisher that issues yearly ranking of the most innovative companies 

(Forbes Media LLC, 2019). The 50 leaders of  2019 are exhibited in the figure below (see 

Figure 11). The list excludes industries that do not invest in innovation, and the ones that 

have no measurable investment in research and development (for example, financial 

services). The industries which rely on commodity prices, such as energy and mining also do 

not make part of the ranking. Innovation premium10 is being the main criteria of firm’s position 

in the list (Dyer & Gregersen, 2018).  
 
Figure 11 
 

 
The world’s most innovative companies by Forbes (2019) 

 

4.2  Company-specific analysis  
 

Four companies, from the world’s leading innovators, are discussed, described, analyzed 

and compared in this section of the thesis. They are part of the rankings mentioned in the 

previous paragraphs and are all public companies. These companies represent various 

industries and are based in different countries of the world. In the following paragraphs, the 

short description of firm’s characteristics, its main activities and numbers is stated to give the 

reader an overall idea of the business. Description is followed by the detailed description of 

the composition of board of directors with further analysis from perspectives of Hofstede’s 

cultural dimensions’ and the Upper Echelon’s paradigmes, as the main focus and interest of 

this paper. The section includes review of up-to-date information about organizations and 

their innovational capability, which allow to conduct the comparison between theory and 

reality of chosen companies. The conclusive section quantifies gathered information by 

answering the research question and produces results, relevant for proving the hypothesis 

                                                
10 Innovation premium is the difference between market capitalization of the company and the net present value of its cash flows 
from existing (Dyer & Gregersen, 2018) 
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It is important to state that innovational activities of the companies are triggered by 

organization as a whole: their corporate culture, talent pool, structure, processes etc. This 

section will try to explain the fundamental mechanisms that allowed each of these companies 

occupy leading world positions of innovators by referring to the board of directors. 
 

4.2.1 Company 1 
 
Figure 12 

 
Elaboration of the author. Sources used:  Musk (2006), Tesla (2019), Bureau Van Dijk (2019) 

 
Board of directors 
 

Tesla’s board of directors is composed of 9 representatives according to Tesla (2019): Elon 

Musk, Robyn M. Denholm, Ira Ehrenpreis, Larry Ellison, Antonio J. Gracias, Steve Jurvetson, 

James Murdoch, Kimbal Musk and Kathleen Wilson-Thompson (Tesla, 2019). Reuters 

(2019) also states Bradley W Buss and Linda Johnson Rice as independent directors of the 

board.  
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According to Upper Echelon’s theory, previously discussed in the section of theorethical 

background, the outcomes of a company, its innovational capability and successful strategy 

are dependant and can be partially predicted by the characteristics of its top level 

management team. The board of directors of Tesla is heterogeneous in terms of gender 

(three women, nine men), ethnicity (two black representatives, one hispanic, nine are 

caucasians), education (all members with higher education in various sciences), fields of 

expertise and industries of previous expereinces (automotive, financial, gastronomical, 

pharmaceutical, media communications, arts etc.). Diversity stimulates variety of views and 

opinions, which result in generation of strategic choices by Tesla’s board. It can be claimed 

that such miscellaneous vision and different perspectives of the directors, their inputs serve 

as one of the key drivers of innovation within this organization.  
 
National composition  
 

Tesla’s board is diverse in terms of nationality. Major group of representatives are 

Americans. There is one Australian, one British and one South African citizen.  

The following figure (see Figure 13) illustrates the comparison of the United States of 

America, Australia, United Kingdom and South Africa, the countries whose citizens lead 

Tesla, in terms of six cultural dimensions, proposed by Hofstede.  
 
Figure 13 

 
Country comparison extracted from Hofstede Insights (2019) 
 

Power Distance  

 

The USA, as the leading country of representation of Tesla’s board, is scoring 40 on this 

dimension, meaning that the company values uniqueness of individuals and, consequently, 

accepts the unequal distribution of power within organization based on expertise of the 

professionals. Hierarchy is rather established for convenience, communication remains 
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informal and participative, managers are accessible and individual employees are being 

frequently consulted. In contrast, South Africa has higher score (49) and presumes that strict 

hierarchy with autocratic leaders is a norm within society and does not need  justification. 

The country scoring the lowest on this dimension  is Britain (35), demonstrating 

disagreement towards societal inequality, which, interestingly, derives from historically 

developed notions: birth rank is an important aspect of the culture, however, the place of 

birth should not become a limitation. Australia is closer to UK in this dimension and scores 36 

(Hofstede Insights, 2019).  

Overall, none of the nations is strongly adherent to classical hierarchical system and 

bureaucracy, meaning that Tesla’s directors would rather choose vertical organization with 

widely spread communicational system on all levels of the company without strong 

subordination. However, in reality Tesla has a classical hierarchical system based on 

functional division of business units (finance, technology, global sales and service, 

engineering, legal) and geografical division for financial reporting (US, China, Norway, 

Other). Moreover, company is known for its strong centralization of power at main 

headquarters with almost no support of autonomy of other offices. Such type of internal 

corporate organization helps Tesla have full managerial control over worldwide operations, 

as well as fastly and efficiently implement new strategies. Rigid centralization can be limiting 

due to the fact that regional offices, when not having enough autonomy, do not posses power 

to fastly react and increase the level of local competitiveness (Meyer, 2018).  

Summing up, it is seen that in the power distance dimension there are obvious differences 

between cultures, striving for power equality at the workplace, present on board of Tesla and 

its purely hierarchical organizational structure.  
 
Individualism  
 

On this dimension American nation scores maximum number of points (91) positioning itself 

as the culture in which individuals tend to take all responsibility over themselves and their 

closest family, without relying on authorities or other people for support. Americans welcome 

displaying initiative at the workplace and proactively approach others with the aim of 

obtaining necessary information. Promotions and hiring decisions are majorly based on 

merit, contractual relationship considers mutual advantage of both sides. The representatives 

of this culture are very open to interaction with strangers, being also excellent joiners, which, 

however, impedes creation of deep friendships. Australia (90) and the UK (89) are positioned 

very close to the United States on this cultural dimension. South Africa shows a slightly 

different result of 65 points, still remaining an individualist society, characterized by slightly 

stronger ties of interdependance among its members (Hofstede Insights, 2019).  

Considering that all nationalities of Tesla’s board members presume individualistic culture, it 

is possible to state that the company highly values independent proactive minds, justice and 
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seeks to fully rely on its own strengths. The example of Tesla’s CEO Elon Musk, who is 

being the representation of the company and its philosophy, highlights individualistic nature 

of the company due to his uniqueness often cited as  “madness and genius”  and virtues like 

personal liberty, self-reliance, self-direction and individual initiative, an essential part of 

entrepreneurial success  (Corby, 2018). In general, it is possible to state that Tesla 

corporation is highly influenced by individualistic type of culture, however, their ideology 

metioned in the mission of the company implies not only satisfaction of purely personal 

desires (high profits, biggest market share) but also progression towards greater good 

(ecologically clean vehicles for the planet).   
 

Masculinity  

 

All countries that relate to Tesla’s board of directors score high on masculnity. This means 

that societies are success-oriented and goal-driven. Interestingly, such “live to work” 

philosophy creates dynamism and in case of America, success itself is not as important as 

the ability to demonstrate it. Managers are meant to be assertive and decisive, while 

employees are evaluated by achieving precise targets set in advance (Hofstede Insights, 

2019).  

It can be concluded, that judging on this dimension Tesla is the company that strives to be 

the best in its field, aims exclusively at the position of the winner and is eager to boast with 

the excellent results to the world. The dominating American influence of the board betokens 

the prestigious location of organization’s headquarters in Silicon Valley, a hub of progressive 

companies with world-known names. Tesla’s corporate culture also dictates masculinity by 

putting employees under pressure of innovative problem-solving approach with six clearly 

identified features: move fast, do the impossible, constantly innovate, reason from ”first 

principles”, think like owners, we are all in (Meyer, 2019).   
 

Uncertainty Avoidance  

 

This cultural dimension demonstrates the attitude of the nation towards ambiguous or 

uncertain situations and takes into consideration the beliefs and institutions created to avoid 

such from happening. It is seen that cultures present on Tesla’s board score low on this 

dimension. British, for instance, with the lowest score of 35, tend to not worry too much about 

the inpredictibility of the future. Planning usually does not have high-precision details (the 

final goal, however, is very clear) and stays flexible in order to adapt to changing 

environment. Nations with low score in uncertainty avoidance tend to stimulate creativity, are 

open to new ideas, allow freedom of expression and demonstarte strong need for innovation. 

As a reaction to terroristic actions in 2001, the American government increased security 
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measures and thus focused on monitoring everybody in the society, which potentially may 

strongly influence the score of US on this dimension (Hofstede Insights, 2019). 

Overall, considering low uncertainty avoidance score of Tesla’s directors’ cultures, it is 

possible to assume that organization became one of the world leading innovational 

companies due to its openess to new disruptive innovative creative age-cutting thinking 

which adapts to the fastly changing world of our era.   
 

Long Term Orientation  

 

The American, British, South African and Australian societies are considered as normative 

ones, meaning that they highly respect and follow established traditions, exhibit small 

propensity to save for the future, can be suspicious about any changes within the society and 

normally focus on achieving quick results. Businesses in these cultures usually use quarterly 

issued profit and loss statements as measurement of their performance, influenced by 

orientation on quick results (Hofstede Insights, 2019).  

Tesla as the “western” model of a company may also give relevant importance to short-term 

wins as the steps towards final goal. The short-term orientation is also noticed from lack of 

trainings for leaders and managers who could potentially guide the company’s innovation 

and promote its vision also in future. It is claimed that Tesla seems to over-rely on Elon 

Musk’s direction and inspiration (The Uni Tutor, 2019).   

 

Indulgence  

 

High scores on this cultural dimension explain the fact that all representatives of Tesla’s 

board are members of so-called indulgent societies, i.e. the ones that exhibit willingness to 

realise their desires and impulses, tend towards optimism, having fun and enjoying life. 

Expenditures on leisure time are justified and the “work hard play hard” mentality is dominant 

(Hofstede Insights, 2019).  

Tesla appreciates employees’ work and successful results by supporting employee-led 

groups, communities of common interests and goals, as for instance, Teslatinos, Tesla 

Parents, Women in Tesla, Black at Tesla etc (Indeed, 2019). It is pressumed that these 

groups gather for leaisure activities and team up also outside the working place.  
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4.2.2 Company 2 
 
Figure 14 
 

 
Elaboration of the author. Sources used: Bureau Van Dijk (2019), Salesforce.com, Inc. (2019) 
 

Board of directors 
 
The board of directors at Salesforce is comprised of twelve people: Marc Benioff, Keith 

Block, Parker Harris,Craig Conwey and independent directors Alan Hassenlfeld, Neelie 

Kroes, Colin Powell, Sanford Robertson, John V. Roos, Robin L. Washington, Maynard 

Webb, Susan Wojcicki (Saleforce.com,inc., 2019).  

The board of Saleforce is rather diverse in terms of gender due to presence of three women 

(nine are men), ethnicity (one black representative), education (all members have received 

higher education in various sciences), fields of expertise and industries of previous 

expereinces (information technologies, family entertainment, governing bodies, military, 

finance, international relations, social media etc.) (Saleforce.com,inc., 2019). Such diverse 

representation of expertise of members of the board can be considered not only beneficial 

but also vital for a company that deals with customer relationship management in businesses 

of any size and sector. As a consequence, different prospectives of views stimulate further 
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innovative development of the company and its products and, as a result, attract more 

customers.  
 
National composition  
 

The board of directors at Salesforce is strongly dominated by representatives with American 

citizenship. However, there are also two other nationalities shaping the leadership of the 

company: Dutch and Polish. The figure below (see Figure 15) compares cultures of the 

United States of America, Netherlands and Poland on six dimensions.  

  
Figure 15 
 

 
Country comparison extracted from Hofstede Insights (2019) 

 
Power Distance  
 

In this dimension, Saleforce’s board scores towards lower power distance with the majority 

(Americans and a Dutch) representing societies which do not expect or accept the power to 

be unequally distributed. Only one representative, who holds Polish nationality, comes from a 

hierarchichal society (Hofstede Insights, 2019). If to follow the Upper Echelon’s tenet, these 

low scores would result in a decentralized corporation with empowered employees and 

informal management, where the communication fastly and unobstractedly floats across all 

layers of organization and between all the participants.   

When taking into considertion the leading philosophy within Salesforce organization called 

“Ohana”, introduced by its CEO Marc Benioff as the corporate culture, which promotes 

community values of support and working for common good, it becomes clear that the 

management of the company is present for convenience and communication and is rather 

informal (Kohner, 2017). The organizational system of the company has a customized 

functional division by following business units: financial, human resources, equality, 
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marketing, communications, corporate relations and impact, real estate, product, startegy, 

customer, international, legal and secretary, technology (The Official Board , 2019). Central 

power is represented by main headquarters in San Francisco and regional headquarters in 

Switzerland, India and Japan. Concluding, there is a strong correlation between the board of 

Salesforce scoring low on the power distance cultural dimension and the network type of the 

company.  
 
Individualism  
 

The nations present on the board of directors at Salesforce are all highly individualistic 

cultures. The United States are leading with 91 points, followed by similarly high score of 

Netherlands (80). Representatives of these societies seek for independency, uniqueness and 

tend to take responsibility of themselves and their closest families only. Poland with 60 points 

is a controversial case due to its high indicators of power distance, meaning that relationship 

at work needs to have two levels: the hierarchichal unequal manager-employee one, where 

the orders and tasks derive from senior management, unequality is perceived as a norm, and 

a personal one, which highlights the importance of each individual within the structure 

(Hofstede Insights, 2019).  

Despite the indicators on this dimension, Salesforce’s cultural dogmas are more collectivistic, 

rather than individualistic. The business case itself is based on cloud computing and 

operates by creating online communities with variety of functions (Salesforce.com, 2019). 

The internal culture of the corporation is following the “Ohana” philosophy, which puts 

community needs above personal ones, with support and caring for others as its key 

concepts. The company strongly promotes equality (also being one of the four core values 

along with trust, customer success and innovation) and actively does volunteering work 

(Salesforce.com, Inc., 2019).  
 

Masculinity  

 

The majority of directors at Salesforce are representatives of masculine societies, where 

success stands above life-work balance, managers tend to be decisive and assertive, 

performance is the main driver and conflicts are ment to be resolved by fighting them out. 

Netherlands (score 14), which also make part of the board’s countries of origin, in contrast, 

demonstrate a rather feminine society known for art of negotiations, seeking for compromise 

in conflictual situations and valuing quality of working life above results (Hofstede Insights, 

2019) .   

Masculinity can be seen in the aggressive growth by aqcuisitions startegy of Salesforce 

(more than fifty companies), as well as a revenue-oriented approach (Mishra, 2019). The 

company seeks to outperform its giant competitors Microsoft and Google by widening the 
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business portfolio with data visualization and analytics, as well as by continuously publishing 

patents (615 publications in 2018) (Mishra, 2019).  

The dominating American masculinity of the board explains the company’s headquarters 

Tower building, a 326 meter skyscraper, rising the highest in San Francisco, as a sign of 

power and prestige.  

Interestingly, the company also gives big importance to well-being of its employees by 

providing high salaries compared to enterprises of similar size and a number of benefits such 

as work from home policy, gym membership/reimbursment, paid time off and numerous 

financial benefits including tuition reimbursment (Comparably, 2019). Moreover, Salesforce is 

ranked second in the Fortune’s 100 best places to work (Great Place to Work Institute , 

2019). These are characteristic features of a femminine society. Concluding, it is possible to 

state that Salesforce found balance between masculinity and femininity by using techniques 

in their strategy which would no matter what bring them on top of the success pedestal but at 

the same time would preserve the high quality of life for people working in the organization. 
 
Uncertainty Avoidance  
 

When avoiding uncertainty, the cultures present on the board of directors at Salesforce 

demonstrate the following results: United States, being the majority, score the lowest with 46 

points and tend to welcome innovative thinking, while Netherland’s indicator is positioned 

slightly above the middle line at 53 points making it a society which tries to reduce 

ambiguous situations, whilst Poland results dramatically high on this dimension holding 93 

points and being the society ruled by rigid norms of behaviour and intolerance to ideas or 

beliefs which are not dictated by the common norms (Hofstede Insights, 2019).  

It can be aasumed that such composition of the board directly influences the innovative 

futuristic technological orientation of the company and stimulates its further development in 

spheres of artificial intelligence, analytics and customer relationship management by 

constantly acquiring and producing new knowledge.    
 
Long Term Orientation  
 

The American and Polish societies are normative ones, meaning that they give more 

importance to traditions, can be skeptical towards change and focus on achieving quick 

results. Dutch represent a pragmatic society, characterized by propensity to save and invest, 

persistance in achieveing results and orientation on present and future, rather than raking up 

past. 

Salesforce may be claimed to be a long-term oriented company, despite the mostly 

normative provenance of its directors. The CEO Marc Benioff, who introduced a specific 

culture to Salesforce, priotirizes sustainable growth based on trust and focus on all the 
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stakeholders to instant wins (Leaf, 2019).  Moreover, the growth strategy that involves 

acquisitions of powerful tech companies such as Tableau with the aim of widening product 

portfolio or making partnerships with Google Cloud and Amazon Web services, who in fact 

make part of firm’s competition, to attain more sales growth in foreign markets (Columbus, 

2018) demonstrate orientation of the company on the future.  
 
Indulgence  
 

In this cultural dimension majority of board members of Salesforce are representatives of 

indulgent society (68 USA, 68 Netherlands), only Polish member’s society is one of restraint 

(29). Cultures with lower score are in habit of pessimistic and cynistic perception of the 

situation and are often restrained from satisfying their desires and impulses by social norms, 

while the nations that score high prefer optimistic position and placing importance on their 

joy, leisure time and spending money in the desired way (Hofstede Insights, 2019).  

Salesforce gives lots of attention and importance to its corporate culture, pleasant work 

environment and internal staff bonding. One of the key concepts promoted in the firm are 

inclusive leadership and work. Leisure time, celebration, numerous activities outside of work 

or even during working hours is an important part of it (Goncalves, 2019). Volunteering in the 

community is another essential part of each employee’s work, since Salesforce grants 56 

paid volunteer hours for good deeds (Dooley, 2019).  Overall, the company positions itself as 

an indulgent one due to its investments into fun an joy in their internal environment.   
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4.2.3 Company 3 
 

Figure 16 

 
Elaboration of the author. Sources used: Meituan Dianping (2018), Bureau Van Dijk (2019) 

 
Board of directors 

 
The board of directors at Meituan-Dianping is comprised of eight people: Xing Wang, Orr 

Gordon Robert Halyburton (independent), Chi Ping Martin Lau, Jeff Xuesong Leng 

(independent), Rongjun Mu, Neil Nanpeng Shen, Heung Yeung Harry Shum (independent) 

and Huiwen Wang  (Bureau Van Dijk, 2019).  

The board of Meituan-Dianping is relatively homogeneous in terms of gender diversity, due 

to presence of only one woman, and ethnicity (one caucasian, the rest are asian 

representatives). In terms of education, fields of expertise and industries of previous 

experiences the composition of the board appears to be heterogeneous. All directors have 

obtained university education (majority in prestigious Chinese and Armerican higher 

educational establishments), while sectors of their activities include computer science, 

finance, business consulting, electrical engineering, economics and management  

(Surperformance, 2019).  

 

 

 



 
 

Correlation between company’s innovation and the national composition of its corporate board  
 

38/81 
 

 
National composition  
 

The board of directors at Meituan-Dianping is dominated by representatives with Chinese 

citizenship. The other nationalities representing the leadership of the company include British 

and Hong Kongese. The figure below (see Figure 17) compares cultures of China, the United 

Kingdom and Hong Kong on six cultural dimensions.  
  
Figure 17 

 
Country comparison extracted from Hofstede Insights (2019) 

 
Power Distance  
 

The citizens of three countries that make part of the board of directors at Meituan-Dianping 

are demonstrating different results on this cultural dimension. The dominant Chinese culture 

scores very high at 80 points and represents a society driven by acceptance of inequality and 

uneven power distribution, characterized by poliarized superior-subordinate relationship, 

formal authoritative relationship at workplace with typical power abuse cases, sanctions, 

though with particular optimism towards leadership capacity and initiative demonstration.  

The common philosophy dictates to be content with what one’s rank has to offer and not to 

have too many ambitions. Hong Kong is similar to China, however, scores less on this 

dimension (68 points). The United Kingdom is situated beyond the middle line and results to 

be a society which is striving for equality among all people and believes that a fair chance to 

succeed should be given to everyone (Hofstede Insights, 2019). 

Meituan-Dianping is the company that has functional division of various business activities 

with a strong layer of senior management. The internal communication is established via 

meetings, social media and face-to-face interaction, and has formal character, there is no 

visible autonomy, that may be given to employees (Meituan Dianping, 2018). Overall, the 

organization may be considered the one with hierarchichal structure. 
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Individualism  

 

On this cultural dimension the majority of the board representatives originate from highly 

collectivistic societies (China and Hong Kong), in which one feels that belonging to a group 

and acting in the interests of a group is more important than self-realization or pursuing one’s 

own ideas. Being unique and contributing to society is less important than being similar to 

others. At work, the recruitment process is influenced by personal relationships, while the 

commitment to tasks and organization may be low. Open conflicts are being avoided in order 

to save interpersonal connections and harmony within the group. Interestingly, high 

commitment and collaboration is demonstarted to family and so called in-group (colleagues 

or teammates, neighbours etc.), while the outsiders may be treated in a hostile way  

(Hofstede Insights, 2019). 

Meituan-Dianping gives a lot of importance to the recruitment process of qualified talents and 

invests in the attraction, retainment and motivation of its staff. Moreover, the company has 

introduced training programs with internal and external specialists, particularly in the 

regulatory field, technology and management.  The Attendance Management System and 

Holiday Management System, for example, are used in order to control and insure the 

correct compensation of employees’ working hours and leaves. The company also covers 

health insurance plans of its workers. Finally, a well-established internal communication, both 

virtual and real, makes it possible for the employees to freely express their requests, 

suggestions and opinions. Meituan-Dianping has been honored numerous titles in the human 

resource management in 2018, such as “2018 Hotspot Work Different Employer”, “Best 

Employers of College Students - Top 15 Employers in Internet Industry” and others  (Meituan 

Dianping, 2018).  

Concluding, given that the dominating culture of the board of directors at Meituan-Dianping is 

collectivistic, the corporate culture appears as individual-oriented.  
 
Masculinity  

 

China, Hog Kong and Britain are masculine nations, with strong orientation on performance 

and success. The Asian representatives of these countries tend to identify success by 

excellent grades in studies and long working hours, which create some type of pressure for 

people. Leisure and family time can be sacrificed for achievement of better financial well-

being or career growth (Hofstede Insights, 2019).  

Meituan-Dianping is a success-driven company, which is obvious from the corporate values, 

where excellence is positioned as one of four notions. Performance is the key driver and 

motivator for the organization’s workers and is demonstarted in the bonus and share-based 

incentives distribution systems, usually based on individual and overall business results 

(Meituan Dianping, 2018).  
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Uncertainty Avoidance  

 

All cultures that are represented on board of directors at Meituan-Dianping are scoring low 

on the uncertainty avoidance dimension, meaning that they do not have fear or concern 

about the unknown or ambiguous situations and future in general. Such attitude makes these 

nations entrepreneurial and open to innovation. The rules and processes are adaptive to the 

changing environment. It is not common to prepare detailed planning on how to achieve the 

main objectives. Interestingly, that comfort in facing uncertainty is also represented in 

Chinese language, since numerous words and symbols have ambiguous meanings 

(Hofstede Insights, 2019).  

In terms of this dimension, Meituan-Dianping is a company that easily adapts to the 

ambiguous environment by continuously introducing new business solutions into the main 

offer - the food and beverage delivery platform, such as possibility of hotel bookings, 

restaurant reviewing, buying cinema tickets, reviewing the movies, offering transportation 

services and others. The business model also adapts to the changing demand by covering 

B2B as well as B2C targets, using innovative approach of location-based database and 

introducing the AI in its delivery methods, as for instance, the Xiaodai robot  (DeGennaro, 

2019). Meituan Dianping is being named as one of the world’s most fastly developing 

innovative companies which adapts its offers to the needs of the clients on regular basis. 

Consequently, it makes its culture similar to the dominating Chinese culture of its board.    

 
Long Term Orientation  
 

On this cultural dimension China leads with the highest score (87 points) followed by Hong 

Kong (61) and the United Kingdom (51). Due to this, all three nations may be considered as 

the ones with pragmatic societies, oriented on the future, with propensity to saving and 

adapting (Hofstede Insights, 2019).   

Within organization, long-term thinking can be detected in the core values of Meituan-

Dianping: “customer-centric, integrity, win-win cooperation, and striving for excellence”. 

Moreover, the company invests into the main asset, its employees, by providing training 

programs and incentivizing their contribution into development of the company financially. 

Innovation-focused strategy enables the company to multiply its market share and, 

consequently, expand into new services and segments. Finally, the introduction of 

Environmental, Social and Governance management system allows monitoring the 

company’s impact on the environment and stakeholders, constant improvement in the 

performance indicators, such as green operations and social responsibility, which insure its 

long-term existence (Meituan Dianping, 2018).   
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Indulgence  
 

When considering the upbringing within a society in terms of expression of ones desires and 

impulses, the United Kingdom appears to be the culture with relatively weak control in 

contrast to China and Hong Kong, which demonstrate the restrained type of culture. The 

dominating Chinese representation on the board is characterized by tendency to cynism, 

underestimation of leisure time and control of joyful emotions (Hofstede Insights, 2019).  

The corporate culture of Meituan-Dianping has a character of a western company with local 

Asian roots. Consequently, it leans towards indulgence by emphasizing importance of 

relieving stress and enriching leisure time with the help of staff bonding activities and 

participation in various clubs  (Meituan Dianping, 2018).  
 
 
 

4.2.4 Company 4 

 
Figure 18 

Elaboration of the author. Sources used:  Bayer AG (2018), Bureau Van Dijk (2019) 
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Board of directors 

 
Bayer’s board of directors is composed of 20 representatives according to Bayer AG (2019): 

Werner Wenning, Oliver Zülke, Paul Achleitner, Simone Bagel-Trah, Norbert W. 

Bischofberger, Andre van Broich, Ertharin Cousin, Thomas Elsner, Johanna W. (Hanneke) 

Faber, Colleen A. Goggins, Heike Hausfeld, Reiner Hoffmann, Frank Löllgen, Wolfgang 

Plischke, Petra Reinbold-Knape, Detlef Rennings, Sabine Schaab, Michael Schmidt-

Kiessling, Otmar D. Wiestler, Norbert Winkeljohann.   
The board of directors of Bayer is heterogeneous in terms of gender (seven women, thirteen 

men), education (seven members have completed doctorate, three have obtained university 

degrees, ten have accomplished training programs/ apprenticeships), fields of expertise and 

industries of previous expereinces (financial, chemical, biology and microbiology, 

jurisprudence, chemical technology, marketing, energy, neuropathology and others), less 

diverse in its ethnicity (only one black representative) (Bayer AG, 2019). The composition of 

the board members mostly varies in the sectors which have direct relation to the 

pharmaceutical and chemical industries. It gets balanced by several representatives with 

economical, business and management, as well as legal expertise. German companies, 

such as Bayer, are obliged by the German Codetermination Act to have half of the directors 

elected by employees and the other half by the stockholders. Bayer’s board of directors 

always involves the board of management in the decision making process in the issues 

related to company’s strategy and ways of implementation (Bayer AG, 2019).  
 
National composition  

 

Bayer’s board is diverse in terms of nationality. The dominating group of representatives are 

Germans (15). Other members have Austrian, American and Dutch citizenships.  

The following figure (see Figure 19) illustrates the comparison of Germany, Austria, the 

United States of America and Netherlands, the countries whose citizens belong to 

supervisory board of Bayer AG, in terms of six cultural dimensions, proposed by Hofstede.  
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Figure 19 
 

 
Country comparison extracted from Hofstede Insights (2019) 

 

Power Distance  

 

German, Dutch, American and Austrian cultures are scoring low on this dimension, meaning 

that these societies highly dislike control, prefer decentralization of organizational structures 

and prefer direct communication, as well as participative meeting style (Hofstede Insights, 

2019).  

Bayer’s organizational structure has functional business unit division, which consists of four 

major departments correspondent to Bayer’s fields of activities (pharmaceuticals, consumer 

health, crop science, animal health) and two business-related units (corporate functions and 

business services). There is a very clear hierarchichal system within the company with 

separate managers being responsible for each subdivisional department of business 

segments. It is assumed that employees do not have elevated level of autonomy due to the 

fact that company’s work is based on achievement of certain objectives, set in front of 

employees and managers, which have to be continuously reported to the responsibles on the 

higher levels of organization. The communication in the company is stimulated by promotion 

of active dialogue via events such as regular employee assemblies, information events and 

European Forum, possibility of a feedback from the manager, and it is being measured with 

the employee engagement survey called Employee Echo (Bayer AG, 2018). The power 

distance at Bayer has characteristics of the German style of leadership and subordination 

rules, since the company is decentralized due to its structure, leaders are the strongest field 

experts, the communicational relationship within organization is participative, however, the 

imortance of reporting in the company, makes it more of a hierarchical rather than network-

oriented system.   
 



 
 

Correlation between company’s innovation and the national composition of its corporate board  
 

44/81 
 

Individualism  

 

On this dimension, all nationalities present on the Bayer’s board of directors are 

individualistic ones. This means that the main focus is centered on oneself and self-

actualization, with strong family ties spreading not further than parent-child relationship. 

Particularly German culture has a cult of duty and responsibility, with honesty being 

appreciated as the sacred quality, even when it can hurt somebody else’s feelings (Hofstede 

Insights, 2019).  

At Bayer, importance of an individual is highlighted in the corporate philosophy and the core 

values of the company (leadership, integrity, flexibility and efficiency). Honesty, trust and 

reliability, as well as orientation on timely achievement of the predefined goals are valued 

above collaborative relationships or other apsects that stimulate creation of a strong 

community (Bayer AG,2018). Consequently, Bayer, results to be an individuals-driven 

organization with strong base of expertise and talent.  
 
Masculinity  

 

The masculinity indicator of majority of Bayer’s directors’ cultures is scoring very high (62-79 

points) with Netherlands (only one representative) being an exception with results as low as 

14 points. Consequently, it may be assumed that Bayer’s board has characteristics of a 

masculine society with strong orientation on success and performance, rather than a 

feminine one that prioritizes life quality and balance between work and home. German 

society is performance- and efficiency-driven, self-esteem is correlated to the job position 

and status is often demonstrated by expensive cars, watches and highly-technical devices 

(Hofstede Insights, 2019).  

In fact, performance and always updated clear set of objectives, the fundamental stones at 

Bayer AG, are very masculine characteristics. Another feature includes company’s struggle 

for global leadership in research and development. Moreover, highlight on company’s 

excellence, growth and continuous innovation as the key drivers of the business, position the 

company as a success-oriented enterprise. Naturally, the company tries to balance the work 

of its employees by performance-based compensations, conversion of salary into free time, 

enabling parental leaves for both women and men and providing the opportunity of mobile 

working (Bayer AG, 2018). All in all, detailed transparent financial reporting, clearly defined 

future goals available for the public and the expending number of firm’s innovational 

creations in form of intellectual properties, make Bayer a masculine organization.  

 

 

 
 



 
 

Correlation between company’s innovation and the national composition of its corporate board  
 

45/81 
 

Uncertainty Avoidance  

 

Germany, Austria and Netherlands score above 50 points on the scale of this cultural 

dimension, and only United States show lower result of 46 points. This means that 

representatives of the board who are originating from America are more acceptant of new 

ideas, interested in trying new things, open to innovation, frequently more tolerant to people 

with different ideas and do not need a lot of rules. In contrast, the representatives of other 

cultures on Bayer’s board are afraid of unknown future, and as a protection from 

ambiguousness, their societies have established rules and rigid beliefs, mostly expressed by 

such notions as hard work, precision, punctuality, security, while innovation and unorthodox 

ideas should be perceived with skepticism. Interestingly, Germans are being defined as 

nation that pays particular attention to details and prefers deductive approach in any type of 

activity (Hofstede Insights, 2019).   

Judging from Bayer’s annual reports and publicly available corporate and financial 

information, it may be claimed that the company posesses typically German “precision and 

detail” approach. In order to avoid the ambiguous future, Bayer creates detailed plannings, 

which later get integrated as objectives into the operational workflow, as well as long-term 

strategies, including massive acquisitions (as in case with Monsanto) and numerous 

partnerships.  
 
Long Term Orientation  
 

On this dimension European countries that are representing the board of Bayer, are very 

long-term oriented in contrast to the United States. Their societies are characterized by 

having pragmatic orientation. Situations, context and time shape the truth, traditions are 

flexible, saving is a must. German nation, in fact, is being the leader in long-term orientation 

with the score of 83 points. Germans are hard-working and diligent people, who are very 

persistent in achieving results  (Hofstede Insights, 2019).   

Bayer AG is reflecting the long-term oriented mentality of its board of directors. The company 

sets clear objectives in far future with very detailed steps and continuously monitors 

achievement of specific targets by calculating operational management indicators, strategic 

value-based indicators, materiality analysis, feedbacks and other methods and tools. 

Moreover, the company follows sustainability management strategy, which ensures the 

company’s thriving, since it considers and cares for satisfaction of all stakeholders and 

involves the organization into biggest global challenges such as “Zero Hunger”, “Good Health 

and Well-Being” and other United Nations’ initiatives. Another reason to consider Bayer a 

long-term oriented company is the fact that it cultivates its talents by offering numerous 

vocational and ongoing trainings for its employees. Finally, the organization needs 

continuous innovation in order to remain on its leading position also in future. Bayer 
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stimulates and controls innovation through active collaboration in research with other 

companies and scientific or academic establishments, heavy investments into technologies, 

funding of start-ups and co-working on its platform dedicated to innovation  (Bayer AG, 

2018).  
 
Indulgence  
 

The minority at Bayer’s board of directors, who are non-German citizens, are representing 

indulgent societies (Austria 63, Netherlands and US 68), characterized by optimism, joy of 

life and fullfillment of desires. The dominating culture of the company is the one of restrain, 

meaning that joy and following ones own impulses can be seen as wrong in such society, 

leisure time is not being emphasized and people choose to look at things in a pessimistic, 

rather cynic way (Hofstede Insights, 2019).   

Bayer AG, in contrast, tries to support activities, which are not business-related by supporting 

17 ensembles and artistic clubs and 17 clubs with special interests (as, for instance, 

beekeeping or stamp collecting), culturally enriching the population at Bayer Arts & Culture 

center, as well as promoting healthy lifestyle in its 23 sport clubs located near company’s 

headquarters. The organization views the above-mentioned actions as part of its corporate 

social responsibility (Bayer AG, 2019).  
 

4.3 Conclusions 
 

In conclusion to this section it is essential to remind the reader that innovation of the 

company can not be separated as a sole notion because it is a complex set of activities, 

processes, talents, conditions, knowledge, visions, technologies and many other things 

which create favorable environment for idea generation, advancement, refinement of the 

solutions, creative thinking and other activities that stimulate the innovation capacity of an 

organization to move forward.  

For concluding the company-specific analysis section and proving or rejecting the hypothesis 

of this paper which is “there exists correlation between company’s innovation and the 

national composition of its corporate board”, the answer to the following question is needed: 

 

Are the characteristic features of nationalities on board of directors of the company in line 

with the characteristics of the company itself? 

 
The checklist-tables below make it possible to summarize the company-specific analysis in 
quantifiable way. 
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Table 1 Match between the culture of the board and the culture of the 
company Tesla 
 
 
 
Tesla 

Cultural Dimensions: YES NO 
1. Power Distance  ✔  
2. Individualism ✔   
3. Masculinity ✔   
4. Uncertainty Avoidance  ✔   
5. Long Term Orientation ✔   
6. Indulgence  ✔   

Elaboration of the author 

 

The conclusive table representing results of the analysis of Tesla demonstrates that 

characteristic features inherent to company’s directors due to their national belonging differs 

from the organization’s nature only in one cultural dimension, which is power distance. It 

represents the hierarchichal structure of the corporation. In case of company 1 the 

hypothesis is proved.  

 
Table 2 Match between the culture of the board and the culture of the 
company Salesforce.com 
 
 
 
Salesforce.com 

Cultural Dimensions: YES NO 
1. Power Distance ✔   
2. Individualism  ✔  
3. Masculinity11 ✔  ✔  
4. Uncertainty Avoidance  ✔   
5. Long Term Orientation  ✔  
6. Indulgence  ✔   

Elaboration of the author 

 

The results obtained from the analysis of Salesforce, demonstrate that characteristics of the 

corporation clearly vary from characteristical features of the nationalities representing its 

directors on two cultural dimensions: individualism and long term orientation. One cultural 

dimension of the company, masculinity, posseses masculine qualities of major 

representation on the board  and additionally vividly demonstrates femminine features. Such 

differences can be explained by specific corporate culture of the company called “Ohana”. 

Overall, company 2 proves the hypothesis.   

 

 

 

 

                                                
11 On this cultural dimension Salesforce has vividly demonstrated characteristics of both masculine and feminine societies  
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Table 3 Match between the culture of the board and the culture of the 
company Meituan-Dianping 
 
 
 
Meituan-
Dianping 

Cultural Dimensions: YES NO 
1. Power Distance ✔   
2. Individualism  ✔  
3. Masculinity ✔   
4. Uncertainty Avoidance  ✔   
5. Long Term Orientation ✔   
6. Indulgence   ✔  

Elaboration of the author 

 

Meituan-Dianping appeared to be the company with the most homogeneous representation 

on the board. However, the characteristics of the firm alter from the dominant characteristics 

of cultures on its board of directors on two dimensions. Individualism, which can be explained 

by specificity of firm’s highly technological sector, as well as necessitate of expertise. And 

indulgence due to company’s corporate culture that seeks to fit global regulations due to 

company’s recent enlistment to the public stock market. The results of company number 3 

prove the hypothesis of this paper.  

 
Table 4 Match between the culture of the board and the culture of the 
company Bayer AG 
 
 
 
Bayer AG 

Cultural Dimensions: YES NO 
1. Power Distance  ✔  
2. Individualism ✔   
3. Masculinity ✔   
4. Uncertainty Avoidance  ✔   
5. Long Term Orientation ✔   
6. Indulgence   ✔  

Elaboration of the author 

 

The table with results of analysis of Bayer AG demonstrates that there exist differences 

between organization’s essentiality and the director’s cultural characteristics on two 

dimensions: power distance, specifically hierarchichal order, which can be explained by 

belonging of the company to traditional pharmaceutical industry and indulgence, justified by 

corporate’s culture and social responsibility strategy. Company number 4 also proves the 

hypothesis. 

The conclusions of this section of the thesis demonstrate that there exists correlation 

between company’s innovation and the national composition of its corporate board and, 

therefore, prove the hypothesis.  
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5 Case studies  
 

The following section of the thesis is created to discuss, describe, analyze and compare two 

local companies in Ticino, Switzerland, that have undergone up-close detailed examination in 

relation to the topic of the research of this paper. Due to specifics of the region, small to 

medium enterprises are dominating in the area, like the participants of the research. Both 

companies are well-known for their strong orientation on innovation and can be claimed to be 

making part of the innovational leaders in the region. They belong to different sectors, 

however, have one thing in common: both enterprises are operating more actively outside of 

their home country and, consequently, gain their profits there, as well as experience in 

dealing with multicultural international environment. They are Cippà Trasporti and Cholley 

SA. All the information was gathered by means of online research and interviews which can 

be found in the form of transcripts in the attachments section.   
 

5.1 Cippà Trasporti  
 
Description 
 

Cippà Trasporti is a logistics company found in 1967 specializing in transportation of goods 

all over the world by road, sea and air. The company offers services in shipping, logistics and 

customs operations and does not own its own vehicles. The new services also include 

CRent, the long-term rent of automobiles, trucks and other road vehicles, and Green 

Logistics, service that allows finding transportation solutions with minimal environmentally- 

and socially-harmful impacts. The headquarters are situated in Chiasso, a city at the border 

between Switzerland and Italy. There are offices in Chiasso, Stabio, Tavazzano and 

Brissago with a total of 85 employees, 75% of which have Italian origin. It is a medium-sized 

enterprise. In 2018 the total turnover was 30 million Swiss francs. Eighty percent of all the 

clients are Italians. 

The company has a clear vision: “we transport the future” , and mission: “to find solutions for 

shipping, customs and logistics”. The core values are represented by four words: “passion, 

courage, respect and innovation” (Cippà Trasporti SA, 2019). 

The innovation at the company is spread across various internal and external processes. 

Cippà Trasporti is using artificial intelligence in their customer relationship by means of an 

online consultant Ada on their website. The company is practicing open innovation by getting 

involved in the academic projects with local higher educational establishments. Moreover, 

the firm is focusing on internal talent raising via regular educational courses in languages, 

field expertise and innovation, workshops and external coaching. Cippà Trasporti participates 

in social projects such as “Libellula” fighting with violence against women. Finally, the 
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company is currently working on their information technology in order to be able to implement 

the concept of smart working.  
 
Board of directors   
 

At present, the company is owned by its director Roberta Cippà Cavadini, who is a Swiss 

citizen, as well as her father from whom she has inherited the organization.  

Switzerland is known for one particular feature - its multiculturality, division into German, 

French and Italian parts, consisting of 26 autonomous cantons within a country as big as 41 

thousand square kilometers. Evidently, the neighbouring countries Germany, France and 

Italy have tremendous influence on the Swiss national culture, particularly in the areas close 

to the borders. For the convenience of the reader Figure 20 is included below illustrating 

Hofstede Insights’ findings related to cultures of these countries in comparison to 

Switzerland. It is important to refer to Italian canton in case of Cippà Trasporti, since results 

on Hofstede’s six cultural dimensions vary dramatically depending on the chosen part of the 

country. Figure 21 demonstrates the position of Switzerland as the nation of the director and 

Italy as reference to the Italian part of the country on six cultural dimensions.  

 

 
Figure 20 

 
Country comparison extracted from Hofstede Insights (2019) 
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Figure 21 
 

 
Country comparison extracted from Hofstede Insights (2019) 

 
Power Distance 

 

On this cultural dimension Italian part of Swiss nation scores higher than the German one but 

lower than French, meaning that there is preference towards hierarchichal structures with 

less tight strains of control from top of organizations, superiors seek to stay accessible for 

their employees, communication is less horizontal and some level of empowerment is 

granted to the team members (Hofstede Insights, 2019).  

Cippà Trasporti perfectly fits to the description due to several reasons. First of all, the 

company has a hierarchichal structure represented by the executive management (director, 

chief operations officer, chief executive officer and outsourced human resources) on top of 

the pyramid, middle management in the intermediary position and the rest of the employees 

at the bottom of the organization. Moreover, communication is spread in vertical direction 

across departments and the direction, sharing ideas is appreciated, making it network-

oriented. However, the communication between bottom and top of the organization is almost 

non-existent. Another important point is that managers in the company get full responsibility 

for everything that happens in their departments. Finally, there exists concept of 

empowerment and autonomy in the company, which makes the workflow more progressive 

and flexible. However, it is limited by the hierarchichal spirit to obligatory consultations with 

top management before implementation of the changes. Roberta Cippà in the interview 

states: ”Even if I sometimes would do something different, but they explain why it makes 

sense, I let them do it. Otherwise we would never be a self-managed company.” 
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Individualism   
 

Geographical proximity of Italian canton to Northern Italy makes it a highly indivilualistic 

society characterized my “me”-centered culture. Friendship is interpreted as a mutually 

beneficial or useful connection rather than emotion-driven relationship. Hiring and promotion 

decisions are merit-based, management is individual-oriented (Hofstede Insights, 2019).  

In case of Cippà Trasporti it is possible to state that the organisation is oriented on separate 

individuals. The company is actively picking and growing its talents by means of education. 

Currently, organization provides courses on soft skills and technical expertise for their staff 

members, finances, English and German language courses, supports e-learning education 

and participation of its employees in various educational events all over the world (especially 

relevant for web marketing department). Another interesting approach that Cippà Trasporti 

implements is personal work with special talents. It consists of a series of meetings and 

training programs with external coach in order to help people who are excellent at their job 

also succeed in fields of communication and leadership. At the moment, twelve people are 

taking part in the program.  

From the other side, company tries to create sense of community within the organization by 

strongly promoting four core values: passion, courage, respect and innovation.  

Overall, it is possible to claim that Cippà Trasporti is a person-oriented company within an 

individualistic society, which tries to unite its employees into harmonic organization by 

highlighting the core values.  
 
 
Masculinity 
 

Italian Switzerland is scoring 70 points on this dimension and results being a masculine 

society. Winning is very important from a very early age, success in career determines ones 

essence, competition is good and performance is the key driver. Particularity of Italian 

influence is detected in variety of status symbols such as big house, office, expensive cars, 

luxury holidays etc. which become a must-have for successful people (Hofstede Insights, 

2019).  

At Cippà Trasporti exists “a rule of +1”, meaning that by the end of the year the company has 

to deliver more profit than in the previous year. Consequently, the organization is 

performance-driven. Moreover, the firm has overtaken its local rivalry (forwarding agents and 

small logistics companies) and now tries to compete with the global giants in the sector. 

Summing up, it is obvious that Cippà Trasporti is a masculine company with orientation on 

growth, success and high performance.  
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Uncertainty Avoidance 
 

Uncertainty avoidance is typical for all parts of Switzerland, however, Italian speakers are 

positioned somewhere between very structured and planned French culture and expertise-

relying German nation. It means that ambiguous unclear situations bring discomfort to the 

society and, thus, require formality, rules and detailed planning. Italian Switzerland values 

security, punctuality, hard work, precision and thorough analysis of all available information 

before decision-making process. Given the elevated emotionality of the people in the society, 

caused by tension and stress, created by high masculinity and high uncertainty avoidance 

scores, there is a strong need of regular relaxational moments such as longer lunch time and 

frequent cofee breaks, typical for Italian culture (Hofstede Insights, 2019). 

The organization does not have strict set of rules, however, there are some basics that are 

respected by everyone in the company. They are punctuality and keeping the word. 

Punctuality is related to respect (one of the values of the company) and has to be self-

respected since the company does not have badges that register arrival and departure time 

of employees. Keeping the word makes part of customer relationship and means taking full 

responsibility for client’s order (transportation of good from A to B) by all means till it reaches 

its final destination. There exists resistance to innovation and change within the company, 

however, direction and management are aligned on the common strategy, which makes its 

implementation possible.   

Cippà Trasporti is an innovative company due to lack of fear of uncertain situations, which 

may happen from time to time. As the director has mentioned during the interview: 

”…sometimes when things go very wrong, at the end we thank them, because they made us 

push to change”.  
 
Long Term Orientation  
 

On this dimension the nation scores high, meaning that Ticino is a pragmatic society. 

Orientation on the future and modern education, perservance in achieving results are 

characteristic for such type of culture (Hofstede Insights, 2019).  

Cippà Trasporti is clearly oriented on the long-term future. Continuous educational programs 

and events that keep the company up-to-date in the newest global and sectorial trends make 

it possible to nurture creative thinking and innovation. The company has made first steps in 

using artificial intelligence (customer relationship), digitalization (new IT system that will 

enable smart working), sustainability (launch of projects such as Green logistics and Crent). 

In the following years organization is planning to change the main startegy and, most likely, 

to create a new business model. In the world of platforms Cippà Trasporti is threatened to be 

extinct as a forwarding agent, so the company plans to reposition itself as a “911 for 



 
 

Correlation between company’s innovation and the national composition of its corporate board  
 

54/81 
 

transport”, being able to compete against online broker-platforms when emergency arises, 

thanks to the vast reliable network in 130 countries and excellent communicational skills.  

There are facts that prove the long-term propensity of the organization. Even though 

management still does not have a 100 percent clear idea about the future strategy there is 

regular brainstorming and idea evaluation process, along with full realization of the need to 

change which will not let the company perish. Finally, the current reorganizational measures 

of the firm’s structure (creation of board of directors) are also meant to guarantee stability in 

the future.  
 
Indulgence  
 

Switzerland in all its parts is an indulgent society, demonstrating optimistic attitude and 

enjoying life. Leisure time is an important part of life, money can be spent as desired  

(Hofstede Insights, 2019).  

Cippà Trasporti on this dimension is an indulgent company which gives importance to its 

corporate culture and regularly organizes events such as Cippà summer party or Friday 

evenings out. The initiatives of company activities outside the workplace are often suggested 

by employees and management supports their implementation.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

Correlation between company’s innovation and the national composition of its corporate board  
 

55/81 
 

5.2 Cholley SA 
 
Description 
 

Cholley SA is a cosmetical company specializing in phyto12-based skin care products since 

1972  (Cholley SA, 2019). The company owns a laboratory in Locarno and is headquartered 

in Lugano with a total of 12 employees. It is a small-sized enterprise. The company develops 

innovative regenerative stem cells technologies  (IG-Ramp) and  anti-aging Phytobiotech 

technologies and distributes its products in over 25 countries around the world. Biggest 

distributors are located in Asia (Taiwan, Hong Kong, China, Japan, Vietnam etc.) and Middle 

East (Saudi Arabia, UAE etc.). The majority of business customers are beauty salons, luxury 

hotels, dermatological and surgical practices, professional cosmetical stores, making it B2B-

oriented. Reseach and development, high quality ingridients and effective long-lasting results 

achieved from the products are the philosophy of Cholley. 

The company actively participates in global events and exhibitions dedicated to professional 

cosmetology, such as Cosmoprof and Cosmoprof Asia, Swiss Aging and Healthcare 

Symposium and organizes various international seminars. Company has planned a series of 

projects for 2020 with higher educational establishment SUPSI and hospital of Lugano in 

field of life science cosmetics with the aim to test and certify its products, as effective in 

treatments of post-surgery and post-burn deffects, as well as anti-scar skin repair.  

 
Board of directors   
 

Currently the company is owned by its CEO and founder Cholley Paydar Bavandpour and 

her brother, the technical director Rick Paydar Bavandpour. The directors are citizens of 

France and the United States of America. However, the place of their origin is Iran. It is 

important to consider both, official citizenship and the homeland in order to adequately 

analyze cultural belonging of the board since they influence person’s values and unique 

perception of the environment, society, norms, stereotypes and have shaped individual 

culture which may influence the corporate culture within the organization. Consequently, the 

figure below will be considering indicators of France, USA and Iran on the Hofstede’s cultural 

dimenions for further analysis.    

 

 

 

 

                                                
12 “Phyto- (from Greek phuton plant, from phuein to make grow) – indicating a plant or vegetation”  (HarperCollins Publishers, 
2020) 
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Figure 22  

 

 

 

 

 

 

 

 

 

 

 

 

 
Country comparison extracted from Hofstede Insights (2019) 

 
Power Distance 
 

France and Iran on this cultural dimension demonstrate their belonging to cultures that 

accept inequality within society, unequal power distribution and emotional dependancy. 

Usually, in such countries hierarchical structures dominate and centralization is common. In 

French companies, interestingly, prestige from having power is even highlighted in the top 

management abbreviations such as PDG (President Director General) that are used instead 

of traditional CEO and the fact that they are usually difficult to reach. In comparison to other 

European companies, French ones have more ranks in the organizationl structure. American 

culture scores lower (40 points) on this dimension  (Hofstede Insights, 2019). 

Given its size and business model, Cholley SA does not have a vivid hierarchy. The 

company leans towards network type of organization, as claimed by its CEO. This way, the 

high power distance indicator of the directors’ cultures is not reflected in the company’s 

structure. 
 
Individualism   
 

On this dimension American nation scores the highest with 91 points and clearly is the 

society driven by independent individuals, famous for being world’s best joiners when it 

comes to moving to new places. In business, self-responsibility and initiative are strongly 

appreciated. In contrast, French who also score high on individualism (71 points), 

demonstarte emotional connection to their families and very stong separation of work and 

private life. This culture’s particular feature is that individualism is combined with high power 
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distance, making it a society that does not easily obey and implies changes by means of 

revolutions and protests. French are self-motivated in business, have high expectations of 

respect for their work and have poor customer service. Iran with 41 points is a collectivistic 

society. Loyalty outweighs rules and norms within society, in-group members take 

responsibility for the entire group, work relationships are identified by moral norms more 

similar to family type of rapport (Hofstede Insights, 2019).  

Mme Cholley in the interview states: “We are searching experts”. The company is oriented 

on individuals, who are experts in their field and who are working together to achieve 

common goals within the organization. Every employee is responsible for their part of the job 

and is self-managed. Interestingly, there is a family-like link between employees and 

management, not typical for individualistic organizations, which can be explained by Iranian 

cultural influence of the directors. Overall, individuals form this organization.   
 
Masculinity 

 
France and Iran, both scoring 43 points in this dimension, are countries with feminine 

societies, meaning that the quality of life is valued more than professional success. In Iranian 

culture, usually the status is not publicly demonstarted and amount of free time or flexibility at 

work are considered as important criteria of a job offer. French differ from other countries by 

demonstrating following results: working class tends to have characteristics of masculine 

society, while the upper class is clearly feminine. The general nationwide working norms and 

French welfare system are considering the quality of life of the citizens. On the other side of 

the scale, the United States is a masculine ambitions-driven country (Hofstede Insights, 

2019).  

Cholley SA focuses on the quality of their products and on the quality of life of their company 

much more than on achieving fast or tremendous results in the cosmetic industry. The firm 

plans to expand its production in 2020 by partnering with other laboratories and companies, 

however, it positions itself as highly specialized and niche-oriented and denies the thought of 

mass production or expansion into unfavourable markets such as Americas, even though 

they could significantly increase visibility and global market share. 

 
Uncertainty Avoidance 
 

French and Iranian cultures try to avoid uncertainty and unknown future and, as a result, 

create rigid codes of behavior. There exists an inner need to be constantly busy for members 

of such societies and at times innovation may be resisted. France explains high score on this 

dimension (86) by its strength in industries like nuclear energy sector, speed trains and 

aviation, which require stable environment. The life needs to be structure, however, not 

always the rules are followed, especially by the power holders. Openness to new things, 
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freedom of speech and tolerance are characterizing the United States with low score of 46 

points  (Hofstede Insights, 2019).  

Cholley SA is a highly innovative company in the sector of phyto cosmetics. It has developed 

age-cutting technologies that repair and prevent aging of the skin based on combination of 

know-how in chemistry, pharmacology, herbalism and ancient traditional Kurdic recipes. It 

can be considered as a company open to innovation. However, the firm also relies on 

institutions, as stated by the director during the interview. From this viewpoint, company does 

not clearly belong to one or the other side of the scale on the dimesion of uncertainty 

avoidance.  
 
Long Term Orientation  
 

On this dimension France is positioned as a long-term oriented, pragmatic and adaptable 

country, where truth depends on circumstances. People are determined to achieve the major 

goal by working towards it. US and Iran are short-term oriented countries, that greatly 

respect and protect traditions and usually focus on quick wins. Normative thinking is typical 

for such nations (Hofstede Insights, 2019). 

Cholley SA is a long-term oriented company with objectives and a strategy for future 

development and expansion. Firstly, the focus on quality of the product is ensuring 

company’s reputation in the industry. Effective skin-care technologies bring favourable 

results, due to which the company starts a number of projects with hospitals and unversities 

to certify results officially. Moreover, Cholley SA partners with esthetic professionals and 

doctors in dermatology and plastic surgery in order to increase the credibility of the brand. It 

also organizes various symposiums. Finally, the company explores alternative use-cases of 

its technology, such as skin repair in post-burn cases and in phisiotherapy. Cholley SA 

participates in international cosmetic events to find new or “upgrade” existing distributors in 

various countries. To top it all, the firm secures its financial position by avoiding debitors (in 

advance-payment system), which also helps in decision-making processes such as markets 

of further expansion.  
 
Indulgence  

 

On this cultural dimension French and Iranian are identified as societies of restraint where 

pessimism and cynism may result from strict social norms and having fun is considered 

wrong. While American is the indulgent nation, characterized by optimism and joy of life 

(Hofstede Insights, 2019). 

Cholley SA invests into organization of celebrations and events such company’s 30th 

anniversary with gala dinners, where all members of the organization participate.  
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5.3 Conclusions 
 

The case studies are being valuable part of this paper since they propose a close-up look at 

the local innovational firms that are moving towards diversification due to their international 

services and partnerships. In order to draw conclusions to the section of case studies, the 

same approach is used as in the section that regards big corporations. The research 

question is being answered in the form of conclusive checklist-tables with following 

explanations. At the end it is stated if hypothesis of the thesis is proved or rejected. 

 

Are the characteristic features of nationalities on board of directors of the company in line 

with the characteristics of the company itself? 
 
Table 5 Match between the culture of the board and the culture of the 
company Cippà Trasporti 
 
 
 
Cippà 
Trasporti 

Cultural Dimensions: YES NO 
1. Power Distance ✔   
2. Individualism ✔   
3. Masculinity ✔   
4. Uncertainty Avoidance   ✔  
5. Long Term Orientation ✔   
6. Indulgence  ✔   

Elaboration of the author 
 

Cippà Trasporti can be fairly named the company that represents Swiss tradition but strongly 

seeks for innovation and progressive development. Strong international relationships of the 

firm are one of the catalysts for that. Organization’s values and continuous education are 

promoted as the culture of the company. In majority of aspects the characteristics of Italian 

Switzerland, which is the homeland of the director, are traced within the company. However, 

the analysis has identified one major difference in the cultural dimension of uncertainty 

avoidance. This phenomenon can be explained by the fact that Cippà Trasporti is an 

innovation-led organization in its strategic plans, internal processes, services, openness to 

technological advancements and change, that is why the firm relies on its own strength and 

insures its longevity by learning and restructuring. The limitation of this study is that there is 

only one nationality present on board of this company. Since in the nearest future the 

organization plans to expand and diversify its board, further research may be suggested. It 

may be summed up that in case of Cippà Trasporti, the hypothesis of the thesis is proved.  
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Table 6 Match between the culture of the board and the culture of the 
company Cholley SA 
 
 
 
Cholley 
SA 

Cultural Dimensions: YES NO 
1. Power Distance  ✔  
2. Individualism ✔   
3. Masculinity ✔   
4. Uncertainty Avoidance  ✔  ✔  
5. Long Term Orientation  ✔  
6. Indulgence   ✔  

Elaboration of the author 
 

Cholley SA is the smallest subject of the research in terms of size of the enterprise in this 

thesis, however, it demonstrates high level of national diversity on its board. The company 

focuses on external markets, particularly, Asian and Middle Eastern, which makes its internal 

nature very open-minded to various cultures and stimulates its growth. Firm’s focus on 

quality and R&D encourages innovational spirit and numerous collaborations with academic, 

institutional and medical partners. The board of Cholley SA has been analyzed profoundly 

due to inclusion of the country of origin (home country) into the comparison on the Hofstede’s 

dimensions, as suggested by Lee, Masuda and Fu (2018). It allows to achieve higher 

precision in the results of the analysis, since individual culture is influenced by all the places 

of habitat. The results of the analysis have shown that the characteristic features of the 

organization vary from characteristics of cultures of the board on multiple dimensions. Power 

distance, particularly, propensity to network-oriented structure is caused by small size of 

Cholley SA. The dimension of uncertainty avoidance cannot be clearly positioned, since the 

company posesses qualities inherent to both: cultures open to ambiguousness, in Cholley’s 

case it is observed in the development of age-cutting innovative technologies, and cultures 

that seek for certainty, which is demonstrated by reliance on institutions rather than fully on 

proper strengths. The long-term orientation and indulgence dimensions may be explained by 

specificity of the Italian Swiss region, where the company is headquartered,  and particularity 

of cosmetical sector, in which organization operates. It is possible to claim, that the results of 

analysis of Cholley SA on six cultural dimensions rejects the hypothesis.   
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6 Conclusions and discussions 
 

The results of this research have shown that national diversity of the company’s leaders 

directly influences the structure and culture of an organization, its internal and external 

processes, long- and short-term objectives, openness towards knowledge and expertise 

exchange, as well as towards creative, at times unorthodox, ideas, strategic decisions and 

future-oriented planning and, most importantly, the innovation. It is impossible not to agree 

with the findings of Talke, Salomo, & Kock (2011) or  Lisak, Erez, Sui, & Lee (2016) who 

have claimed that heterogeneity enriches an organization due to variety of perspectives, 

views, continuous efforts put in order to achieve comprehension that stimulates broader and 

deeper communication and, at the end, directly influences company’s performance and 

innovation. This has also been detected in the company-related analysis. One of the reasons 

why cultural differences play such an important role when leading businesses towards 

innovative solutions may have been explained in the work of Van Knippenberg & Schippers 

(2007) who have discovered that varied groups are acting more carefully and self-critically 

and, by doing so, become more efficient.   

All in all, this work has profoundly analyzed innovational giants Tesla, Salesforce.com, 

Meituan-Dianping and Bayer on the topic of their culture and its correlation with the national 

cultures of their directors, who according to Upper Echelon theory, to some extent personify 

their companies and predict their prosperity or failure. Some companies show little 

discrepancies in cultural dimensions, like, for example, Tesla and Bayer. The others have 

more differences caused by a greater idea and a specific set of values, like in case of 

Salesforce.com, or the ambitions to be bigger, faster, better and expand globally like in case 

of Meituan-Dianping. Ultimately, they all prove the given hypothesis.  

The precisely examined local innovators Cippà Trasporti and Cholley SA are only at the 

beginning of the path of national diversification. However, their cultures relate to their 

directors’ national belonging. The case of Cippà Trasporti teaches the reader how the best 

qualities can be extracted from national culture, as, for example, Swiss long-orientation, 

complaisance, precision, expertise and be projected on the business. Or changed and 

improved for the benefit of the longevity of the firm, as stated in the dimension that seeks to 

avoid uncertainty, but in contrast it breaks the stereotype and fear and opens to ambiguous 

and unknown, which at the end of the day gets rewarded with success and innovation for the 

courage taken to implement change. Cholley SA is the embodimet of global orientation and 

open-mindness within a small-sized firm. It is the only case that has rejected the hypothesis. 

In fact, it shows the reader that the power of global identity, individuals who cannot be 

identified by a sole culture, as in case of Cholley’s board, can be stronger than citizenship 

identification and is still related to notions of progressive innovation and quality orientation.  
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This thesis has limitations due to the fact that the subjects of the first category were only 

analyzed via available sources found online and could not be reached personally. This fact 

has consequences of two types. Firstly, the members of the boards of directors were only 

analyzed according to their countries of citizenship on the cultural dimensions without 

considering their possibly different countries of origin. Secondly, the information about 

corporate culture, internal structures, communicational and innovational processes, as well 

as external collaborations could not have been fully covered due to unavailability of 

materials. Finally, there are other factors influencing the correlation between innovation of 

the company and diversity of the board of directors in terms of national inclusion, that could 

be missed out by the author of this thesis due to time restrictions of this work. Further 

research that includes more subjects and personal contact by means of surveys or interviews 

may be recommended in the future.  
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8 Appendix 
 
 

Appendix 1 - Transcript of the interview with Roberta Cippà Cavadini, the CEO of Cippà 

Trasporti 
 
 
What is the organizational structure of Cippà Trasporti? 
 
At the moment I am the only owner of the company, so there is no board of directors. In the nearest 
future it is planned to change that. Then we have a board (executive) which consists of COO (chief 
operational officer), CFO (chief financial officer) and an HR (human resources) department which is 
from external company but works really well. We had a human resource manager in the past and the 
point is that you need people with lots of skills and expertise to cover everything: for talent staff you 
need one thing, for the payroll the other one. Then we also have the middle management.  
 
What about the corporate culture? I noticed that you have very clear values. 
 
Yes, we have created special bracelets with the values for our summer party: respect, innovation, 
courage, and passion.  
 
Could you please shortly explain the values? 
 
First of all, how we created them. It was a couple of day workshop with the group of people from the 
board and from the middle management and we looked at our vision, values. And what we came out 
with was respect, which is the basic of everything, about people, about things, about yourself (it’s also 
the discussion that we had). Innovation because the world is changing. Since couple of years we are 
thinking what will be, what is the future, what kind of job we will do. Probably will be completely 
different from what we do today. Passion because you cannot do anything without passion. And 
courage because to get out of your comfort zone you need some courage. I think that future will take 
us out from our comfort zone more often than we think.  
 
When you talk about future and the need to change, what exactly do you mean?  
 
We are a sort of broker, because we don’t have our own trucks, our own planes, boats. So we are in 
the middle of the client and the currier. You can see nowadays with the platforms like Uber, Booking, 
that companies like ours, who get in touch with the transportation companies are slower. In the past 
our value was our connection, the network with truck companies, airlines. Tomorrow you will find 
everything on the Internet and platform. So the question is how should we change to still be there? So 
we are working on it, still don’t have an answer. It is still early, fortunately for the moment, there are 
platforms but they are not performing well like the ones for tourism.  
 
Is your competition local? 
 
No, global. We don’t have local competition. Yeah, of course, also inside of this building (Cippà 
trasporti office in Chiasso) there are at least 15 forwarding agents, most of whom make custom 
clearance probably for the smaller price than ours. But the problem is not that, the problem is global 
platforms. We organize transport all over the world. 80% of our clients are from Italy, they like to talk to 
you, but the new generation probably does not like to talk to someone. They just get on the platform, 
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you need to transfer something from A to B and it doesn’t matter if it comes from China or from 
Chiasso or the company close to your house.  
 
New generation seems to be afraid to talk (both smile). 
 
Yeah, people are afraid to talk unless they have a problem. So we may become the 911 for the 
transport, something like that. The need of our knowledge may be useful when things don’t work. We 
are still thinking but soon everybody will have to change because of AI and so… 
 
You have clear innovational thinking about the long-term strategy and the internal processes but what 
about the corporate culture, motivating and encouraging the people? 
 
We have several directions that we work on. First of all, we are organizing the summer parties or 
Friday evenings, dinners. It may be something organized by an employee and then the whole 
company is invited. This is leisure time let’s say. We are also very focused on education inside of the 
company. First is the education on soft skills (how to communicate, get in contact with people, about 
the future) and technical education (like the custom paper work). We have a new department of web 
marketing. We started six years ago from one person and now they are five. The chief of the 
department is very young and he does lots of education all over the world (traveling or e-learning) and 
company fully supports this. Of course it has to be related with the vision that we have. We also have, 
for instance, 25 people that do language courses once per week German and English. We make kind 
of personal work with employees with special talents. There is an external coach that meets these 
people once a month and follows their growing in the company. We started with six people, now they 
are twelve. Next year six more will join. Some people are very good at job but maybe they need help 
in how to communicate, how to become leader. So we help them with that.  
 
Do you follow the new trends of innovation like smart working, open innovation? 
 
Yes. It’s something we are talking a lot about. But currently we are improving our IT system to be able 
to do that. Two years ago we have started with the KPI (key performance indicator) per person, you 
need it and the IT system that works. Of course nowadays if we are out of office we can connect to the 
system but it’s not really smart working yet. KPI is very important for smart working, even though we 
started two years ago, it is still in the experimental phase because it is very difficult for people in 
operations, for sales people it’s easy.  
 
How do you think people perceive you as a leader? 
 
It is a very tough question. The ones with whom I am since very long time, we have very good 
relationship. I am not a leader who just walks and screams, I always try to do the things together. With 
the new people it is a bit more difficult. Due to the structure that we have with the middle management, 
I don’t really have so much contact with the new young people in the company. And the age difference 
is also there. But what I usually do is letting my managers get responsibility for everything, I give them 
some autonomy. Even if I sometimes would do something different, but they explain why it makes 
sense, I let them do it. Otherwise we would never be a self-managed company. Sometimes it’s easy, 
sometimes not. But I also have to learn. 
 
Is there resistance towards innovation, change within the firm? 
 
Not everybody is looking in the same direction. For some people it is very difficult to understand the 
reason for change because as human beings we would like the things to always stay the same. So 
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there is part of the company that doesn’t want to participate in the education or some other resistance. 
But with the board, the middle management it works well since we decide together. Some people, for 
example, are close to pension and are used to doing things in a certain way. But I have to say it 
doesn’t have to do with the age. We have some young people who are very conservative and don’t 
want to change, and there are some people who are sixty years old and they are more innovative than 
me. Of course your board and majority of middle management have to follow you. Otherwise you’ll 
have a problem. You can see it from the bottom of the company: when you have people that will follow 
you, understanding that we need to change and not resisting. It takes time to change. 
 
Is your company multicultural? 
 
We are mostly Italian. Historically, Swiss people used to go to work for banks, insurance, pharma, 
governments, paragovernment like post or railways. So in the past it was even worse, ninety percent 
of people were from Italy. Now we are about 75% from Italy. It is a very stressful job: you have to know 
languages and speak to people from all over the world. English is a must, we are not employing 
anymore people that don’t speak English. We are also looking for someone who speaks German, for 
the custom it’s Russian, Polish, Czech, all the drivers, biggest truck companies come from these 
countries.  
 
Do you seek for some support from governmental, public institutions or associations as Cippà trasporti 
or do you fully rely on your strengths? 
 
As forwarding agent we have an interesting situation: based in Switzerland, Swiss company, my family 
is Swiss but in fact we work all over the world. So in fact it doesn’t matter, since government cannot 
help me, the politicians that are there cannot help. In the construction sector, for example, it’s typical 
to have some special contracts and conditions to build in Switzerland, so governmental help is 
needed. But we are a trading company, instead of goods we trade services.  
 
Your company has started being more sustainability-, environment- oriented and participates in social 
programs against violence against women. Could you comment on that? 
 
A friend of mine has started this project against violence, since she works with women and I decided 
to join. My team (the board and managers) has supported the idea of participation. And speaking of 
green logistics… green and logistics are difficult to imagine working together, a bit controversial. But 
what we are doing is making an option for the client to create less pollution. A special department is 
preparing a study for a client who wants to be greener. It’s hard, we have train but it takes much 
longer to get where it needs to get and it still needs truck from the station. We are now in contact with 
lots of companies that are doing this; let’s say it is the beginning.  
Speaking of digitalization, in February we have started our first cookie bot called Ada, the virtual 
colleague, based on AI, it is a kind of experiment, Ada cannot give the price yet but we are working on 
it.  
 
Could you please tell more about your global network? 
 
I have just been to the meeting our network in Istanbul. And it’s amazing because in the room with 130 
people you have the whole world. There are representatives of different countries for such middleman 
as we are, since we cannot have our own representative in each country like the big companies DHL 
or Schenken, we use the network.  
 
And what about your project Crent? 
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Before it used to do better, because it were big companies who used to give us the cars. We do not 
have our vehicles. And we took care of the orders that were long time rent of one to twenty cars. So 
we were also like a middleman here. It’s in Italy. But now with the new platforms, private people can 
go online and get in contact with this big company. We are not putting any more energy and funding 
into this project.    
   
Returning to the corporate culture, in Cippà trasporti, are there strict rules that everyone obeys or is it 
more “freestyle”? 
 
We like to say that we are good at freestyle. But still some rules exist. Punctuality, I think is very 
important, has to do with respect. Or doing what you say you will do. If you take care of someone’s 
goods, you have not to blame someone else but keep what you said and find a solution. We don’t 
have dress code, we don’t have badge, we have hours of course but if for instance you need to come 
later, you can do so, but you have to be here when you promised, because your colleagues are 
expecting you. We have to deal with road transport and it can be a mess. So we have to deal with 
issues like late delivery but it’s normal. What we can do is assure the client that we take care of their 
goods till the end. But I don’t think that we have strict rules. I think that our values are the keys.  
Of course as a company we have a rule that it has to be +1 minimum at the end of the year (profit). If it 
goes down, well it happened in 2015 when euro became one to one with franc, considering our Italian 
clients and all the euro invoices, but on the other side we had to find other solutions, that without this 
problem would never come. So sometimes when things go very wrong, at the end we thank them, 
because they made us push to change.  
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Appendix 2 - Transcript of the interview with Cholley Paydar Bavandpour, the CEO of 

Cholley SA 
 
Could you please tell more about specialization and innovation of your company? 
 
We are a brand specializing in phyto-dermo cosmetics. We have been one of the first brands who 
started with phyto cosmetics because of the doctor pharmacologist Jules Louis Masset de Vallefort 
who specialized in studying plants in South America, Africa and by the age of 60 in Locarno created 
his laboratory (we are still there). And based on his experiments in plant extract and herbs for 
cosmetics not any more in pharmaceuticals. He was one of the pioneers in phyto bio cosmetics, which 
no one talked about yet at that time.   
 
Could you please tell some words about company and its organization in detail? 
 
We have a board of directors. Me and my brother, we used to have partners and we had a board of 
directors of course. Now we bought our shares and now it is me and my brother on the board.  
 
If I may, I’d like to ask you about your nationalities? 
 
Actually I am not Swiss, I am French. I brought my residence to Switzerland after my partner dies, who 
was the CEO of the company, to become the new CEO. And the brother is American. Since 1992 he 
is in Switzerland. In 1989 I started with two other partners Cholley in Lugano. At that time I could not 
create a company by myself as a foreigner and two third of the company have to belong to Swiss. 
After the law has changed and after my partner died we bought shares of his family. 
 
But your routes are Iranian, right? 
 
Yes, I was born in Tehran, as my brother, and then I migrated to France and my brother to America. It 
was still before the revolution. 
 
What about other employees? How big is your company? 
 
We are about 12. They are both locals and foreigners also considering the laboratory in Locarno. 
 
Is your innovation influenced by the fact that you operate all around the world? 
 
We have been very international since the very beginning. From 16 I was in France, then England 
then moved to America, then back to France. My family has a very international mentality. When we 
started, we didn’t work under brand Cholley, we started selling as the brand of Dr. Masset, who had 
already a distributor in Switzerland and in Germany. At that time that I was not so active in the 
company, and management was convinced and invested a lot in the local market and into Italy. We 
lost a lot of money like this. In 1995 I started going to Cosmoprof in Bologna and like this we strted our 
internalization. Our first distributor was from Taiwan, Hong Kong, today they are still with us. In that 
time we only saw the product and invested a lot of resources in the brand of Dr. Masset de Vallefort. 
But you know the only person who wanted this brand was distributor of Zurich. The others wanted a 
more innovative brand like Cholley. We started selling only professional product because of packaging 
(it requires less than the commercial product). For this reason for ten years we sold only to beauty 
salons and centres and we didn’t think that much about retail product. Actually retail product makes 
the brand’s name famous and more known. Sometimes professionals don’t even say to the customers 
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what they are using as a product. Then once a doctor-pharmacist from Saudi Arabia came to us and 
said that he needed a retail product so we started with it. He is still or distributor.  
 
And then the global expansion started to grow? 
 
Yes, 25 countries, especially in Asia, particularly China, Vietnam, Japan, Hong Kong, Taiwan. In the 
Middle East as well, one of the best is Saudi Arabia (with certification and verification of packages 
before shipping due to geiopolitical problems) Emirates, Dubai had particular success in 2012 2013 
thanks to Russian tourists who were massively buying our product there. We recently got distributors 
from India, who also participated in our 30 year celebration with organized symposium and gala. We 
are also working with countries like Mauritius. In the US for example we only have a customer, not 
distributors, because they are not good payers.  
 
What about the values and philosophy of Cholley? Do you have a vision, mission?  
 
Actually I came to this business only due to my acne problems, I was in fashion before. And since 
from my father’s side we are Kurds, that live in the Eastern mountains of Iran and know about 
particular herbs that grow there, my uncle, dermatologist, found out that characteristics of these plants 
have a very strong anti-aging effect. Locals living in those villages used a special mix of herbs with 
yoghurt or milk and used it as a mask. And when I went to America for my job, I consulted with my 
uncle for acne problems and he cured me with these ancient recipes. When I moved to Europe he 
actually insisted on creating a cosmetic company, business based on this product. The ideology is a 
product that works, for this reason we have been always a result-oriented company. When we went to 
laboratory of Dr. Masset, we decided to make a synergy of bio and dermo cosmetics. We were always 
very clear that it is phytobiotech and not cellular science that was talked about a lot. People maybe 
don’t realize that quality comes out in long-term, even the quality of people.  
 
So I see the company is long-term oriented, but do you have some particular objectives you want to 
achieve? 
 
Yes, we have arrived to the point that we have to make big products. We have very important know-
how and technology and to develop that we are thinking to have some partners who can help increase 
our production capacity. We are niche product and seek to specialize more and more, so we are never 
going for mass production. 
 
What about company culture, bonding activities? 
 
We are small. When we organize events, employees always participate. 
 
And what about education? 
 
No, we don’t have time for that, we are searching experts already because we are very small. 
 
Can you judge, how are you perceived as a leader, as the CEO of Cholley SA? 
 
No, I can’t. In life I don’t want to be liked or loved, I want to be respected. That is what I care about. 
And if You respect people, they most likely respect you back.  
 
What about open innovation? 
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We are organizing various symposiums about aging and health and share our innovation there.  
We also organize events about life science cosmetics. We are going to have a project with the hospital 
of Lugano in 2020, because we have seen excellent results for the burnt skin, skin repair. And now we 
are preparing the whole protocol before and after surgery (plastic surgery) and scar treatment. For 
example, in the hospital they have seen that our product shows results in 2-3 months, compared to 1 
year without it if there will be result. For this we want to work with university to certify the results. We 
have cosmetics that also help in physiotherapy but we did not really market the product well, so we 
are starting a project with SUPSI in 2020 to achieve some certified results.  
We work with doctors, dermatologists and plastic surgers because they have much more credibility, 
compared to estheticians, so the credibility of the product is better, you cannot manipulate people who 
have studied it professionally. We have very good results when working with people who are more 
prepared.  
 
Do you face resistance to innovation in the company being a small family enterprise, or do you have 
misunderstandings when making strategy planning with your brother? 
 
I wouldn’t say so. We do different things. I am responsible for the marketing side, and my brother is in 
production. He s more engineer-thinking, and I am global-thinking. Now we go along better, then we 
used to. We had lots of difficulties in understanding each other, but with the years it became easier, 
also since there are no other partners involved.  
 
Would you say that your company is hierarchic or network type? 
 
More network. 
 
Do you rely more often on your own strength or seek support from institutions? 
 
We seek for help and collaboration. 
 
What is more important for Cholley, to be leader on the market, in the sphere or to have work-life 
balance? 
 
The second one, life-work balance. 
 
How about rules? Are there strict rules in the company? 
 
Punctuality is important, it is part of the respect. Of course, security is important (talking about 
advance payments from distributors). 
 
Do you create short-term goals? Do they also apply to each individual employee? 
 
Yes, we do, but they are more goals for the whole company as a family. For the global number -yes.  
 
Do you spend money on leisure time activities for the company? 
 
Yes-yes. We did the big gala dinner for the anniversary. We don’t do it so often but we do it in the best 
possible way.  
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The topic of this thesis focuses on the correlation that may exist 
between multinational composition of the corporate board of the 
company and its capacity to innovate. The decision to focus only on 
the top management was made in order to position this project as 
feasible and representable. As claimed by Hambrick and Mason (1984) 
in their upper echelon theory, the company, its strategy, performance 
and culture are directly connected with and are being the reflection of 
its top management team. In particular, the model emphasizes the 
psychological and observable characteristics of the board. The 
framework has been reviewed and completed by a more recent 
publication by Carpenter et al. (Carpenter , Geletkanycz, & Sanders, 
2004) dividing the top management team’s characteristics section into 
theoretical construct of members’ demographics, with bigger focus on 
individuals, and the mediators of their demographic effects, with focus 
of team dynamics. In both variants, the upper echelon framework 
bases on the diversity factors of the company leaders, such as for 
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example, age, functional tracks, education, heir apparency and others, 
while Nielsen & Nielsen (2013) believe that in order to capture the 
impact and essence of diversity, it cannot be treated as a generic 
unidimensional concept, but should be analyzed by single attributes 
that make part of it, which will be done in this thesis, particularly, the 
aspect of nationality of the board members. Hofstede (2011) views 
nationality as one of the definitions of the culture, precisely in the 
political, social and managerial contexts. According to his findings 
connected to multinational teams, the norms and values, received in 
the early age by informal institutions, which is, in fact, national culture, 
are very strong and, consequently, are very unlikely to significantly 
change through subsequent experiences. Understanding ones cultural 
background makes it possible to comprehend their interpretation and 
reaction to strategic issues, which vary depending on person’s origin 
(Schneider and DeMeyer, 1991). Considering the criticism of the 
Hofstede’s cultural dimensions theory such as the fact that the model 
does not take into consideration the variability within a country 
(Mazanec, Crotts, Gursoy, & Lu, 2015), the model is still a perfect tool 
for analyzing the country specific cultural predisposition in five 
constructs: power distance, individualism, masculinity, uncertainty 
avoidance and long-term orientation. When dealing with multinational 
environment, a number of critical elements can arise, which may 
influence the company’s performance in both positive and negative 
way. Heterogeneity of the top management team appears to be 
beneficial when dealing with low complexity level decisions, but 
crucially harms firm’s performance in cases of high complexity level 
tasks. Interestingly, with the time the demographic effects become 
weaker, meaning that the executives are getting less affected by their 
differences proportionally to time passing spent working together 
(Carpenter, 2002). There have been identified numerous aspects that 
help multinational teams at the top level increase understanding when 
working together and promote the use of their differences to elevate 
the organization’s performance. Primarily, considering the linguistic 
differences, comprehension of a common language is considered one 
of the key factors for knowledge sharing and is directly associated with 
performance (Lauring & Selmer, 2011). Moreover, multicultural top 
teams, consisting of global identity leaders13, directly affect innovation 
within the company and, as a result, its performance by fostering 
shared innovation goals and motivating for communicational inclusion, 
which provides team members a deeper understanding of another’s 
knowledge, perspectives and capabilities (Lisak, Erez, Sui, & Lee, 

                                                
13 Global identity is an individual’s sense of belonging to and identification with the social group of the whole world from which 

multicultural team members come (Shokef & Erez, 2006).  
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2016). 
From preliminary literature review, it was identified that there have 
been conducted studies on similar subject as the one of the interest of 
this master thesis earlier in history. Ruigrok, Peck, & Tacheva (2007) 
decided to focus their research on nationality and gender diversity in 
Swiss companies’ boards. The approach of combining upper echelon 
theory with institutional theory, followed by construction of an 
integrated multilevel framework, resulted in evidence of the equivocal 
relationship between the top management team diversity and the firm 
performance. An interesting finding is that the composition of the board 
of directors is strongly influenced by the country environment, in case 
of Switzerland, it is open with international orientation, however, has 
closed ownership networks due to domination of family-owned and 
family-controlled enterprises. Another study by Nielsen & Nielsen 
(2013) has been examining the equivocal relationship between top 
management diversity and firm performance in Swiss companies. 
Research emphasizes the nationality diversity as its key criteria for 
analysis of the management team and company’s internalization as the 
performance measurement. Authors found out that different nationality 
composition in the team of executives may lead to contradictions to the 
groupthink and adherence to stutus quo, which can result in better 
performance in the long term. Another important aspect that was 
discovered is that industry munificence is one of the factors not to be 
missed when dealing with multicultural boards of the firms, since it can 
impel or inhibit the revelation of benefits that diversity brings, and 
influence the strategic choices of the organization. Further research will 
be conducted with emphasis on the innovation capacity measurement 
approaches as the base for construction of an adequate evaluation 
framework (to track how different cultural background leads to different 
strategic decisions, which consequently increase or decrease the 
innovative activities of the organization and its financial performance, 
as the result) for this thesis.   
 

 
 

LEGAME CON IL PROFILO DEL MASTER 
 
 
Legame con i 
contenuti sviluppati 
nel percorso 
formativo 

The paper is meant to touch a wide range of topics discussed during 
educational process, specifically during the lessons of Organization & 
Leadership, Advanced Strategic Management, Economics & 
Management of Innovation and National & International Economic 
Environmental Analysis, since it discusses management in multicultural 
environment and innovation processes. The skills and knowledge 
achieved during four semesters of the Master’s program make it 
possible to conduct a scientific study on the chosen issue, make a 
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profound research, combine theoretical knowledge with practical 
experience and critically analyze the results.  

 
 

OBIETTIVI PRINCIPALI  
 
Obiettivi del lavoro 
 
(cosa si deve aver 
raggiunto a tesi 
conclusa?; 
contributo della tesi 
alla solu-zione del 
problema)  

The objective of the thesis is to see if there is a correlation between 
national and cultural diversity of the corporate board within a firm and 
its capacity and openness towards innovative processes. Particular 
focus will be made on the world’s leading innovative companies and 
several Swiss companies, whose board has or has not experienced 
diversification in the recent years.  

 
 
 

METODOLOGIA 
 
 
Approccio e 
strumenti da 
utilizzare per 
raggiungere gli 
obiettivi  

The study will be able to meet the preset objectives by following 5 
steps: 
 
1) Setting a theoretical base about multinationality in companies: 
This part of the thesis is a review of literature, previous studies and 
researches which have their focus on defining the multiethnic and 
multiracial environment, emphasizing the enabling and restricting 
characteristics of such environment, explaining typical dynamics, the 
current and future trends of international diversification (in the world 
and in Switzerland), defining new emerging concepts such as cultural 
brokerage and tokenism, identifying the correlation between diversity 
within the company and the firm’s performance. 
 
2) Collecting relevant data  
Data collection is one of the most critical parts of this thesis. The 
sources to be used for company-related data (board composition, size, 
performance, innovation etc.) are database Orbis, SIX Swiss 
Exchange, Fortune 500 datastore, Ethics&Boards platform, annual 
company reports, BCG, McKinsey and Forbes reports.  
  
3) Using the best-fit tools for proving or refuting the chosen hypothesis: 
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This step gives a clear understanding of the tools, which are to be used 
for a valid evaluation of gathered data. The tool which measures the 
company’s innovativeness will be elaborated by the author and will be 
including the indicators which are somehow similar to those used in 
Global Innovation Index with particular emphasize on innovative 
technologies usage for operations and internal communication, 
innovative products outcome, innovation-supporting initiatives, 
exposure to open innovation and others.  
Later on the companies will be classified according to their 
diversification level and their innovative capacity and compared with 
the help of table.  
 
4) Conducting the fieldwork research  
After the preliminary research, there will be a real case study of 1-2 
Swiss companies (or located in Switzerland) with 
homogeneous/heterogeneous composition of board in terms of their 
national belonging. The data will be collected by means of survey 
and/or interview with the company (board) members.  
 
5) Conducting the analysis of collected data 
The analysis of the results will be made and the conclusions will be 
backed up using the Upper Echelon Framework and the Hofstede’s 
cultural dimensions theory.  
 

 
 

9 FATTIBILITA’ DELLA PROPOSTA 
 
Risorse necessarie, 
accesso alla 
documentazione, 
disponibilità di dati 
e/o informazioni, 
livello di 
complessità e/o di 
ampiezza del tema, 
tempo a 
disposizione 

The study is feasible, because the topic appears to have a clear focus 
by taking into consideration only the corporate board of the companies 
and specific data regarding the innovation capacity. It has a medium 
level of complexity due to accessibility to necessary resources such as 
scientific articles, books, reports, studies, database which can be 
found either in SUPSI library or on the official websites of companies 
or special platforms, which can be accessed by subscription or 
payment. The companies, which will be subjects of thesis fieldwork, 
are not identified yet, however, the author can get access to some 
Swiss-based companies through her contacts in Ticino and in Zurich. 
The only critical issue is availability of these companies. That is why 
finding, contacting and communicating with them will start in summer 
2019. By doing so, there will be no concerns about meeting the given 
time restrictions.  
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10 PIANIFICAZIONE 
 
Piano di lavoro 
 
(breve descrizione 
del procedimento 
e/o del metodo di 
lavoro) 

In the following section I would like to describe the main stages 
necessary to complete the thesis work: 
1. Research of related literature: previously conducted studies, 
relevant scientific articles, other publications. 
2. Conceptualizing the theoretical material: description of theories, 
frameworks, tools (like the Upper Echelon Framework and the 
Hofstede’s cultural dimensions theory) which are relevant for 
understanding the topic-related definitions, terms, specifics, trends and 
that help with potential analysis of the findings. 
3. Creation of the tool for evaluation of the innovative capacity of 
companies: identification of important criteria, that can be accessed, 
found and measured. 
4. Company specific research: identification of the representative 
sampling (№ of the companies, their location, size, sector), gathering 
of the necessary data from various sources about the companies’ 
boards compositions and the innovational processes as well as their 
financial performances. 
5. Contacting the companies which will take part in the fieldwork 
research: first contact will be made after identification of the sampling, 
whilst composition and further sending of the survey, organization and 
conduction of the interviews to be proceeded with after creation of the 
tool for evaluation of the innovative capacity. 
6. Classification of gathered data in the elaborated framework  
7. Analysis of the results and conclusions 
  

 

11 STRUTTURA DELLA TESI 
 
 
Indice di massima 
 
(se possibile, 
descrizione dei 
probabili contenuti 
dei capitoli) 

 
Index 
 
Abstract 
 
Introduction 
 
1. Research methodology 
 
1.1 Empirical research 
1.2 Primary data collection 
1.3 Elaboration of the innovation capacity assessment tool 



 
 

Correlation between company’s innovation and the national composition of its corporate board  
 

79/81 
 

1.4 Surveys and interviews 
 
2. Theoretical background  
 
2.1 Diversity in the corporate environment  
2.2 Specifics of multinational teams 
2.3 Emerging concepts 
2.4 Upper Echelon Framework 
2.5 Hofstede’s cultural dimensions theory 
2.6 Measuring innovation  
 
3. Empirical research  
 
3.1 Sampling  
3.2 Companies’ overviews  
3.3 Cross-company comparison 
3.4 Conclusions  
 
4. Fieldwork study  
 
4.1 Companies’ overview 
4.2 Data collected from collaboration 
4.3 Analysis in regard to cross-country comparison 
4.4 Conclusions  
 
5. Conclusions  
 
Bibliography  
 
Attachments  
 

 

12 PARTICOLARITA’ 
 

This study is particular because it will be one of the few that concentrates on explaining the 
national diversity of the corporate boards in relation to performance of companies, and is 
unique due to the innovation capacity evaluation of those companies. Moreover, this research 
work aims to identify current trends of international investments that arise on the global arena 
(for example, heavy investments of China and India into Swiss-based companies) and the 
consequences that come along (diversification of the boards). 
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