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Abstract

The main objective of the research is to examine, for the first time, the influence of dimensions of cul-
ture according to the GLOBE model on the dimensions of entrepreneurial orientation. The research 
sample belongs to the service sector within the transitional society of Serbia, i.e. tourism and medical 
sector, which are linked through the ever-growing health tourism industry. Different influences of di-
mensions of culture (uncertainty avoidance, performance orientation, group collectivism, assertiveness 
and gender equality) on dimensions of entrepreneurial orientation (work ethic. innovativeness, empa-
thy, autonomy and risk readiness) are confirmed. The obtained results are important for defining the 
cultural framework which influences the development of entrepreneurial activities within tourism and 
health service sectors in Serbia.

Keywords: GLOBE model; culture dimensions; entrepreneurial orientation; service sector; transitional 
society

Introduction

Today’s transitional societies are characterized (Munck, 
2002) by a number of cultural specificities that cannot 
be found in highly developed capitalist societies which, 
particularly in the former socialist countries, are based 
on decades of strong focus on collectivism and a lack of 
orientation toward performance. There are, of course, 
significant cultural differences among the different 
transitional societies, having different histories and 
transition pathways (Mebrahtu et al., 2000). Numerous 
researchers of the economic problems of developing 
countries believe that the limited nature of economic 
development of these societies is a result of certain cul-
tural patterns that have, to some extent, blocked them 
in the use of rational economic behavior and market 
functioning. Rostow (1960) believed that it was pre-
cisely detraditionalization that can stir the journey of 

such societies toward modernity. Particularly relevant 
to this work is the cultural context of entrepreneurship 
development.

Freytag and Thurik (2007) consider that low na-
tional income and poor technological development 
are not the main contributing factors to the low level 
of entrepreneurial activity, but that the differences ob-
served are mainly institutional and of cultural nature. 
Therefore, many studies attribute a high level of entre-
preneurial activity to the influence of cultural values 
such as freedom, independence, need for achievement, 
individualism/collectivism and materialism (Morris 
et al., 1994; Spence, 1985).

Entrepreneurship in tourism has made exception-
al contributions to the global economic development 
(Lordkipanidze et al., 2005). When it comes to devel-
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oping countries, rapid increase in international tour-
ist arrivals is partly influenced by the growing interest 
of postmodern tourists for destinations with cultur-
al specificities and attractive cultural heritage. These 
destinations are challenging for postmodern tour-
ists who are to some extent saturated with experienc-
es in the well-known European destinations. There-
fore, many countries have invested significant funds 
in the last decade to stimulate tourism development 
and especially entrepreneurship in tourism (Chang, 
2011; Carmichael & Morrison, 2011).

The main goal of this study is to examine the in-
fluence of cultural dimensions in Serbia on entrepre-
neurial orientation in two service sectors, healthcare 
and tourism. 

Many countries have recognized the possibility of 
linking the entrepreneurship activities between tour-
ism and healthcare. Medical tourism refers to the 
cross-border healthcare, motivated by lower costs, 
avoidance of long waiting times or services not avail-
able in one’s own country. Increasing attention is be-
ing paid to attracting medical tourists, including ac-
tivities aimed at providing entertainment during the 
pre- and post-operative periods (Hopkins et al., 2010). 

According to the Zion Market Research (2018) report, 
global medical tourism market was valued at approxi-
mately USD 15.5 billion in 2017 and is expected to gen-
erate revenue of around USD 28.0 billion by the end 
of 2024. The industry has grown substantially in the 
past decades as citizens of the EU travel from rich-
er countries like the United Kingdom, Sweden, Ger-
many, Netherlands, and Ireland to seek affordable 
healthcare in other countries, primarily in Eastern 
Europe. Health tourism brings in €46.9 billion in rev-
enue which represents 4.6% of overall tourism reve-
nues and 0.33% of EU28 GDP (Fink, 2018).

The rapid development of medical tourism has led 
to the expansion of destinations which are special-
ized for dental tourism (Poland, Hungary, and Serbia), 
heart surgery (Turkey), hernias or other medical treat-
ments (Connell, 2006). The influx of medical tourists 
brings numerous benefits to host destinations. It con-
tributes to country’s overall economy, creates jobs 
and opportunities for further development through 
the supply chains. As a growing tourism market seg-
ment, medical tourism provides numerous opportu-
nities for entrepreneurial activities (Gredičak & De-
monja, 2019). 

Conceptual definition of culture and GLOBE model

Although there is no complete consensus on the defi-
nition of the term culture, scholars mostly agree that 
culture can be viewed as a set of parameters that al-
low one collectivity to be differentiated from another. 
Within this study we focus on the cultural indicators 
(parameters) in relation to tourism and entrepreneur-
ship. Namely, for the last thirty years, the research, 
mostly by Hofstede (2001) and the group gathered 
around the GLOBE (Global Leadership and Organi-
zational Behavior Effectiveness) project, has attract-
ed attention of the scholars in the field of manage-
ment, organizational behavior and entrepreneurship 
(House et al., 2002). 

For the purpose of this study, we used the GLOBE 
model, because it is widely accepted and has found 
numerous applications in various fields including en-
trepreneurship. Furthermore, the orientation of socie-
ty or organization towards performance is of great im-
portance for entrepreneurial activities, which was not 
investigated within the Hofstede’s model.

GLOBE cultural dimensions are defined as follows: 
1. Uncertainty Avoidance is the extent to which mem-

ber of an organization or society strive to avoid un-
certainty by reliance on social norms, rituals, and 
bureaucratic practices to alleviate the unpredicta-
bility of future events.

2. Power Distance is the degree to which members of 
an organization or society expect and agree that 
power should be unequally shared.

3. Collectivism I: Societal Collectivism reflects the 
degree to which organizational and societal insti-
tutional practices encourage and reward collective 
distribution of resources and collective action.

4. Collectivism II: In-Group Collectivism reflects the 
degree to which individuals express pride, loyalty, 
and cohesiveness in their organizations or families.

5. Gender Egalitarianism is the extent to which an or-
ganization or a society minimizes role differences 
and gender discrimination.

6. Assertiveness is the degree to which individuals in 
organizations or societies are assertive, confronta-
tional, and aggressive in social relationships.

7. Future Orientation is the degree to which individ-
uals in organizations or societies engage in future-
oriented behaviors such as planning, investing in 
the future, and delaying gratification.

8. Performance Orientation refers to the extent to 
which an organization or society encourages and 
rewards group members for performance improve-
ment and excellence.

9. Humane Orientation is the degree to which indi-
viduals in organizations or societies encourage and 
reward individuals for being fair, altruistic, friend-
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ly, generous, caring, and kind to others (House et 
al. 2002, pp.5-6).

The GLOBE model has two sub-models: the value 
aspect of the cultural dimensions (or the situation as 

it should be in the society or in the organization in the 
opinion of respondents belonging to the research so-
ciety) and the perception of the real situation in the 
society or organization.

Culture and entrepreneurship

Hayton et al. (2002) believe that national culture can, 
on an individual level, encourage or demotivate entre-
preneurial activities, inter alia, by creating a cultur-
al framework to identify opportunities for entrepre-
neurial activities that are appreciated and supported 
by a number of incentive measures. 

Research by Morris et al. (1994) suggests that in in-
dividualistic cultures, managers tend to be autono-
mous and independent and more willing than man-
agers in collectivist cultures to adapt to high-risk 
situations. Entrepreneurs in an individualistic culture 
view external environments much more optimistical-
ly than entrepreneurs belonging to the society with a 
low degree of individualism (Palich & Bagby, 1995). In 
societies characterized by a high level of power dis-
tance, there is a general tendency to maintain an es-
tablished social system and accept its own position in 
it, without a strong motivation to change one’s status 
(Hojat et al., 2002). Managers in cultures character-
ized by a low degree of power distance are more will-
ing to take risky actions in order to improve the stra-
tegic position of the organization they manage (Shane, 
1993).

Some authors point to a negative correlation be-
tween uncertainty avoidance and entrepreneurial ac-
tivity, considering that a society with a high degree 
of uncertainty avoidance is not prone to risk-taking 
activities and that members of such society have low 
levels of readiness to changes, which are very impor-
tant for entrepreneurial activities (Thomas & Mueller, 
2000). In societies with a high degree of human orien-
tation, the support of the environment for entrepre-
neurial activities can be expected even in the event of 

initial failures, which can be particularly significant 
in societies with low levels of economic development. 
As entrepreneurs are aspiring to financial rewards as 
a consequence of high performance, a society char-
acterized by the practice of rewarding high perfor-
mance provides a good environment for the growth 
of entrepreneurial activities. Companies with a high 
future orientation provide a favorable framework for 
the development of entrepreneurial activities, which 
involves anticipating future opportunities for entre-
preneurial activities through active analysis of future 
trends in the market. A study by Emrich et al. (2004) 
concludes that in societies characterized by high lev-
els of gender equality, women have high social status 
and participation in the workforce and a similar ed-
ucational level to men, and women’s participation in 
entrepreneurial activities is also higher than in socie-
ties characterized by low levels of gender equality.

National cultures are particularly important for 
entrepreneurs in the tourism industry, to maximize 
the satisfaction of tourists from different countries 
with the service quality. Previous studies examined 
the impact of national cultures on the tourists’ be-
havior (Money & Crotts, 2003; Tsang & Ap, 2007), as 
well as on local residents’ attitudes towards tourism 
(Pavluković et al., 2017). Nedeljković, Koković and 
Nedeljković (2010) showcase the relationship between 
culture and tourists’ behavior in the context of choos-
ing tourism products. Service providers in the health-
care sector are also required to have a high degree of 
cultural sensitivity, which is of particular importance 
in a multicultural society (Bonder et al., 2001).

Entrepreneurial orientation

The widely used entrepreneurial orientation (EO) 
(Lumpkin & Dess, 2001), introduced by Covin and 
Slevin (1986), focuses on the following dimensions of 
this construct: risk taking, innovativeness and proac-
tiveness, and is the result of an adaptation of the work 
of Miller and Friesen (1982) and Khandwalla (1976/77). 
Unlike personality dimensions that are dispositional 
and stable over time, entrepreneurial orientations are 
culturally conditioned and under the influence of the 

environment (Özsomer et al., 1997; Thomas & Muel-
ler, 2000).

Thus, Baluku et al. (2019) evidence that personal 
cultural orientations and cultural intelligence impact 
the subjective success in self-employment, For the 
purposes of this research, a questionnaire was used to 
measure the following dimensions of entrepreneurial 
orientation: innovativeness, proactiveness, autonomy, 
work ethic, risk readiness and empathy.
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Innovativeness refers to having new ideas in re-
lation to certain relevant groups, markets and envi-
ronments, and can relate to products and services as 
well as to administration or technological processes 
(Lumpkin & Dess, 1997; Avlonitis & Salavou, 2007). 
There are numerous examples of innovativeness in the 
tourism sector (Bilgihan & Nejad, 2015), which could 
be manifested in the selection of products that may 
be of interest to a particular niche. For example, over 
the last ten years, a number of new forms of tourism 
have developed, such as adventure tourism, experien-
tial tourism.

Entrepreneur proactiveness is a behavioral syn-
drome that involves recognizing the opportunities that 
the market provides, boldness aimed at starting an en-
trepreneurial venture, during the realization of the ven-
ture, but also persistence in overcoming the difficulties 
that may be encountered in realizing the entrepreneur-
ial venture (Lumpkin & Dess, 1996). Cultures that em-
phasize entrepreneurial initiative by encouraging en-
trepreneurs to pursue and anticipate opportunities and 
to participate in new or emerging markets are classified 
as proactive (Lee & Peterson, 2000).

Autonomy is also present in successful entrepre-
neurs and presents the ability to make independent 
decisions and realize their own ideas and visions. This 
is one of the factors that may be present when a firm 
engages in new entry (Covin & Wales, 2012). Also, it 
may help develop new ventures or improve business 
practices (Albert & Couture, 2013).

Risk orientation is an important component of a 
strong EO (Lee & Peterson, 2000). Entrepreneurial 
activity also involves entering an unfamiliar terrain, 

which also enhances the possibility of making errors 
in the assessment, for example, that the market will 
accept a new product or service. Naldi et al. (2007) 
found that risk taking was a distinct dimension of en-
trepreneurial orientation in family firms and that it 
was positively associated with proactiveness and in-
novation. They also found that family firms took risk 
to a lesser extent than nonfamily firms. 

An entrepreneur is often considered as self-centered 
personality thinking only of his or her well-being, but 
many well-known entrepreneurs have been driven by 
a desire to contribute to the well-being of the society 
(Montanye, 2006). When it comes to the service sec-
tor, especially health sector, an important dimension 
of entrepreneurial orientation is empathy, which is 
also one of the dimensions of emotional intelligence. 
It signifies a healthcare professional’s ability to under-
stand patient’s emotions, which can contribute to the 
more caring treatment. Service is characterized by in-
tangibility and therefore the perception of the quality 
of service by the consumer is also based on the emo-
tional response produced by the service. Empathy is 
very important for successful entrepreneurial activ-
ities in tourism sector particularly due to prolonged 
nature of service encounter. 

Within this study we hypothesize: 
H1: GLOBE Culture dimensions are predictors of en-

trepreneurial orientation dimensions.
To the best of our knowledge this is the first study 

investigating the relationship between all nine GLOBE 
dimensions and six dimensions of EO, therefore offer-
ing significant insight on the impact of culture dimen-
sions on entrepreneurial orientation.

Methodology

Questionnaires
The questionnaire was composed of three sections: i) 
survey of demographic profile of respondents, ii) en-
trepreneurial orientation and iii) dimensions of cul-
ture. Questionnaire to measure entrepreneurial 
orientation was reused from the literature study: Her-
mansen-Kobulnicky and Moss (2004) (Cronbach in-
dex greater than 0.9 for all dimensions). This ques-
tionnaire uses ratings from 1- strongly disagree to 7 

- strongly agree, for assessing the following dimensions 
of entrepreneurial orientation: proactivity, work ethic, 
empathetic service provider, innovativeness, autono-
my, risk readiness. The questionnaire for measuring 
social culture is reused from the work: House, Hang-
es, Javidan, Dorfman and Gupta (2004). Reliability for 
all dimensions is above 0.5 (House et al., 2004).

This questionnaire uses the ratings in the range 1- 
strongly disagree to 7 - strongly agree, for assessing 

the following dimensions of social culture: uncer-
tainty avoidance, future orientation, performance 
orientation, institutional collectivism, group collec-
tivism, assertiveness, people orientation, power dis-
tance.

The questionnaires were distributed to students of 
tourism, medicine and pharmacy, in dozens of trav-
el agencies, pharmacies and doctors’ offices. A total 
of 250 questionnaires were distributed, of which 207 
returned correctly completed questionnaires. All re-
spondents were informed that participation in the 
survey was anonymous and the goal of the survey was 
explained. Respondents provided answers using the 
standard pen and paper method.

Sample structure
Out of 207 respondents, 108 of them were medical and 
tourism students while 99 were employed in the med-
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ical (including pharmacy) and tourism sectors. The 
sample contained 60 male respondents (29%) and 147 
female respondents (71%). There were 135 students and 
employed persons with the high school degree (62%), 
9 of the respondents completed a 2-year college high-
er education (4.3%), 44 completed a 4-year University 
education (21.3%) and 19 of them completed masters or 

PhD education (9.2%). Regarding the age of respond-
ents, 69.1% belonged to the group between 19 and 35 
years of age, 21.7% of respondents were in the group 
between 35 and 45 years year of age, 6.3% between 45 
and 55 years of age and 2.9% of respondents above 55 
years of age. Hence, over 80% of respondents were un-
der 45 years of age.

Results

Descriptive statistics 
Descriptive statistics for the dimensions of culture ac-
cording to the GLOBE model are given in Table 1. Re-
spondents rate the level of power distance very high 
(5.65), which means that despite the changes that 
Serbian society experienced after the socialist peri-
od, there was no significant reduction in power dis-
tance. The perception of performance orientation is 
very low (2.81), which indicates that society has not yet 

transformed in the direction of promoting high per-
formance and rewarding them adequately. Also, the 
orientation towards the future is low (2.96), which 
also indicates a lack of strategic planning in our so-
ciety. Unlike group collectivism, which is relative-
ly high (4.88), institutional collectivism is perceived 
as very low (3.16), which can be the result of insuffi-
cient support from state institutions in many sectors 

(in the development of entrepreneurship). The reliabil-
ity of these questionnaires is lower than recommend-
ed, but it is acceptable for questionnaires with a small 
number of items. 

The Table 2 shows that the average values of all di-
mensions of entrepreneurial orientation are very high, 
which could mean that at the individual level there 
are favorable conditions for the development of entre-
preneurship.

Regression models
Regression model with the dependent variable pro-
activeness and independent variable dimensions of 
GLOBE culture is significant at the p = 0.00 level and 
the multiple correlation coefficient R = 0.260. Howev-
er, the model explains only about 7% (R-square 0.067) 
of the variability in the dependent variable and no sig-
nificant correlations were observed.

Table 1. Descriptive statistics for the dimensions of culture according to the GLOBE model. 

Min. Max. Average St. dev.
Skewness  

(St err. 0.169)
Kurtosis  

(St. err 0.337)
Reliability

Uncertainty Avoidance UA 1.00 6.33 3.4960 1.20850 -0.253 -0.519 0.54

Future Orientation FO 1.00 6.60 2.9691 1.11713 0.077 -0.400 0.61

Performance Orientation PO 1.00 6.50 2.8140 1.32487 0.433 -0.457 0.48

institutional colectivism IC 1.00 6.67 3.1626 1.20939 0.090 -0.310 0.57

In group collectivism GC 1.33 7.00 4.8841 1.30160 -0.349 -0.630 0.59

Assertivity AS 1.33 7.00 4.5411 1.08102 -0.009 -0.343 0.71

Human Orientation HO 1.00 5.50 3.1171 1.00929 0.117 -0.409 0.65

Gender equality GE 1.00 7.00 5.6522 1.34734 -1.057 0.957 0.67

Power distance PD 2.00 7.00 5.6510 1.08239 -0.762 0.232 0.75

Table 2. Descriptive statistics for dimensions of entrepreneurial orientation

Dimension Abbreviation Min. Max Average St.dev. Cronbach alpha.

Proactiveness Proact 1.00 7.00  5.4348 1.09290 0.632

Work Ethic WE 1.00 7.00 5.3671 1.32809 0.810

Empathetic service 
provider

Empat 1.25 7.00 5.4481 1.08583 0.693

Innovativeness Innovat 1.00 7.00 5.0870 1.21342 0.704

Autonomy Auton 1.00 7.00 5.3816 1.26827 0.792

Risk Taking RiskT 1.00 7.00 5.3092 1.30964 0.662
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Regression model with the dependent variable work 
ethic and independent variable dimensions of GLOBE 
culture is significant at the p = 0.00 level (Table 3). The 
multiple correlation coefficient R = 0.531 and the mod-
el explains about 28% of the variability in the depend-
ent variable. Beta coefficients of avoidance of uncer-
tainty, performance orientation, group collectivism 
and assertiveness are statistically significant.

Regression model with the dependent variable 
empathy and independent variable dimensions of 
GLOBE culture is significant at the p = 0.00 level. The 
multiple correlation coefficient R = 0.554 and the set 
of predictors explains about 31% of the variability in 
the dependent variable. Beta coefficients of group col-
lectivism and assertiveness are statistically significant.

Regression model with the dependent variable in-
novativeness and independent variable dimensions of 
GLOBE culture is significant at the p = 0.00 level. The 
multiple correlation coefficient R = 0.391 and the set 

of predictors explains about 15.3% of the variability in 
the dependent variable. Beta coefficients of group col-
lectivism, assertiveness and gender equality are statis-
tically significant.

Regression model with the dependent variable 
autonomy and independent variable dimensions of 
GLOBE culture is significant at the p = 0.00 level. The 
multiple correlation coefficient R = 0.570 and the set 
of predictors explains about 32.5% of the variability in 
the dependent variable. Beta coefficients of group col-
lectivism and assertiveness are statistically significant.

Regression model with the dependent variable risk 
readiness and independent variable dimensions of 
GLOBE culture is significant at the p = 0.00 level. The 
multiple correlation coefficient R = 0.597 and the set 
of predictors explains about 35.6% of the variability in 
the dependent variable. Beta coefficients of uncertain-
ty avoidance, group collectivism and assertiveness are 
statistically significant.

Discussion

Previous research investigated the relationship be-
tween GLOBE cultural dimensions and entrepre-
neurship (Castillo-Palacio et al. (2017), as well as the 
influence of Hofstede’s cultural dimensions on en-
trepreneurship (Block & Walter, 2017). Our previ-
ous research demonstrated the relationships between 
GLOBE dimensions, facets of job satisfaction and the 
leader-member exchange (Vukonjanski et al., 2012), as 
well as between GLOBE dimensions, communication 
satisfaction and emotional intelligence (Nikolić et al. 
2014). The relationship between two of the GLOBE 
cultural dimensions (PO and HO) and two of the EO 
dimensions (RiskT and Proact) was previously inves-
tigated in South Korea and Thailand (Yoo, 2015). How-

ever, our study shows the influence between all nine 
GLOBE dimensions and six EO dimensions in the ser-
vice sector in Serbia. The results from the statistical 
analysis are summarized in Figure 1.

The obtained results, in the case of the regression 
model with work ethic as criterion variable, indicate 
the negative influence of uncertainty avoidance and 
assertiveness, and positive influence of performance 
orientation and in group collectivism. Yoo (2015) 
showed the positive influence of performance orien-
tation on Risk taking and Proactiveness. A high lev-
el of performance orientation implies readiness of the 
society to reward a high level of performance, which 
can be one of the driving factors for the high level of 

Table 3. Regression models with the EO dimensions as dependent variables and independent variable dimensions of 
GLOBE culture

EO Dimension

WE Empat Innovat Auton RiskT

Beta P Beta P Beta p Beta p Beta P

1

Constant 0.000 0.000 0.000 0.000 0.000

UA -0.173 0.018 -0.056 0.437 -0.064 0.421 -0.126 0.074 -0.190 0.006

FO -0.097 0.208 -0.069 0.362 0.009 0.911 -0.024 0.750 -0.013 0.856

PO 0.155 0.047 0.064 0.399 0.024 0.777 0.080 0.287 0.116 0.113

IC 0.087 0.205 -0.017 0.804 -0.024 0.751 0.062 0.352 0.080 0.217

GC 0.224 0.002 0.344 0.000 0.183 0.020 0.332 0.000 0.301 0.000

AS -0.245 0.001 -0.316 0.000 -0.266 0.001 -0.276 0.000 -0.275 0.000

HO -0.032 0.647 -0.144 0.069 -0.108 0.159 -0.124 0.073 -0.141 0.056

GE -0.097 0.186 -0.108 0.133 -0.167 0.037 -0.063 0.372 -0.080 0.249

PD 0.018 0.819 0.048 0.529 0.125 0.136 0.078 0.296 0.115 0.115
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work ethic. In a society with a high degree of uncer-
tainty avoidance, it is expected that everything is well 
planned, which can reduce the work ethic of the re-
spondents in a highly individualized service sec-
tor (measured in this questionnaire with motivation 
for work, value, and willingness to meet challenges). 
Previous research by Engelen, Schmidt & Buchstein-
er (2015) found no empirical support for the interac-
tion effect on EO of market turbulence and uncertain-
ty avoidance. 

According to the previous GLOBE-related study 
(Dickson et al., 2000), external influences on organi-
zational culture are multiple and their influences may 
be complex. One of the specificities of the tourism and 
medical sectors is the high degree of interconnectivity 
of providers of partial services, which enable the forma-
tion of a complex service. For example, in the tourism 
sector, it is the connection of employees in the tourism 
and cultural sector, which is manifested by tourists’ vis-
its to cultural institutions - museums, galleries, arche-
ological sites (Hadžić, 2005), and in the medical sector, 
for example, it can be a conciliatory decision making. 
It is clear therefore that the respondents’ perception of 
a high level of group collectivism encourages the re-
spondent to express a high level of work ethic orienta-
tion. The perception of a high level of assertiveness was 
followed in our sample by a low level of group collec-
tivism. Such result is understandable, given that a high 
level of assertiveness in society indicates a high level of 
rudeness, unkindness and domination. This may dis-
courage an employee from trying to establish a collab-
orative stakeholder network, so necessary with the pro-
vision of high quality service. 

The statistical results in the model with the crite-
rion variable empathy showed that there is a positive 

influence of group collectivism and the negative in-
fluence of assertiveness. Previously, Saeed et al. (2014) 
showed that assertiveness, market size and regulato-
ry quality are no relevant moderators of the EO-per-
formance relationship. High level of empathy reflects 
the respondent’s willingness to develop strong per-
sonal relationships with the service user and to focus 
on meeting his / her requirements, which is an impor-
tant condition for the service users’ perception of the 
high level of services (Humphrey, 2013). The positive 
regression coefficient between independent variable 
group collectivism and dependent variable empathy 
means that as the level of perceptions of group col-
lectivism increases the perception of entrepreneurial 
orientation-empathy is also increasing. This is under-
standable, because a high level of group collectivism 
also means a willingness to help group members. En-
trepreneurs high on empathy will be more successful 
at motivating and leading their employees and help-
ing their employees to cope with workplace stresses 
(Humphrey, 2013). The aforementioned characteristics 
of a society with a high degree of assertiveness “fits” 
very poorly with empathy, which results in a corre-
sponding regression coefficient being significant and 
negative. 

The regression model in which the criterion varia-
ble is innovativeness indicated the positive influence 
of group collectivism and negative influence of asser-
tiveness and gender equality. High level of innovative-
ness means the respondents’ willingness to engage in 
innovative activities with a desire to be respected and 
valued among their colleagues (one of the items was “I 
want to be known among my colleagues as an inno-
vator”). The high level of group collectivism creates a 
good environment for a successful innovator (Gonca-
lo & Staw, 2006) in the tourism and medical sectors to 
be accepted in society and to be appreciated by both 
their colleagues and service users. On the other hand, 
a high level of assertiveness (which implies both ag-
gression in the society and a desire for domination) is 
not a good environment for accepting and respecting 
very successful people, who may be deterred by the 
assertive members of the society. Such a situation can 
influence creative members of an assertive society to 
reduce their innovative aspirations (a significant neg-
ative regression coefficient).

The regression model with the criterion variable 
autonomy, showed positive influence of group collec-
tivism and negative influence of assertiveness. A high 
level of autonomy orientation (according to the ques-
tionnaire used) means that the respondents have the 
expectation that their ideas will be accepted and giv-
en a chance for their realization. Hence, a high level of 
group collectivism (which includes the support of col-
leagues in the workplace but also members of the wid-

Figure 1. The identified statistically significant 
influences of dimensions of culture on the dimensions of 

entrepreneurial orientation (EO)
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er family) (House et al., 2004), allows a good environ-
ment for autonomous action. The negative influence 
of assertiveness on autonomy can be ascribed to the 
negative effect of increased aggressiveness in the soci-
ety, similarly to the above discussed effect of assertive-
ness on innovativeness. 

The regression model with risk readiness as the cri-
terion variable showed negative influence of uncer-
tainty avoidance and assertiveness, and positive influ-
ence of group collectivism. Kreiser et al. (2010) show 
that uncertainty avoidance and power distance have 
a significant negative influence on risk taking. Re-
spondents who perceive a high degree of uncertain-
ty avoidance in the society have a lower degree of risk 
orientation. One explanation may be that in a com-
pany with a high degree of uncertainty avoidance, 
there is less institutional support (for example, finan-
cial) for projects that are rated as risky in terms of per-
formance (it is difficult to obtain favorable loans for 
small entrepreneurs without a high guarantee on the 

loans obtained). Thomas & Mueller (2000), as well as 
Shane (1995) point to a negative correlation between 
uncertainty avoidance and entrepreneurial activity, 
considering that a society with a high degree of un-
certainty avoidance is not prone to risk-taking activi-
ties and that members of such a society have low levels 
of readiness for changes, which is important for en-
trepreneurial activities. This can discourage potential 
entrepreneurs from embarking on an entrepreneuri-
al venture, which can also reduce their willingness to 
take risks. On the other hand, the perception of a high 
level of group collectivism can encourage entrepre-
neurs to start an entrepreneurial venture as they can 
expect the support of the group (most often families), 
in the absence of institutional support.

According to our previous study (Nedeljkovic at al. 
2018), a high score for the dimension of group collec-
tivism (as it is) in Serbia was noted (mean 5.33), which 
can positively influence the development of entrepre-
neurial activities in Serbia.

Conclusion

This study demonstrates for the first time that GLOBE 
Culture dimensions are predictors of the dimensions 
of entrepreneurial orientation.

The following significant influences are revealed:
• Uncertainty avoidance, performance orientation, 

group collectivism and assertiveness are significant 
predictors of work ethic.

• Group collectivism and assertiveness are signifi-
cant predictors of empathy.

• Group collectivism, assertiveness and gender 
equality are significant predictors of innovative-
ness.

• Group collectivism and assertiveness are signifi-
cant predictors of autonomy.

• Uncertainty avoidance, group collectivism and as-
sertiveness are significant predictors of willingness 
to take risks.
Based on the results obtained, we can conclude that 

group collectivism has a positive effect on all dimen-
sions of entrepreneurial orientation except for proac-
tiveness. Group collecivism implies support from the 
group, but also from the wider family, which can be 
a very significant support for starting entrepreneuri-
al activities especially in the societies without clearly 
defined institutional support for entrepreneurship de-
velopment. Research findings also indicate a high lev-
el of uncertainty avoidance, which is particularly neg-
atively related to risk readiness. The recommendation 
to strategists and government agencies is to encourage 
employees through internal entrepreneurship, to en-
courage new business ideas and to introduce financial 

support for the development of new ideas, even though 
they bring a dose of risk in terms of their successful 
implementation. It is possible that this would reduce 
the high level of uncertainty avoidance in Serbian so-
ciety, which is very important for a society’s readiness 
for change. Dealing with change and responding ap-
propriately to changes in the environment is very im-
portant to gain competitiveness in the global market. 
In addition to avoiding uncertainty, assertiveness was 
identified as a dimension of culture that adversely af-
fects individual dimensions of entrepreneurial ori-
entation. Although assertive behavior in some socie-
ties is considered useful in the business environment, 
we believe that the positive aspects of this dimension 
of culture are not well known in the Serbian culture. 
Hofstede’s (2001) research on the dimensions of cul-
ture in the former Yugoslavia showed that the Serbian 
society is characterized by extremely strong collectiv-
ism and that much attention is paid to interpersonal 
relations in the work environment, even to the detri-
ment of competitiveness. Therefore, in such society as-
sertiveness may be perceived as harshness in relation 
to peers, bringing negative effects to the entrepreneur-
ial orientation. We believe that through the education 
of students, especially in the study programs regard-
ing entrepreneurship, it would be useful to point out 
the positive aspects of assertiveness, thus reducing the 
gap in relation to this cultural dimension in the Ser-
bian society. 

From the practical viewpoint the results of this 
study could be valuable for policy makers as well as 
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for managers. The results obtained are important for 
defining a cultural framework that can significantly 
influence the development of entrepreneurial activi-
ties, which is of particular importance for transition 
societies such as Serbian society.

We suggest further evaluation of the influence of cul-
tural dimensions on entrepreneurial orientation in oth-
er developing and developed countries, in different sec-
tors of industry, to generate a wider view on the influence 
of personality dimensions of entrepreneurial orientation.
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