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Abstract

This study investigates the direct role of orgatireal creativity - as a leading resource
- during the international involvement as well asgmses that organizational creativity
nurtures both innovative and entrepreneurial cdpalias mediators for the international
involvement of the firm. In an objective sense, itl@ovative capability mediates such
relationship once creativity nurtures innovation.a subjective sense, entrepreneurial
capability intermediates this relationship whildeoing alternatives to solve problems
when the firm faces the uncertainty inherent in ititernational arena. The empirical
investigation took place in firms embedded in thezian audiovisual industry, resulting
in 78 valid responses. This research is an exglgratescriptive study built in two main
stages: Firstly, an exploratory stage investigatetl only the literature but also the
environment using interviews with experts to entargnowledge about the field.
Secondly, a descriptive stage evaluated the figld uantitative approach based on a
survey. The analysis technique applied was regresanalysis. Results confirmed the
hypotheses designed in this research. We foun@eeedthat there is a direct relationship
between organizational creativity with internatibmavolvement. Moreover, it was
evident that the relationship between organizatiameativity with the international
involvement intensifies when innovative and entegygurial capabilities mediate this
relationship. Limitations of this study reflect igngularity. Besides investigating a
subjective theme, the research covered just onesindof creative economy in just one
country, Brazil. The study has implications in sevespheres, such as theoretical,
organizational, industrial, and public policies.eTdriginality of this study encompasses
not only an explanation of the role of organizasibereativity in the international
involvement of firms engaged in the creative ecopobut also contributes to enlarge
and take together theoretical approaches aboutivitgainnovation, entrepreneurship,
and internationalization, at the organizationaklex investigation.



Resumo

Este estudo investiga o papel direto da criativedadjanizacional - como um recurso de
alto nivel - durante o envolvimento internaciodmm como propde que a criatividade
organizacional nutre tanto a capacidade inovadoar@ntg a empreendedora como
mediadoras para o envolvimento internacional dadirEm um sentido objetivo, a
capacidade inovadora medeia essa relacdo, umaigezigtividade promove a inovacao.
Em um sentido subjetivo, é a capacidade empreergegioe exerce esse papel,
oferecendo alternativas para resolver problemasdgua firma enfrenta a incerteza
inerente a arena internacional. A investigacdo eogpdcorreu em firmas pertencentes a
industria audiovisual brasileira, resultando enr&$postas validas. Esta pesquisa € um
estudo exploratério-descritivo construido em dwse$ principais: em primeiro lugar,
uma fase exploratéria investigou ndo so a liteeatoras também o ambiente empirico
por meio de entrevistas com especialistas visamgbdiar o conhecimento sobre o campo.
Em segundo lugar, uma fase descritiva avaliou oiem# por uma abordagem
quantitativa baseada em uma survey. A técnica désanutilizada foi a analise de
regressdo. Os resultados confirmaram as hipotessndblvidas nesta pesquisa. Os
resultados sugerem que h& uma relagéo diretaa&ctiatividade organizacional com o
envolvimento internacional. Além disso, evidencmque a relacdo entre criatividade
organizacional com o envolvimento internacionaledgpresa se intensifica, quando as
capacidades inovadora e a empreendedora medeianmmedsgsido. As limitagcdes deste
estudo refletem sua singularidade. Além de invastign tema subjetivo, a pesquisa
abrangeu apenas um setor da economia criativa enagpm pais, o Brasil. Este estudo
tem implicacbes em varias esferas, como organizaispindustriais e governamentais.
A originalidade deste estudo engloba ndo s6 umiaeapio sobre o papel da criatividade
organizacional no envolvimento internacional dagp@sas que se fazem parte da
economia criativa, mas também contribui para ampligmmar em conjunto abordagens
tedricas sobre criatividade, inovagcdo, empreendadore internacionalizacao, ao nivel

organizacional de investigagao.
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1 Introduction

This study highlights the role of organizationadativity and its implications for
international involvement, mediated by both innoxetand entrepreneurial capabilities.
The argument bases on Penrose’s assumption absatrce accumulation and the
experimentation process, in which creativity hastiae roles (Penrose, 1959) offering a
discussion about the relationship between orgapizalt creativity with international
involvement.

The understanding of how creativity influences akess influences when the
relations of a firm surpass national frontiers haeived limited attention. Discussions
about creativity usually are limited to the orgatianal space with limited attention to
creativity roles in the international sphere. lis $tudy, the theoretical gap of research is
the roles organizational creativity have during ititernational involvement of the firm.
This research advocates that the more creativigmhée; the more the firm gets involved
internationally.

In a systematic cycle, changes in the externalrenment erode organizational
resources and routines that compel firms and emneprs to promote innovative
responses (Penrose, 1959) and to build sustaiaableompetitive advantages (e.g., in
Barney, 1991; Grant, 1991, 1996; Wernerfelt, 1988spite the importance of these
studies, some issues remain in need of further ceimepmsion: In the organizational level,
what are the innovation and entrepreneurial bemantecedents? A possible direction
for investigation is creativity, once flows of cargent and divergent thinking support
creativity (Lubart, 2007).

Metaphorically, management literature has presecttedtivity as a role. In this
thesis, the term role means an ability of membéenarganization not only to take on
different actions but also to activate their pa@ntievelopment to the organization
(Rivera, 2013). Scholars investigate roles of oizgtional creativity in several ways.
Dul, Ceylan, and Jaspers (2011) examined the fdleegphysical work environment on
the creativity of experienced workers. De Stobbel@ishford, and Buyens (2011)
investigated the role of feedback-seeking behawmioreative performance. Im, Montoya,
and Workman (2013) searched the mediating rolee#tivity as a critical link between
team dynamics and product competitive advantage.

Searching for which role creativity plays in an amgation, two main routes

emerge. On one hand, there is an objective rotddhaws the assumption that creativity
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— the development of new and useful ideas — isné@cadent of innovation (Amabile,
1996). In this research, the objective role of tvéyg means creativity emulating
innovation, and subsequently representing gaitisedirm. On the other hand, there is a
subjective role of creativity, as a high-level nes®, which nurtures entrepreneurial
behavior and influences performance (Kor, MahogeMichael, 2007). In this research,
the subjective role of creativity reflects on belbeal aspects that offer better responses
to the entrepreneur to solve problems when facing inherent uncertainty of
international environment.

In a historical perspective, the roots of theserwles are close. First, the objective
role of creativity is an antecedent of innovatiéim@bile, 1996). Innovation is a relevant
issue in understanding why and how economic grdwgbpens. Second, the subjective
role of creativity feeds the entrepreneurial bebgwvhich is built on Penrose (1959) to
elaborate how entrepreneurs’ observations and pardaoowledge outlines a firm’s
subjective and rich opportunity set of intangitdsaurces (Kor et al., 2007). Objective
and subjective roles of creativity are complemeant&cholars studied the association of
innovation and economic growth as a systemic phemom (Dosi, 1988; Schumpeter,
1942) that firms capitalize for competing more @éntly (Nelson & Winter, 1982;
Nelson, 1991; Penrose, 1959).

This study investigates creativity at the organarel level. Even so, some
aspects of creativity at the individual level hawebe considered. If the fact of being
creative brings the individual a social recognit{@oden, 1994), one would assume that
it also could represent a firm distinction. Reasgrin this sense, some reflections are in
order: How is the process of transference of irthligl creativity to the organizational
environment? If creativity is a valuable resourgkere does it come from? Is there a way
to measure creativity in highly competitive envinognts?

Some scholars have partially answered such questRwgers (1954) defined the
creative process as the emergence in action ohdinidual in a relational process,
depending on environmental conditions. Given chaileg circumstances, it may
become organizational creativity. This study foltowhe definition of organizational
creativity as the creation of value that can béul$er developing innovation in products,
services, ideas and procedures arising from indalgl working together in a complex
social context (Woodman, Sawyer, & Griffin, 1993uch definition takes in account
both objective and subjective roles of creativitythim the firm. Creativity in the

organizational environment is an antecedent ofvation and contains individual factors
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and environmental variables that intertwine in aaiyic way. However, how a creative
environment emerges still deserves further invasbg (Baer, 2012; Moghimi &
Subramaniam, 2013).

A sort of paths links creativity and organizationssues. At the confluence
between the individual and the environment, créstiplays a role in emulating
competitive advantage for the firms. More specificain an objective perspective,
creativity is a master-spring of innovation (Amabil1996), capable of generating
competitive opportunities in globalized environngnih which the subjective role takes
place. In a subjective perspective, the creationrdikely alternatives in situations of
uncertainty (Boden, 1994) depends on the entreprehdehavior.

Both innovation — a creation commercially acceptgbsi, 1988), and
entrepreneurial behavior — a subjective and intdagresource (Kor et al., 2007),
influence the internationalization process (Johar&®ahlne, 2009; Lu, Tsang, & Peng,
2008). Considering that creativity is an antecedentinnovation and entrepreneurial
behavior, it is acceptable that the internationablvement influences these two central
roles of creativity, given that internationalizatiacarries experience, learning and
knowledge to firms (Forsgren, 2002), in recursiffects.

There is a sense of conciliation among scholatstheainternational involvement
of the firm establishes a flow of learning from timernational environment to the
organization. The more the entrepreneur interadts wncertain situations and diverse
institutional environments the faster this cycledraes. This capability to deal with
uncertainty at the organizational level reflectse thresence of entrepreneurial
capabilitie$, nurtured by the entrepreneur’s creative abibtgalve problems.

Both entrepreneurial capability and innovation habeen influencing
internationalization process studies. Scholarsstigate internationalization process in a

behavioral perspective, interlacing experience {ghé&riksson, & Lindbergh, 2006)

! Entrepreneurial capability is a high order capgbibf arranging resources to achieve competitive
advantage. Scholars are still diffuse over thisceph On one hand, entrepreneurial resources may
represent a creative skill of managers to solvélpros, acting intuitively, and being open to oppoities.
Such entrepreneurial resource can be dispersedtlwearganization and converted in an organizationa
resource (Mosakowski, 1998). On the other handetisethe dynamic entrepreneurial capability, bgya-
order capability that represents the conversioa bigh order resource in a capability that allosn§ to
develop product innovation and deal with technololggnge specially in small and medium firms (Lanza
& Passarelli, 2014). In this essay, we refer taegreneurial capability indistinctly as an entrenarial
resource and dynamic entrepreneurial capabilityalproposition for a revision of Uppsala Model,
Schweizer et al. (2010) considered the entrepréaecapability as a complementary explanation &f th
internationalization process.
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learning (Johanson & Vahlne, 1977), entreprenew&ilavior (Johanson & Vahine,
2003; Schweizer, Vahine, & Johanson, 2010), aratioglal issues (Johanson & Vahine,
2009). Meanwhile innovation, as an economic phesrn that reflects on the firm,
nurtures behavioral features of the entrepreneucotovert ideas into a competitive
advantage at the managerial level (Grant, 1996jed¢ent decades, characterized by a
process of economic integration, globalization Hmeught innovation to explain
phenomena related to the expansion of internatiomsiness (Cavusgil & Knight, 2015;
Ellis, 2010a; Govindarajan & Ramamurti, 2011; Galdrajan, 2012; Knight & Cavusgil,
2004).

By the end of the twentieth century, another apgr@nriched the comprehension
about internationalization in a particular way:eimational entrepreneurship (Oviatt &
MacDougall, 1994). International entrepreneurshgs fbeen considered an original
theoretical contribution for understanding interowadlization. Nor following rational
plans for internationalization (like in Dunning, 8% or as a gradual and behavioral
learning process (e.g., Johanson & Vahlne, 197%t)epreneurs enter the international
arena quickly, usually without any plan (e.g., Mcigall & Oviatt, 2000).

Besides the relevance of globalization as a cruciderstanding the path of recent
internationalization process, there is a consertbas the degree of international
involvement affects the decision-making processthe international arena (van
Kranenburg, Hagedoorn, & Lorenz-Orlean, 2014).rima&onal involvement is beyond
internationalization as a process of discovering) exploring new markets (Johanson &
Wiedersheim-paul, 1975). In this study, internagidnvolvement refers to the necessary
capabilities that firms need for growing in inteinaal markets, expanding their
involvement (Knight & Kim, 2009). International inlvement triggers opportunities to
establish deep relationships and more inter-paitmarlvement to mitigate costs and
risks of dealing with a foreign company (CavusgiK&ight, 2015; van Kranenburg et
al., 2014). As the firm reduces uncertainty, a fabte environment allows the emergence
of learning (Belderbos, van Olffen, & Zou, 201Inpkvledge (Liesch, Welch, & Buckley,
2011) and creativity (Butler, Doktor, & Lins, 201Bahra & George, 2002).

The enabling environment for creativity mostly deg&e on management
practices. Such management practices create dlt@®iato cope with uncertain
conditions, creating value and sustainable compet#dvantage (Sirmon, Hitt, Ireland,
& Gilbert, 2011; Sirmon, Hitt, & Ireland, 2007). Ithis sense, especially when

competition on international scenarios becomeseagingly dependent on innovation,
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the complexity of business environments providesaussion of the interaction of two
points: international involvement and organizatiaraativity.

Creativity is intrinsic to all productive activige but in some firms, it is more
evident, as they produce creative artifacts (GiBgiller, 2007). When firms explore
international markets a complex context takes plasing subjective issues, like
uncertainty, opportunity discovery, and cogniti@ufler et al., 2010). A nurtured field
for investigating this theoretical proximity is tbeeative economy, where creativity plays
not just an essential resource but also expectguibu

The creative economy is a kind of an oxymoron. @e band, creative economy
reflects one of the most subjective features ofimdn being — creativity. On the other
hand, the economy is a science fundamentally builtatistical models, with almost no
room for uncertainty or unreasoned thoughts. Nowsdhe creative economy is a vast
field of entrepreneurship somewhat unknown. In 200@n article in Business Week,
Peter Coy (Coy, 2000) used the tecneative economyo address the importance of
creativity in a manager’s decision making while thganization becomes a global
business in its first years of existence. In 20@1he first edition of the bookhe Creative
Economy Howkins (2007) drew attention to the nature & tleconciliation between
economics and creativity, generating value to amgions and wealth to the entire
society. According to him, people with ideas haeedme more powerful than people
who have machines. In 2013, the United Nations @emice on Trade and Development
(UNCTAD) referred to the creative economy as anneauc space where creativity
nurtures culture while puts the men as a pivot. rblee creative economy may develop
regions and infuse both innovation and job creatasnwell as may contribute to social
inclusion, cultural diversity, and environmentasginability (UNESCO, 2013a).

The creative economy is broad and has limitationigsi reviews as an industry.
Mostly, the creative economy is associated withcmputer and information industry.
Data compiled are scarce, mitigating informatioowht. Like many creative industries,
the audiovisual industry — that includes motiortymie, television, radio and other forms
of broadcasting — has not so precise definitiorf®e €mergence of new information
technology and communication tools and the ris¢hefnew media and connectivity,
definitions are even more challenging (UNCTAD, 2P1As a mix of cultural and
creative content, it is getting hard to define vileeta digitized cartoon film, for example,

is an audiovisual product or a new media format.
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Worldwide, countries are fostering the creativeneroy. In Brasil, the concern
for nurturing creative economy to access foreignketa is visible. Brazilian Agency for
Export Promotion and Investment [APEX BRASIL] (APBBRASIL, 2016) provides
programs to support and promote the internatiartagration of Brazilian companies in
the world creative economy. A comprehensive prognatin several projects is ongoing.
These programs aim to foster several industried) sisual arts, music, advertising and
publicity films, franchises, television productiomotion picture and audiovisual
production, editorial content, design and archiuextservices. This study investigates
aspects of the international involvement of Bramliaudiovisual firms considering
organizational creativity as a propellant driver.

Due to the limitations related to the diversity the creative economy, some
criteria should be followed to identify peculiagisi. First, the field of investigation should
have firms in distinct levels of international invement. Second, creativity should be
evident as a leading resource and as an output cmeaivity is an antecedent of
innovation. Third, the field of investigation shduteflect organizational creativity
influencing the entrepreneurial behavior.

While connecting theoretical and empirical issubs, research question ®w
does organizational creativity associate with tlmenTs international involvementThis
issue aims to detect the roles of organizatioredtority in the international involvement.
Firstly, this study evaluates the direct relatiopdietween organizational creativity with
international involvement; Secondly, this studylaates the mediating role of innovative
and entrepreneurial capabilities as mediators efréfationship between organizational
creativity with the international involvement oktfirm. To achieve this main objective,
the path of investigation follows specific ones:

» To search for theoretical literature, looking floe troles of creativity as an
organizational resource;

* To identify variables in the relationship of orgaational creativity with
international involvement;

* To investigate the audiovisual industry looking facissitudes in its
international involvement;

e To assess the relationship between organizatiomehticity with

international involvement.
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Besides the intention of contributing to the théiced gap, there is an empirical
gap to achieve. This study also aims to investigat industry heavily driven by
entrepreneurial behavior where creativity is botlesource and a primary output, as the
audiovisual industry (Gil & Spiller, 2007).

Available publications may highlight the relevaratehis research. Crossing the
terms internationalizationor international involvementand innovation or innovative
capabilities in EbscoHost website (EbscoHost, 20164 papers were found. With the
inclusion of the ternereativity, only 22 articles were published between 1987 201b.
They referred to 16 different journals from 6 diéfat countries, no one from Brazil.

Crossing the termdnternationalization or international involvement and
entrepreneurshipor entrepreneurial capabilitiesor entrepreneurial behaviorin
EbscoHost website (EbscoHost, 2016), 604 papers haen published. Inserting the
termcreativity, only two papers from two countries appear, nofoo@ Brazil.

This study delivers results in various perspectiBesides the theoretical gap to
fill, there is a lack of knowledge about the createconomy, which often presents
difficulties for comparisons with industries frorther ranges of the economy.

This study may offer a comprehensive assessmeneviduate effects of
organizational creativity, in industries where imabon and/or entrepreneurial
capabilities have influences over international olrement. Besides management
contribution, this work may bring additional waysdvaluate how public agents could
encourage firms to play in international marketatesl to the creative economy.

This research has six chapters. After this intrtdacchapter, Chapter 2 offers an
overview of studies on organizational creativitgnavative capability, entrepreneur
capability, and international involvement. Cha@eresents the method paths, unfolded
in research conception, exploratory stage, andrigitise stage. Chapter 4 expands the
audiovisual industry as the empirical space forestigation. Chapter 5 presents and
analyzes the collected data comparing to the thieatereview. Finally, Chapter 6
concludes this research, commenting results, degitiitations, and proposing further

investigation to prospect.
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2 Theoretical Review and Hypotheses Development

This chapter aims to overview theoretical rootd these this study. First, this
study introduces creativity as a concept built other time, influenced by dominant
philosophical perspectives. Following Penrose'$9) @ssumption, creativity is a crucial
resource that entrepreneurs use to convert idéasngw routines and new products.
Resources are the “building blocks” (Javidan, 19982) of competencies, but hardly
turned on it. Resources, grouped by Barney as @dlyshuman and organizational
(Barney, 1991) may be tangible or not tangible. Hofwrm exploits their resources are
capabilities (Javidan, 1998). The ability of prasirg capabilities and resources may
generate or not competencies (Javidan, 1998).

Without resigning other roles that creativity play®rganizations, this study first
explores two central roles of organizational crepti— an intangible resource — as an
antecedent of both innovative and entrepreneurggdabilities. Second, this study
overviews innovative capability and entrepreneuialpability, offering concepts,
historical evolution, and their explanatory conmmts. Third, this study proposes
international involvement as a concept for explgiimernationalization process in firms
inserted in the creative economy.

This study follows Schweizer et al. (2010) assuompthat Effectuation Theory is
relevant to understand internationalization as atecd in which entrepreneurs, as
decision makers, act in unpredictable environmdiitas, the theoretical background for
entrepreneurial behavior is based on the Effecdnatheory (Read & Sarasvathy, 2005;
Sarasvathy, 2001, 2003).

Entrepreneurial behavior is intrinsically subjeetiviccording to Kor, Mahoney,
and Michael (2007), entrepreneurial capabilitredude entrepreneurial attributes such
as knowledge, resources, skills, the process obdesy, and creativity. These features
are the “heart of entrepreneurship” (Kor et alQ2(.1187). This subjective perspective
allows the entrepreneur to use creative respomggsh may sometimes be contrary to
what would be considered the most rational coufrsetion in a given environment (Kor
et al., 2007; Penrose, 1959). When entreprenearse sheir problem-solving abilities as
well as their capacity to convert ideas into newandards, they are transforming
entrepreneurial resources into the entrepreneaajpbility of the firm (Mosakowski,
1998), providing room for error tolerance in thdvsw-problem process (Einhorn &
Hogarth, 1987).
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This study does not assume that the effectuationgss of decision-making is
prevalent in international business. However, dsepreneurs use creative abilities to
solve problems in unpredictable environments (Sathy, 2001); in this research,
Effectuation Theory may support an approximation coéativity as a subjective
antecedent of entrepreneurial capability and, oumesetly, of the international

involvement.

2.1 The Organizational Creativity Construct

This section starts offering an overview of thelation of the creativity concept
development. Over the centuries, creativity reatigentributions in its understanding
that associate itself with the prevailing paradigdoden (1994), Lubart (2003) and
Pinheiro (2011) observed that creativity was alyeadcthallenging topic for Plato. For
centuries, creativity was a mystical and divine. giradually this perception extended to
most objective judgments. In recent decades, sugiidl aspects, such as those related
to the organizational environment, brought a mdikkeiplinary understanding of
creativity. Therefore, the conceptual basis of tivég gathered a systems perspective,
associating the view of individuals and organizagio

Distinguish knowledge and creativity concepts ateial for understanding the
roles of creativity. Knowledge is a critical factior the creative process, as creativity
empowers individuals to produce novelty (Muller-Whergen, Miller, Seidel, & Becker,
2011). Being creative often means putting existdeas together in new combinations
(Amabile, 1988). In this sense, current knowledgwed the potential paths when
individuals search for a creative solution to savproblem (Muller-Wienbergen et al.,
2011).

Creativity is a topic that often lies at the bourydbaetween intuition and logic,
and for some, like in Popperian perspective, cvdggtonly may likely to be justified,
given that creative inspiration is fundamentalkational (Boden, 1994, citing Popper,
1965). However, in society, creativity has receissd much importance that being
creative can be a higher degree than being wisea({tu2003).

The following four sub-sections explore the evauatiof creativity concept, the
emergence of creativity, the dimensions of cregtivand organizational creativity,

before proposing the first hypothesis of this resea
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2.1.1 The evolution of the creativity concept.

The need for creating is a fundamental human ddslmlier, 1957; 1953).
According to Collier (1957), there are three fastogsponsible for the creative élan: a
spirit of freedom, a capacity for detachment, aithf The vision that combines creative
philosophical elements rests on even older foundatiLubart (2003) mentions a speech
from Plato, who considered creativity as a poetigpiration and a divine gift. The
understanding of creativity was a link betweendgbds and men, stepped in centuries,
usually associated with individual geniality. Thengus, however, faced discussions
about its proximity to talent — superior performarcand the ability to associate ideas in
an original way (Duff, 1967, cited by Lubart, 2008radually, the concept of talent
began to distance itself from the creative adip@aginative association, as an exceptional
form of genius, challenging the mystical concept tlested for centuries.

During the late 19th and early 20th century, crégtivas seen as a phenomenon
to be solved objectively by science. Lubart (20/3)gs some inferences of the period.
In 1879, Galton noted that new ideas rested on ahesrttities previously stored in
memory. In 1900, Ribot held that the act of creatiinking represented intelligence,
emotion and unconscious. In 1908, Freud proposadctieativity result from a tension
between the conscious and unconscious. In 1926lagVabnsidered creativity as a
process that involves mental preparation, incubatd the idea, illumination, and
verification (Lubart, 2003).

In the second half of the 20th century, the concéptreativity acquired more
precise contours, as Guilford (1950) describethéendommemorative edition of 50 years
of his work in the special edition of Creative Rash Journal (Lubart, 2003; Pinheiro,
2011; Runco, 2001). He presented creativity in snmehensive approach, which
considered creativity as an element to solve problehrough multiple intellectual
abilities and analysis of alternatives, evaluabdpossible solutions and synthesis. The
association of five intellectual operations suppadhte intellectual abilities — cognition,
memory, convergent thinking, divergent thinkingdasvaluation (Runco, 2001, citing
Guilford, 1950).

In recent years, creativity has been researchadant of perspectives. Sometimes
it refers to an ability to create products/servigesy., Burroughs, Dahl, Moreau,
Chattopadhyay, & Gorn, 2011; Le Masson, HatchuelV&il, 2011; Tahseen, 2012).
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Other times, creativity refers to how decision-makmade their choices (e.g., George,
2007; Koppl, 2001; Kor et al., 2007).

Some studies include this diversity. Buchanan (28@idied creativity on several
levels. He conjectured on the creative behavior:

There is no consensus, just considerable ambigaityut what we call
creative behavior or what is involved in this bdbavin everyday

speech, gifted people who create new ideas, neksvadrart, new music,
and so on, are said to think outside the box, bite@kules, revolutionize
the field, think intuitively, think different, anchange the way we think.
(Buchanan, 2001, p.13)

Perceptions of creativity have proximities to bathovation and entrepreneur
concepts. Citing Panter et al. (1995), BuchanafXp€@escribed creativity as the ability
to bring something new into existence. TahseerlZP(proposed creativity as a
characteristic of entrepreneurial behavior conwktteinnovation, what means a kind of
competency. He refers to creativity as part oftegi@ human resource policies of
entrepreneurs that offer capacities to compete.

2.1.2 The emergence of creativity.

Although ideas pave the way of creativity, mostagl@re bad (Levitt & March
1988). Also, ideas are useless unless applicabkyitflL 1963). Following these
assumptions, this research follows Amabile’s cohdepbase the objective role of
creativity: Creativity is the development of newdarseful ideas, acting as an antecedent
of innovation (Amabile, 1996).

In the organizational environment, creativity beesnmone of the factors that may
offer alternatives to changes in the external emwirent, presenting creativity as an
instrument able to provide answers to uncertaiktyght, 1967). In a broad perspective,
creativity is associated with the built-in capai@l of individuals to respond to external
changes. The creative ideas thrive when therehasetwho register and implement them
(Csikszentmihalyi, 2000). It results from the itetion between individuals who present
ideas in an environment in which there are gralggitimacy and validation as innovative
ideas (Amabile, 1996).

Next sub-items explore how mental operations (Ru2€®1, citing Guilford,
1950), cognition, memory, convergent thinking, dgent thinking, and evaluation,

promote the ability to offer a broad range of pblesiesponses to problems, from a single
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stimulus. Mental operations, especially divergamd convergent thinking, have been
providing the crucial role to explain how old kn@abe supports the development of new

knowledge at the organizational level.

2.1.2.1 Cognition.

Studies about creativity have a central focus mbt m the process of generating
ideas but also in the momentum. One sense of heasidrise refers to a psychological
trigger (P-creativity); another meaning of credgivtonnects the historical trigger (H-
creativity). A value idea is P-creative if the ideecurs in the mind of someone for the
first time. It does not matter if another persomis llee same idea before. By its turn, a
value idea is H-creative when a P-creative ideakashad to anyone else before (Boden,
1994).

During the stage of cognition, a person sensestindtures the problem (Lubart,
2001). When an individual realizes worldly affainsa different way than in the past,
he/she had a different cognition about the sul{fethy, 2009). Essentially, ideas are
found when a close distance between other ideabdwascovered to become original to
someone. This path is the cognition process (AcRu&co, 2014).

2.1.2.2 Memory.

As the mind has cognition about the affairs, trerbstocks them for future use
in memory (Vandervert, Schimpf, & Liu, 2007). Thiene, memory is a collection of
consistently engaged cognitive functions — usualyned as thinking — when people
interact with the world (Vandervert et al., 2008pome studies reveal memory to a
semantic process of association, considering that lrain organizes conceptual
knowledge obeying semantic aspects of the lang(f&geham & Bubic, 2015). While
an individual faces some episode, old memoriesaatated to understand what is
happening to generate responses that could unfololnen future (Abraham & Bubic,
2015). Without negligence to other aspects of mgmoncept — for instance, short-term
and long-term memory — in this study working memdsya central concept. As
individuals face unusual events, memory liaiseshveitiditional functions like goal-

directed learning to construct and simulate unigsponses (Zheng, Luo, & Yu, 2014).
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2.1.2.3 Convergent Thinking.

In 1950, Guilford firstly forged the terms convemgeand divergent thinking
(Cropley, 2006; Muller-Wienbergen et al., 2011; H&imo, 2009; Runco, 2001). For a
long time, the convergent thinking was even seesoasething bad that restrain new
iIdeas; however, it has been recognized as an antegart of the creative production.
Convergent thinking emphasizes velocity, accurdogjc, recognition of previous
knowledge, useful techniques, and accumulatingmdébion (Cropley, 2006).

Convergent thinking has been associated with tpaaty of solving problems,
better than creating something new (Kohn, Paulusa&de, 2011). As a paradox,
convergent thinking may block the popping up oatirgty — like the connection to ideas
previously applied — sometimes it is necessaryradgés for new ideas (Cropley &
Cropley, 2008). Moreover, convergent thinking antedhgent thinking may be
transformed into creativity, associated or not,ecanvergent thinking evokes orthodoxy

while divergent thinking provokes variability (Crey, 2006).

2.1.2.4 Divergent Thinking.

Divergent thinking is the capacity of going beydhd boundaries of established
thoughts (Reid, de Brentani, & Kleinschmidt, 2014). example of nurturing divergent
thinking is the brainstorming technique (Kohn et @011; Runco, 2001). Divergent
thinking has long been pointed out as an imporapect of creativity. For a long time,
the divergent thinking was considered the primamycpss to achieve creative ideas
(Runco, 2001). Although, as the time went by, ddfienstudies converged to the
complementary role of convergent and divergentkihop (Basadur & Hausdorf, 1996;
Kohn et al., 2011).

Divergent thinking studies have been associate@migtwith creativity by itself
but also to diverse fields like innovation (Reichket 2014) and entrepreneurship (Dayan,
Zacca, & Di Benedetto, 2013; Gielnik, Frese, G&fKampschulte, 2012; Miuller-
Wienbergen et al., 2014). In this study, both dyest and convergent thinking relate to
the capacity of prospecting new ideas from inteomai experience to come together to

organizational creativity.
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2.1.2.5 Evaluation.

Evaluation is the fifth mental operation proposgdduilford (Runco, 2001). As
the last stage, new ideas emerged in the creapwdygess. At this path, the individual
evaluates if the new idea is useful or not. Sonwlsts approximate this phase to the
convergent thinking (Cropley, 2006). In this stafyequently evaluation is associated
with the decision-making process (Kunifuji & KaQ7).

The relationship between assessment with motivaigonelevant during the
process of transforming creative ideas into innovafLaraway, Snycerski, Olson,
Becker, & Poling, 2014; Wood & Hoeffler, 2013). Nl@tion may be connected to
personal aspects, for example when an individubdvis particular interests, tending to
evaluate constraints that can inhibit creativitgiberent degrees (Runco, 2004). In this
sense, previous experiences may affect the appiicaf creative ideas in subjective
ways.

Although creativity is unsurprisingly associatedttwhuman being capacities,
when people interact in the same environment, isigatnay be consistent in different

dimensions. Next sub-section goes further in tigsussion.

2.1.3 Dimensions of creativity.

Although this work focuses on the organizationaheision of creativity, it is
relevant to connect individual and organizatiorsgdexts that embed organizations.

2.1.3.1 Thecreativity from individual.

Creativity has long been considered something ertten the individual. Through
a moment of illumination, an individual producesusions to problems as mentioned by
Kaplan and Simon (1990), citing Duncker (1945).sTHs theAha! insight when the
decision-maker would solve a problem based on stibge assumptions. Still in a
psychological perspective, Boden (1994) associatedtivity with the condensation of
ancient knowledge in a moment of problem-solvingial is socially accepted.

Amabile (1996), however, noted that the percepticreativity as a phenomenon
of individual order is, at the same time, limiteddalimiting. She believes that the

environment, both about frequency and about thatiee behavior, influences the
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creativity progress. For her, creativity is thequotion of new and useful ideas in any
domain; it is driving innovation and history, whichthe successful implementation of
creative ideas within an organization. Given théividual, Amabile (1996) proposed
creativity as a combination of three factormsdividual expertisecreative skills and
motivationfor the task.

Theindividual expertisas the basis of creativity. Expertise is a condted and
structured knowledge erected over time, by techpicdiciency and the use of particular
talent (Amabile, 1996). Developimgeative skillsn an environment drives to creativity.
The ability to create a collective creative thirkiorings individual attributes of creativity
to organizations, such as those raised by Lub8&3p citing Mackinnon (1962), Gough
(1961, 1967) and Roe (1952). Theotivationfor the taskis an essential element of
creativity, because even though the expertise aedtice skills are present, without
motivation nothing will happen to the task (Amabil®96).

The motivation for the task has different originedamay has an intrinsic or
extrinsic order. The inherent order roots in theerests and involvement with the task,
the level of curiosity that awakens in the indiatitthe degree of satisfaction to achieve
and the level of challenge that the task can iastigrhe extrinsic order may relay to the
achievement of a goal and the rewards, and the toeeet deadlines and overcome a
possible competition. According to Amabile (1996judies are indicating that the

intrinsic motivations tend to lead to results thgt more creative.

2.1.3.2 Creativity in organizational environments.

During decades, scholars investigate the way tleatisity of the individual
changes the organizational environment. Cumming@65), for example, emphasized
creativity and innovation as factors that are irtbib by bureaucracy. He supposed
bureaucracy has an aversion to the spread of atehthat creativity causes conflicts that
undermine standards. Moreover, within the orgammat environment, creative
individuals are more critical, which can lead te ttefense hierarchy and expose issues
regarded as sensitive by the administration (Féori2lD14). According to Cummings
(1965), specialization in tasks is highly bureaticr@n one hand, in stable environments,
managers use to play the role of inhibitors of tivég while maintaining the structures
drawn previously. On the other hand, in such emwvirents, managers reduce the ability

to solve problems (Cummings, 1965).
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In environments where innovation becomes essentedtivity has a diverse role.
As a high-level organizational resource, creatiatys as an antecedent of innovation.
According to Amabile (1996), creativity is the stag point that may or may not be
converted into innovation. While creativity is aceesary condition to emulate
innovation, it is not sufficient. It depends on #@&repreneurial character developed in
the context in which the interaction between ttiivillual and the organization becomes
propelling innovation. In the same vein, Tahseebl®) believes that creativity is a
characteristic of entrepreneurial behavior, whodnverted into innovation, can represent
an organizational competence. In smaller orgaiozst Tahseen (2012) refers to
creativity as part of the firm's human resourcdgpdo enable the handling strategy to
face large corporations.

Assuming that creativity precedes innovation, t&ué is how the conversion
occurs within the organizational environment. Tognte (1988), the work environment
influences both individual creativity and the teaneativity, which affect the firm’s
ability to innovate, sometimes offering fewer cdiuadis to improve creativity or even
killing it (Amabile, 1998). This environment, howay is hot homogeneous and fed by
the complementary skills of the individuals comlirveith features of personality such
as introversion and extraversion, balanced atop éwtvpemes - logic and intuition
(Pinheiro, 2009, 2011). Creativity flourishes betite stable social environments that
allow the continuity of efforts to keep the opersméx new ideas (Florida, 2014). To
Amabile (1996) and Amabile, Conti, Coon, LazenbydaHerron (1996), the
organizational environment influences individuaisl &eams and these, in turn, influence
innovation within the organization. Three esserglaments are necessary for flourishing
innovation in the organization - resources, moioraiand organizational management
practices.

Another dimension of creativity refers to organiaaal relationships. While
putting into action, creativity may establish linketween organizations that may be
useful in the future (Baer, 2012). According to B&912), the implementation of ideas
has a positive relationship with creativity, whiofeans that the more the ideas are
implemented, the more creativity is developed. ifternal relationships also may affect
the organization about creativity.

Before expanding the theoretical overview, the niéxtn explores creativity

assessments at the organizational level.
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2.1.4 Measuring creativity.

Creativity measurement is a relevant topic in orz@tional studies, although
controversial. “Organizational creativity reseaftds a curious misalignment between
construct definitions and measurement model spatiins — definitions embrace
multiple facets, but empirical measures do not'll{&an & Ford, 2010, p.505).

Even though creativity has been investigated in #uministration field
systematically, most of the studies have been edhrout by psychology. Martindale
(1994) was concerned about measuring the creatvign entire society. Martindale’s
arguments are based on the premise that creatpekigiions occur in structured social
contexts that used to impose rules for regulatiagsaof doing things. In this effort, the
institutional environment restricts collective diegy. Therefore, creativity in the society
kind of breaks the rules and usually is associafifiu artists and scientists.

Measurement of creativity can also refer to a.trcording to Eysenck (1994),
studies of creativity involve four components: @es, product, person, and situation.
Process refers to the production of novel and maigiontent. The product is the result of
the creativity trait. A person is who will show sething original. Situation refers to a
creative momentum when society in a historicalqueis more likely to produce creative
people.

According to Sullivan and Ford (2010), the questswhether it is better to assess
creativity with reflective or formative measure$hely analyzed 21 articles published in
the Academy of Management Journal (AMJ) and thenkwf Applied Psychology
(JAP) that propounded to measure organizationatiersy and have concluded that there
are so many asymmetrical dimensions that it wdidif to compare results.

Moultrie and Young (2009) examined two particulamdées about creativity
measurement, one associated with creative clintgtea(l, 1996, cited by Moultrie &
Young, 2009) and the other to organizational cvégt{Amabile, 1996). The creative
climate model proposed by Ekvall shows how an degdion’s culture manifests itself
in creative abilities (Ekvall, 1996, cited by Maidt & Young, 2009). Ten factors
collectively describe how creative organizationtnate is: challenge, freedom, idea
support, trust/openness, dynamism/liveliness, plagss/humor, debates, conflicts, risk
taking and idea time from its employees (EkvalB@.Scited by Moultrie & Young, 2009),

as depicted in Figure 1.
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Figure 1: Ekvall's Model
Source: Ekvall (1996), cited by Moultrie and Young2009)

On Ekvall's Model, all factors have a positive imapan the creative climate, but
conflicts also exist. Ekvall’'s Model tested theeets in quantitative research, supported
by a 50-question questionnaire.

By their turn, Amabile et al. (1996) proposed aseasment of the climate for
creativity based on Amabile’s Model (Amabile, 199@younded on three pillars:
organizational motivation, resources, and managéprewtices as depicted in Figure 2.

The Organizational Creativity Model, proposed by ate (1996), shows how
creativity emerges from a combination of creatigiiylls and individual motivation. Such
combination leverages innovation in a work envirentrwhen the connection between
organization motivation, resources, and managepractices takes place. In a recursive
effect, the creative work environment impacts agatvity. Amabile et al. (1996) tested
the model in a quantitative research supportimgtit a 78-item questionnaire. This study
highlights that the organizational level is the uUscof the investigation. Thus, the
Amabile’s Model is applied partially, assessingasrigational motivation, resources, and
management practices, combining with references fhkdoultrie and Young (2009)

findings in their exploratory investigation in tBeitish motion picture industry.
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Figure 2: Adaptation of Amabile’s Model

Source: Adapted from Amabile (1996)

Both, Ekvall’'s and Amabile’s Model tested the cra@t at the organizational
level. Moultrie and Young (2009) applied both tastshe creative industry in England
to test if results would be the same. Results agatdhe two tests in a complementary
way.

Amabile et al. (1996) offered some variables teesserceived obstacles and
stimulants in an organizational environment. Dimens of work environments, which
could stimulate innovation and creativity, suctoeganizational motivation to innovate,
available resources and management practices, dgduthat study. As concluded by
Amabile et al. (1996, p. 1178), “creative ideasnfrandividuals and teams within
organizations sow the seeds of successful innavasgholars of innovation must
seriously consider characteristics of the orgamnat context that can impede or support
the generation of those ideas.”

Although relevant, Amabile’s Model and Ekvall's Meldare hard to replicate,
mostly when there is an association of creativitjthwother issues, like the
internationalization process. As Sullivan and H@@{L0) suggest studies about creativity
always must adopt multifaceted measures, prefe@hposing latent construct models
with formative indicators, if comparing organizatad creativity relationship with other
variables under investigation. As a researchersawuti this study applies Amabile’s
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Model, as her research is related to creativitgraantecedent of innovation, converging
to the objectives presented in the introductoryptérl

2.1.5 Organizational creativity as a resource.

The importance of creativity in the administratiwas been renowned throughout
the history of organizational studies. Even betedih Penrose (1959), Randall (1955)
referred to the creative thinking. For Randall (BQ%reative thinking is an essential
element of organizations to be able to adapt toging conditions. Thus, changes could
work in their favor. Randall (1955) supposed thatstantly creative thinking must be
stimulated, as one of the most valuable and asdhee time fuzzy resources of any firm.

Creativity may represent different roles, mainlyswcial environments (Moran,
2010). For example, the role of creativity as areeedent of organization performance,
mediating the role of corporate entrepreneurshigp @mvironment (Bratnicka, 2013).
Creativity also plays the role as a critical linktlween team dynamics and product
competitive advantage (Im et al., 2013). Also, tiudg can act as an extraordinary ability
for solving problems or getting a response to sasitaations (Amabile, 1996;
Csikszentmihalyi, 2000; Cummings, 1965; Runco, 2004

Organizational creativity embodies a somewhat nesiveanergent research space
within the field of organizational behavior stud{gbou & Shalley, 2008b)n the context
of work, creativity may be revealed in any job gramy person (Zhou & Shalley, 2008a).
When a human behavior serves to an organizatierg ik a conversion in organizational
capability (Kor et al., 2007).

Amabile (1988) reasoned that intrinsic motivatiantg than extrinsic motivation
was crucial for creativity. Motivation acts on thedividual level associated with
individual expertise and creativity skills (AmahilE996) as an input for organizational
creativity. By their turn, Woodman, Sawyer and @rif(1993) stress that it is the
interface of an individual's personality and corte issues in the work environment
that forecasts creative performance. Creative padace in organizations relates to
individuals, groups, and organizational charadiessthat interrelate in creativity
emergence (Woodman et al., 1993).

Scholars support that sustained “product innovasarganizational creativity in
action since it both generates creative organigatioutcomes and relies on creative

organizational processes” (Dougherty & Rutgers,&@237). Creativity relates to the
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construct of innovation, which in turn is settledhin the whole construct of change
(Woodman, 2008).

Following the structure proposed is this study;trngms aim to relate concepts
of organizational creativity to international invement, innovative capability, and

entrepreneurial capability.

2.1.6 Relating concepts.

As a high-level resource, organizational creativigy crucial in developing
capabilities (Penrose, 1959), that permit firmadcoture innovation (Amabile, 1996) and
entrepreneurial behavior (Kor et al., 2007). Thesn aims to overview such conceptual

approximation.

2.1.6.1 Organizational creativity and international involvement.

There is a sense of conciliation that creativitgrigcial to negotiate in unpredicted
environments due the high uncertainty context.&x@mple, Tierney (2008) claims for
attention to organizational reality as the glolzalef of business with an urgent necessity
of understanding the outsourcing of essential fonel activities related to innovation
such as design, and research, and development.nM2€4.0) figured out that in an
interconnected world people need to understand ino&gination works when ideas,
object, and strategies become dominant in manyepleapidly. Gilson (2008) argues that
if companies intend to be global, they need tatbmeople to develop new ideas and
novel and useful attitudes to their work.

Despite the reasonable proximity of organizationateativity and
internationalization, only nine articles may bentiged crossing such terms at Web of
Science platform, most of them published since 20¥8b of Science, 2016). Cavusgil
and Knight (2015) proposed that entrepreneurialabgipy might have a positive
relationship between innovation and internationablvement of born-global firms. Hee-
Yong (2015) published a Korean study about the atedj role of entrepreneurship
between organizational creativity and levels oéingationalization.

The probable explanation is a difficulty in measgriorganizational creativity
given da subjective feature of this organizatiosotgce. Also, most of the available

explanation are in individual level (Zhou & Shallp08b). Approaching organizational
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creativity and international business studies gaoization level may offer answers to
fulfill the knowledge about how the internationaliion process evolves. An alternative,
for example, is to understand how entrepreneurs fmgether the people and ideas from
different places to find new ways and conscioussilts to go abroad (Hargadon, 2008).
In a broad perspective, the role of creativitynternationalization could be investigated
as input, process or output (Zhou & Shalley, 2008a)

As discussed further in this chapter, this studsuages that internationalization,
as a conceptual process of entering into new marikehot enough to explain how
entrepreneurs design strategies to deal with gldzhimarkets. As a research option, this
study assesses international involvement (Knighdi&, 2009) as an alternative way to
find out internationalization as an ongoing procé@s$ss study presents its first hypothesis

to collaborate to fulfill the gap of investigation:

H1: There is a direct, positive and significant@gation between organizational

creativity with international involvement.

This hypothesis aims to assess if there is or natlationship between

organizational creativity with international invelment, as stressed in Figure 3.

Organizational (t)H1 International
Creativity Involvement

Figure 3: The direct relationship between organizational crativity with international involvement

Source: The author

Even if the direct role or organizational creagvis a plausible link to connect
international involvement, the way to understandvhguch connection takes place
depends on other fields, such innovation, and préreeurship (Zhou & Shalley, 2008a).
Again, this study also investigates an objectivd arsubjective role of organizational
creativity. In an objective sense, creativity cart as an antecedent for innovation

(Amabile, 1996; Woodman et al., 1993). In a sulbjectense, creativity may serve as an
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antecedent of entrepreneurial behavior for sohpngblems that can be converted in
entrepreneurial capabilities (Kor et al., 2007).

2.1.6.20rganizational creativity and innovative capability.

Anticipating customer acceptance is a prerequisitthe entrepreneur to develop
or improve any product; however, what stimulates fihm to pursue innovation is its
compelling desire to seek uses of resources méioeeetly (Penrose, 1959). Innovation
Is a policy issue to be assumed by an organizatioren that its competitor will
consistently offer products that will replace tBeiTherefore, developing products
becomes a primary objective to reduce costs, imgpality, and search and explore
knowledge to accelerate the creation of goods andces. Penrose (1959), anchoring
her concepts in Schumpeter (1942), attested tlabtbanization must develop new
products and new ways to make them, to deal wélsyistemic changes arising from the
external environment, resulting from technologadvancement.

Innovation is an attribute of the organization tpe with the changes resulting
from technological advancement (Knight, 1967). Mtran generating new products,
innovation also occurs in the improvement of erggtproducts and processes (Dosi,
1988). It also is a mechanism to promote adaptatamew demands originating in the
market, due to new technologies that become dorifh@wson & Samson, 2001). In
addition to bringing greater efficiency and contwthe organization, innovation requires
flexibility, creativity and a sense of how it mighé appropriate to the time to be on the
market (Galunic & Eisenhardt, 2001).

Innovation, whether product or process, is amoregntlost important sources of
sustainable competitive advantage in the face cklacated technological change,
reducing product life cycles and increasing glatmhpetition (Filipescu, Prashantham,
Rialp, & Rialp, 2013). For Filipescu et al. (201&)¢e ability to manage resources to
generate innovation, offer new products or chamgkimprove processes (Woodman et
al., 1993), represents one of the most importamivtir factors of competitiveness, both
nationally and internationally.

Although some studies indicate that creativity it melevant in the same
proportion for innovation in product and proces®Kfekin & Knudsen, 2012), the
perception that innovation can bring sustainablenmetitive advantages has been

consistently reaffirmed. Widening the theme, arraggh that has gained space in recent



38

years is how the ability to compete internationalgn bring innovation to the firm
(Contractor, 2013; Filipescu et al., 2013; Salondoshaver, 2005). In this approach
between international integration and innovatiomther aspect is observing innovation
as a phenomenon arising from the action of learmmgore advanced economies, which
diffuses into the microenvironment of emerging ewrares (da Rocha, Kury, & Monteiro,
2009; Govindarajan & Ramamurti, 2011; Govindaraja®l?2). Firms must be able to
bring their experience and technological expertisetheir country of origin to
internationalize faster (Zahra, Ireland, & Hitt, ). However, the question that persists
in organizational studies is how to enable thisvflith greater fluidity, speed and
flexibility, allowing it to become a competitive a@htage for the organization.

2.1.6.30rganizational creativity and entrepreneurial capability.

Although creativity is a necessary condition, itnist sufficient for occurring
innovation (Amabile, 1996). Creativity is not enbugo generate innovation in
organizations, but there is no innovation withoueativity. Therefore, this study
investigates two main characters of creativity as amtecedent of entrepreneurial
capability: as an ability for solving problems aasl a motivational driver to generate
knowledge.

Creativity for solving problemdvanaging resources to create competitive advastage
the organization is one of the assumptions of tegoRrce-Based View (RBV) (Barney,
1991, 1995; Wernerfelt, 1984). The possession eddalresources allows the creation of
situations in which the firm has an advantage atgecompetitors. Possessing them,
however, does not ensure the firm has such adwantdglving problems is an
indispensable role of an entrepreneur. A broadénitlen of entrepreneurship is to
promote innovative activities in organizations, whethe entrepreneur processes
subjective roles of discovering, learning and aghhis/her creativity (Kor et al., 2007,
Penrose, 1959). These processes need to be oatbdstv encompass the competitive
advantage for longer (Sirmon et al., 2011), esjlgagrmadynamic environments (Sirmon
et al., 2007) where to conquer knowledge is cru@@inco, 2004). Often scholars
associate creativity with the ability of the orgeation to develop a favorable
environment for innovation and product developm@&arczak, Lassk, & Mulki, 2010;
Csikszentmihalyi, 2000; Moghimi & Subramaniam, 203&rona, 1999). However,

creativity can also act as an ability to make denssin the opposite direction. At certain
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times, the best option may be to abandon any ptoithat is not practicable in the
competitive environment (Penrose, 1959). Sincetistigainvolves skills related to
decision-making, this study assumes that creatigtyrelated to both innovation
antecedent and the ability to make decisions, facieative destruction, outlined by
Schumpeter (1942). Acting in uncertainty is a pss¢ceentrepreneurs learn to share
knowledge. Various entrepreneurs in an organizaiotiectively may influence
organizational learning as new entrepreneurial dppdies for learning occur during
interactions in an unpredictable business envirarir(t€or et al., 2007; Witt, 1998)
Creativity as a motivational driveiGrant and Berry (2011, p.73) supposed, “Sincesidea
are ultimately most useful when they solve probléonother people inside and outside
an organization, a focus on usefulness can be degeth by perspective taking.” In this
sense, when individuals share views, ideas carebelabed easier and generate better
solutions for problems that the group is facingir@i Litwin and Stringer (1968, p. 1),
Moghimi and Subramaniam (2013, p.2) referred tcanizational climate as “a set of
measurable properties of the work environment, goeed directly or indirectly by the
people who live and work in this environment ansuased to influence their motivation
and behavior”. Environments where there is the roés@ent of creativity and innovation
are supportive of more creativity and innovatiomelepment (Amabile, 1996; Moghimi
& Subramaniam, 2013). The motivation for creativigually does not act alone. While
there is a combination of motivation for creatiwitith organizational learning, a creative
climate contributes to the explanation of varianoasnovation in several core business
organizations (Ismail, 2005). Creativity is moresigaspread in a social environment
when knowledge is not hidden from each oth@erte, Nerstad, Dysvik, & Skerlavaj,
2014; Perry-Smith, 2006). Once creativity is a abgrocess embedded in a social
context, extremely interactive work environmeniggers creativity (Amabile, 1996;
Perry-smith, 2006). Besides the motivational roteativity has a coordinating role when
entrepreneurs attempt to create new business maeisecting a network of
entrepreneurial interactions to reach the market @€ al., 2007).

Figure 4 represents how innovative capability anttrepreneurial capability
mediate the relationship between organizationalatorigy with international
involvement. In it©bjective role organizational creativity nurtures innovative ahaitity,
which mediates the relationship between organimatioreativity and the international

involvement of the firm. In itssubjective role organizational creativity nurtures
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entrepreneurial capability; which mediates the ti@tship between organizational

creativity and the international involvement of fiven.

Anobjetiverole of

the Organizational
Creativity .
‘ Innovative
Capability
Organizational International
Creativity Involvement

Entrepreneurial

A subjetiverole of Capahilit}'

the Organizational
Creativity

Figure 4: Research basic framework
Source: The author

This research agrees with Zhou and Shalley (20GBa) for expanding
investigations about the role of organizationaktikéty on globalized environments, a
multidimensional investigation is necessary. Thesearch proposes that there is a
relationship between organizational creativity witternational involvement. Together
with the direct link between organizational credyiwith international involvement,
Figure 4 also depicts two antecedent roles of arg#ional creativity, nurturing both
innovative capability and entrepreneurial capapilits mediators for international
involvement. On one hand, organizational creatiigs an objective role in the firm
while promoting the development of innovation asatecedent of innovative capability.
On the other hand, organizational creativity hasubjective role in the firm while
boosting the development of skills of entreprendarsiake decisions as an antecedent
of entrepreneurial capability. Both, innovative abjlity and entrepreneurial capabilities
may accelerate the path of the international inealgnt. Further sections describe how
this theoretical expansion took place.

Next sections expand both innovative and entrepgadecapability constructs.
Adopting Amabile’s assumption, the next item disassinnovation at the organizational
level, assuming the objective role of organizatioogativity is an antecedent of

innovative capability.
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2.2 The Innovative Capability Construct

At the organizational level, innovation studiesalgudiscuss if innovation is an
internal or an external issue. Whether exploitimgwledge as a resource or exploring
sources outside the organization, firms look fow meoduct development or new ways
to process to obtain an advantage over competi@oben & Levinthal, 1990). In this
section, this study covers the evolution of inneatas a concept and discusses some
understandings about innovation. Finally, this gtictuses on the innovative capability,
considering that organizational creativity mostéythe ability to innovate than properly

into innovation as a result.

2.2.1 The evolution of the innovation concept.

In the economic lens, innovation is a kind of noydhat takes place in an
economic system that forces competitors to chamgedp competitiveness (Schumpeter,
1942). The perspective of innovation as a crudaiment of the growth of the firm
(Penrose, 1959). Rosenberg (1976) expressed hawatian overlapped the economic
perspective of the organizational environment. Adow to him, in economics, the
innovation concept raised on technological evemas provoke changes in the economic
environment and, consequently economic growth. 8yturn, innovation in social
sciences focused in how entrepreneurs handle Wwehchange, as a solving-problem
activity.

A set of resources and routines could bring tootiganization special and unique
advantages to responding to environmental chamgésiring to the Schumpeterian
concept of creative destruction. During the 1990ig, uniqueness of resources to cope
with environmental changes won a dynamic perspecfiniose firms that demonstrate
“timely responsiveness and rapid and flexible pomtduanovation, coupled with the
management capability to effectively coordinate aadeploy internal and external
competencies” (Teece, Pisano, & Shuen, 1997, p) tlace the destructive creation
that take place in the competitive environment, @eyieve better results.

As an organizational issue, innovation focuses aoyamzational capabilities.
Regularly, firms need to create new knowledge éw@nt imitation; firms learn new skills
by recombining the current capabilities they detdikogut & Zander, 1992).
Nevertheless, a critical point challenges managenslividuals used to know more than
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they could share (Kogut & Zander, 1992). To mamnsigemains the hard task of
organizing activities into a pattern that turn exgeces into routines (Eisenhardt &
Martin, 1999, citing Burns and Stalker, 1966).

The innovation concept evolved, as competition eased. Effective product
development and processes involve routines (Penrb389), as well as shared
experiences among members, and special skillsite pooblems (Eisenhardt & Martin,
1999). Affording the dynamic capability concept €€e et al., 1997), Zahra and George
(2002) distinguished realized capability and patraapability once innovation occurs
so fast that capabilities need constant renewal.

Although innovation reflects a contextual evolvememixing institutional,
industrial, and organizational elements, there qanelelines for measuring how those
connections happernlfhe Oslo Manual: Guidelines for collecting and npeting
innovation data(OECD, 2005) offers an evolutive perspective alaw innovation has
been measured, comparing the three editions (1187 and 2005). The 1992 edition
focused on the technological innovation of produwatsl processes. The 1997 edition
expanded the concept of innovation, including s®wi The most recent edition
incorporate two new types of innovation: marketargl organizational (OECD, 2005),
offering a valid explanation about how innovatiarproducts, process, marketing and in
organizational levels connect to each other.

Since 2005, however, the innovation concept haguértly been renewed and
enlarged. For a long time, innovation turned agtimaary driving force of progress and
prosperity, associated with technology, knowledgecesses and products. However,
results depend heavily on management innovatiotb@rda, Van Den Bosch, & Heij,
2013). Volberda et al. (2013, p.1) named manageman¥ation as “changing a firm’s
organizational form, practices and processes inag that is new to the firm and/or
industry, and results in leveraging the firm’'s teclogical knowledge base and its
performance in terms of innovation, productivitydasompetitiveness.”

On the Oslo Manual definition, product innovatioefers to the new and
significant improvement of goods and services tesatlt in significant firm performance
improvement (OECD, 2005). Mostly, such definitianses to technological advances.
Nevertheless, technological novelties are contdiytudependent. Some technologies
may represent a novelty for some particular marketd may not on others as the
technological product innovation has a differenteipretation of the buyer-seller

relationship. Due the possible miscomprehensioa teichnological product innovation,
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the Oslo manual “excludes changes in products et result in mostly subjective
customer satisfaction based on personal tasteestledic judgment, and/or derived from
following fashions, and/or brought about largely tmarketing” (OECD, 2005, p.9).
According to the Oslo manual, however, once in samdestries, changes are crucial,
some improvements notably creative may be congsideproduct innovation.

As the understanding of innovation spread, thiglystpresents typologies of

innovation to enhance other interpretations fopiration.

2.2.2 Typologies of innovation.

Although there are several understandings of whabvation is, one logic is
prevalent: innovation is an innovative practice coencially approved (Dosi, 1988).
Nevertheless, some typologies used to be adoptedit@ this concept. Innovation — as
a process to do better or as a disruption — cdordméght up as incremental or radical,
when innovation is a result of work totally deveddgnside the organization or combined
with outside sources, the typology could be refietoeas closed or open innovation. Also,
innovation may apply to the managerial level ath®industry where the organization is;

typology could refer to organizational innovatiansgstemic innovation.

2.2.2.1 Incremental and radical innovation.

Incremental and radical innovation were first ddmmt by Daft and Becker
(1978), as cited by Ettlie, Bridges, and O’Keef€84). Innovation may refer to some
technological advance (Ettlie, 1980) that coulditeis an incremental innovation.

Incremental innovation is related to processestlier success of many highly
profitable companies, usually reputed by their tivég, associated with product-line
extensions and cost reductions (Gluck, 1985). #sadualistic innovation, incremental
innovation involves a moderate degree of knowleflgempared to radical innovation
(Dewar & Dutton, 1986). The necessity of having nesions of electronic products,
for example, gave a particular importance to in@etal innovation (Starr, 1992; Zahra
& Ellor, 1993).

As incremental innovation advanced, connectior@utoent capabilities, learning
and knowledge gain relevance. In a circular floggédl of innovation development could

drive learning and capability building while impex¥ capabilities could help adopt
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challenging goals that stimulate a new level ofrea” (Forsman, 2009, p. 501).
Although current capabilities are usually consideagrerequisite for radical innovation,
some scholars are enlightening a mutual relatioomrgmcapability construction and
incremental innovation (e.g., Forsman, 2009; Hoposo & Ruenrom, 2012).
Incremental innovation recognizes the reinforcemenfrevious knowledge. Thus,
incremental innovation refers to knowledge buildiagmprove current knowledge and
to influence an organization’s incremental innovatcapability (M. Subramaniam &
Youndt, 2005).

There is not a degree to distinguish incrementdl radlical innovation (Ettlie,
1980). Nevertheless, scholars agree that radinaletion refers to the adoption of some
novel technological practice that results in soew product or service (Dewar & Dutton,
1986). Due the magnitude or cost of change requdyetthe organization, it is sufficient
to warrant the designation of a rare and radicalp@posed to incremental, innovation
(Ettlie et al., 1984).

Even though radical innovation may permit more gdman organization since
radical innovation refers to developing some rddicaange, most of the radical
innovation are not designed inside large compaf8&snger, 2000). Stringer (2000, p.
71) noted that though the radical innovation usedbreed in poorly equipped firms
“because most large companies are genetically anogred to preserve the status quo.”

Radical innovation generates complex perceptiortse Totion that radical
innovation is risky strategy comes from observaidaken by managers. As radical
innovation reshapes the competitive landscape asates new market opportunities
(Zhou & Li, 2012), a firm’s knowledge base reprdseits unique resource for radical
innovation (M. Subramaniam & Youndt, 2005).

Although there is a comprehensive publication dgiishing radical and
incremental innovation, this typology got critiqué®r instance, Henderson and Clark
(1990) understand that the traditional categomranf innovation as incremental or
radical is incomplete and potentially mislead in@bon research as minimum
improvement in products may provoke enormous chantgrhnological products. This
perception aligns to the Oslo Manual (OECD, 200bpua the fluid limit among

incremental and radical innovations.
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2.2.2.2 Closed and Open I nnovation.

How to generate ideas that can end results togan@ation is a central concern
of innovation (Chesbrough, 2003). Some organizatiomest huge resources in their labs
to protect technological secrets. As reported bydbhough (2003), at the end of
Twentieth Century, some combined factors like #ms fise in the number and mobility
of knowledge workers has eroded the foundationsdvation, as a final issue for
organizations.

In an objective logic, firms generate, develop, @oedhmercialize their ideas,
represented by their products and services. Stcalfg the necessity of keeping
knowledge and sustained investment became cruxi@ce rapid changes in products
and routines, mainly in high technological indwestriOn one hand, keeping knowledge
was strategic; on the other hand, to develop andyme a complete product became
harder.

Outsourcing and the necessity of complementary conepetencies challenged
organizations to avoid permeability of knowledge @ more porous landscape
(Chesbrough, 2003). Thus, open innovation is nalmnative to reduce investment in
research, but a leveraging of external researdoitgplement the work on the inside by
obtaining it through some other organization’s tagpment of that knowledge
(Chesbrough & Crowther, 2006). The initial concepbpen innovation bared a choice
of an organization, depending on the organizatiesources available to obtain an
advantage over its competitors (Chesbrough & Appigy2007). Recent studies are
questioning if open innovation were a choice oeavironment contingence, referring to
size, location, and industry where the firm is eddeal (Xiaobao, Wei, & Yuzhen, 2013).

Considering the international involvement, the feambedding in a social context
reflects the propensity for open innovation, maimplgtentializing export intensity
(Laursen, Masciarelli, & Prencipe, 2012). Alsoemtirm relationship used to improve
innovation capabilities for an organization invalia an international context (Vaccaro,
Parente, & Veloso, 2010).

2.2.2.3 Level of analysis of innovation.

This work analyzes innovation at an organizatioleslel. Even so, due to

interactions that occur between a firm and its mmment, it is relevant to clarify some
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aspects that distinguish innovation studies. As wdtilmvel phenomenon, not only
attributes of firms but also the context that firoperate matters (Dosi, 1988; Srholec,
2011). Earlier studies about economic growth retameghinnovation as a trigger of
change, that could exterminate firms and even imigdss (Schumpeter, 1939). As
innovation becomes dominant in a market contextndi need to adapt to offer
counterfactual innovation to remain competitive lf¢a & Winter, 1982; Penrose, 1959).

Innovation can be perceived as associated withirtbigutional environment,
industrial, networks, and organizational. When wutagety is high, organizations tend to
interact more to gain access to both the knowleagkthe resources (Powell, 1998). In
an institutional perspective, innovation is the result of histdriemd institutional
foundations of where it is demanded, crossing arftes from different geographical
levels and enabling access to unique technologathis (Conceicao, 2008), which could
impact a firm’s strategic decisions (Srholec, 2011)

Seminal studies have argued that geographical mrgxi has promoted
knowledge spillover referring innovation on thedustrial level (Marshall, 1920).
Nevertheless, recent studies in industries whiahiced innovation is a premise for
survival has questioned it. In some cases, proyimés turned into a controversial
subject. As proximity to industry peers decreasEgreasing knowledge spillovers,
inefficient networks can mean a practical issueabse they create and sustain diversity
internally (Funk, 2014).

At anetworklevel, diffusion of innovation has been relatedh® social structure
in which an organization is immersed (Rogers, 19F6n network context, innovation
implemented by central actors may be identifiedleesder's opinion and become
established as norms of the group (Brass, Galagkiewreve, & Tsai, 2004; Brass,
1995).

At the organizationallevel, innovation studies have an extent amplitigteEme
scholars refer to the antecedents of innovatién,itieas to respond to the complexity of
environments and to generate innovation (e.g., RladcKinley, 1979). Other studies
raise to creativity in organizational teams (Amapil996; Im et al., 2013). Other scholars
remark innovation as an extraordinary ability fecanfiguring strategies to face rapid
changes in the external environment (Cohen & Léaht1990; Damanpour & Aravind,
2012; Teece et al., 1997). Also, innovation is @mted to a culture issue related to team
trust (Barczak et al., 2010). As the organizatewel is the focus of this study, the next

item brings more hints about innovation at thielesf analysis.
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2.2.2.4 Innovation at organizational level.

Innovation refers to the development and enactneéniew ideas by people
engaged “in transactions with others within aniiagbnal context” (Van de Ven, 1986,
p.604). Such definition is mostly pertinent to thele variety of technical, product,
process, and managerial kinds of innovations thatagers get engaged. Scholars have
argued that innovation as a process related torathat facilitate or hinder the process
of implementing new ideas and practices, promotndriendly environment for
innovation (Souza & Bruno-Faria, 2013). Other sal®konsider innovation as a result
of interaction with foreign markets, always renegvinternal practices (e.g., Filipescu,
Prashantham, Rialp, & Rialp, 2013).

Studies present innovation as a result or as aepamp for some results.
Innovation could lead to knowledge acquisition t® @rganization (Grant, 1996).
Collaborative and interactive communication improwenovative practices in
organizations (Altamimi, 2014). Also, comparisor$vieen investments in Research &
Development (R&D) and performance outcomes intékerihnovation outputs (Coe &
Helpman, 1995; Huergo & Moreno, 2011; Sougiannig,13.

At the organizational level and its connectionstite external environment,
scholars show how knowledge can be absorbed ansfdraned into innovation, as an
absorptive capacity (Cohen & Levinthal, 1990). Bbsorptive capacity becomes a topic
for organizational studies that can be linked tmsaelevant concepts in this research,
like creativity (Ireland, Hitt, & Sirmon, 2003; L#&asson et al., 2011), resources
(Spencer, 2003; Yli-Renko, Autio, & Sapienza, 2Q0antrepreneurship (Alvarez &
Busenitz, 2001; Ireland et al., 2003), and inteamatlization (Lyles, 2003; Oviatt &
MacDougall, 1994; Zahra et al., 2000).

How firms articulate their resources and capabsito be ready for changes in the
environment also is a relevant topic for innovatibrynamic capability is a construct
sustained in three dimensions: process, positiod,p@ths (Teece et al., 1997). Some
works have connected the dynamic capabilities fraonle to creativity, as creativity may
contribute to rapid change (Kyvik, Zhang, & Rom&fastinez, 2012), and considering
that lifecycles are getting shorter in dynamic eaid (Helfat & Peteraf, 2003). Recently,
Teece (2014) proposed dynamic capabilities as atugenary path and that dynamic
capabilities aggregates processes and entreprahewtestration of the firm’s activities,

named asensingseizing andtransforming Sensingefers to both the identification and
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the assessment of opportunities in the domestiareign marketsSeizingrelates to the
mobilization of resources to take advantage of dpdties globally, capturing value to
the firm; transformingis the continued renewal of the firms’ capabititio face
innovation (Teece, 2014).

Dynamic capabilities are the capacity to sustamfiopeance for a long time, due
to the ability to change and to adapt to extermahés and technological advance (Teece
et al.,, 1997). Dynamic capabilities contribute to avolutionary perspective on
organizations, complementing some static assungptimm RBV (Kor et al., 2007).
Another connecting point for this research is gaeurship (Weerawardena, Mort,
Liesch, & Knight, 2007; Zahra, Sapienza, & Davidgs2006). Also, the uncertainty that
characterizes international business has broughardic capabilities framework to
international business studies (Knight & Cavuszfi04; Sirmon et al., 2011).

Generating innovation to the organization is cruéma achieving sustainable
competitive advantage (Zahra & George, 2002). Mert goes further in the perspective

of innovative capability as an input for innovation

2.2.3 Innovative capability.

The determinants of innovation in firms have reediudifferent approaches
(Zawislak, Alves, Tello-Gamarra, Barbieux, & Reigh2013). Technology development
capability approach proposes that skills, knowleaige experience allow firms to differ
from others that are in touch with the existenthtextogy (Bell & Pavitt, 1995);
Operations capability refers to the ability to chendevelop and use technology (Lall,
1992); Management capability relates to the aboitycombining human and physical
resources to anticipate shortages (Lazonick, 19B2nsaction capability relates to the
ability of reducing transaction costs (LangloisD23})

By definition, innovation is the development anglamentation of new ideas by
people always engaged in transactions with otliers &n institutional perspective (Van
de Ven, 1986). The faculty of absorbing such ideastransforming into new products,
services, and processes is the innovative capabilite innovative capability is an
organizational capacity that allows the organizatio engage and support new ideas,
novelty, experimentation and creative processedstiag result in innovations (Lumpkin
& Dess, 1996). In this sense, at the organizatidenal, innovation is an output of

innovative capability. Innovative capability repeess the development and
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implementation of new ideas, products, services@ndesses to solve problems (Bell,
2005).

As lifecycles have reduced, the increasing compatibliged firms to centralize
their efforts in innovative actions. In a broad sgnthe innovative capability can lead
firms to sales growth due to new products and sesviaking advantage of the first
market entrant, and also leveraging market shaa®(ros, Buckley, Sharp, & Wang,
2008).

While retaining and elaborating knowledge, a firapttires knowledge to future
usage not only for developing incremental innovatlmut also for creating radical
innovation (Subramaniam & Youndt, 2005). The sosirog the firm’s capabilities to
handle a competitive challenge to innovate maytegmal and external (Zahra & George,
2002). These capabilities progress reflects chandgeshnological paths over time (Dosi,
1988).

Considering sources of capabilities,integration and technology
commercialization, Zahra and George (2002) sugdektd innovative capability carries
different levels of product, process, and orgamratnnovations. Authors associated
absorptive capability approach regarding sourceskradwledge — exploration and
exploitation (Cohen & Levinthal, 1990) — and dynamapabilities approach referring to
how organizations combine such sources to achiengetitiveness (Teece et al., 1997;
Teece, 2014).

Following Zahra and George (2002), Jiménez-Jimérer Sanz-Valle (2011)
examined the relation between organizational legrand innovation with organizational
performance using a sample of 451 Spanish firmsuleconfirm that organizational
learning and innovation contribute to the organaral performance and that
organizational learning affects innovation. Auth@sommended that firms should try to
keep inside the firm for forthcoming usage the kleuge they create.

For this research, the innovative capability cgdellows Subramaniam and
Youndt (2005) definition as a result of intelledtu@pital accumulate and process
knowledge differently orchestrated during the irgitionships of individuals that
support both incremental and radical innovatioms.slim, this research argues that
innovative capability represents the ability anamigation develops to face and respond
to innovation by a creation of a product, a pro@gsan organizational innovation. In this

sense, creativity is a crucial antecedent to devitle innovative capability to create new
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products, to create novel ways to produce them, asd discover an alternative to
accelerate the process of converting ideas intoviation.

Figure 5 depicts the relation between organizatieneativity and innovative
capability, considering the contribution from Amiats Model (Amabile et al., 1996) and
innovative capability assessment applied by JimdmeEnez and Sanz-Valle, (2011)
based on Zahra and George (2002).

Organizational Innovative Capability
Creativity

Productinnovation

Organizational motivation

- Process innovation

Fesources

Management practices Orzanizational innovation

Figure 5: The relationship between organizational ieativity with innovative capability
Source: The author

Figure 5 illustrates the relationship between oizgtional creativity with
innovative capability, considering organizationaitimation, resources and management
practices as triggers of organizational creativity.

Nevertheless, this relationship between organimatioreativity with innovative
capability may affect differently product innovatio process innovation, and
organizational innovationkirst, the innovative capability is associated with tegéc
decision making; product development creates vduérms within dynamic markets
(Eisenhardt & Tabrizi, 1995; Eisenhardt & Martii99B). Also, even minimal innovation
in products may lead companies to propose dramaienges in the economic
environment (Henderson & Clark, 1990). Not only daurot innovation promotes
competitive advantage but also offer a storagepéeence to innovativeness (Leiponen,
2005; Turner, Mitchell, & Bettis, 20135econd innovative capability embraces the
construction of process innovation. Process innomainvolves creating or refining
means of production, service or even administratiperations (Khazanchi, Lewis, &
Boyer, 2007). Pre-existent knowledge has diretti@mfce not only on process innovation

but also on product innovation (Leiponen, 2005; nkuret al., 2013). How firms
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reconfigure organizational processes by technofbgimovations is especially valued in
dynamic environments (Piening & Salge, 2015; Tescd., 1997; Teece, 2014). While
reflecting antecedents of the innovative capabifitpcess innovation is mainly molded
by the gaining of embodied knowledge, which acta asucial instrument for answering
to weak internal capabilities (Hervas-Oliver, SenepRipoll, & Boronat-Moll, 2014).
Third, the innovative capability also refers to shapgaanizational innovatioh.
Organizational innovation is novel organizationdfustures, best practices, new
administrative standards, as well as processespracedures that could create value for
the organization to achieve its goals (Birkinshédamel, & Mol, 2008; Bouquet &
Birkinshaw, 2011; Mol & Birkinshaw, 2014).

Scholars investigated the generation of manageravation as a sequential
cycle. First, there is dissatisfaction with thetissaguo. Second, occurs the inspiration,
usually from external influence. Third, the invemtitakes place, activated by a blending
of dissatisfaction and inspiration. Fourth, validat happens, from both inside and
outside opinions. Fifth, there is the diffusionth@ market (Birkinshaw & Mol, 2006).
Damanpour and Aravind (2012) proposed types of g@ma innovation: strategy and
structure innovations; innovation in forms vs. mgedures; information technologies
and administrative dimensions; and innovation raldess.

From Penrose's seminal studies (Penrose, 195%yvation and entrepreneurial
behavior are closely related to motives for firmgtow. Innovation links to a response
to systemic change that obliges firms to renew pctgland processes to keep themselves
competitive. Entrepreneurial behavior is a subyectposture of decision-making to
provoke changes that can offer a better positietiebprocesses and also borrow his/her
history to keep competitive advantages to a firmtr&reneurial behavior carries
sustainable competitive advantages in a dynamisppetive (Teece et al., 1997) and
converts an individual skill into an organizatiocapability (Kor et al., 2007), emulating
innovation. This closer historical relation betweéemnovation and entrepreneurship has a

mutual nature; that is creativity (Penrose, 1959).

2Organizational innovation has been cited sometmsesmanagerial innovation. Organizational innavati
has been referred in economic literature to expl@mv an organization rebuilding process adopts
technological advances, basing in Schumpeter'$ fiftnovation type — ‘new way of organizing”
(Damanpour & Aravind, 2012). Managerial innovatiamgolve alterations in old management processes
and practices that affect the management practi@meél, 2006). In this research both management
innovation and organizational innovation are intamged to explain how organizations innovate irr the
practices both to assimilate new technologies andldsorb new management practices to promote
innovative strategies, process development, andapgroaches to solve organizational problems.
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2.3The Entrepreneurial Capability Construct

Organizational studies have been investigatingetiteepreneurial behavior for a
long time. In his prior studies of innovation armbeomic advance, Schumpeter (1939)
considered the entrepreneur as the primary trifgecthange. Penrose (1959) endorsed
this view. She referred to the entrepreneur askéefor implementing routines and
innovation that could bring better position to arfito face its competitors. Decision-
making is a foremost entrepreneurial ability, mainécause it involves aspects that are
beyond rational boundaries (Simon, 1957).

Entrepreneurial behavior is intrinsically subjeetivt includes features of the
entrepreneur such as their knowledge, resourciis, sid the process of discovery and
creativity, which constitute the “heart of entrapearship” (Kor, Mahoney, & Michael,
2007, p.1187). This subjective viewpoint allows tbetrepreneur to use creative
responses, which may sometimes be contrary to wbatd be considered the most
rational course of action in a given environmenodr(lt al., 2007; Penrose, 1959) or in a
certain momentum (Mahoney, 2000). When entreprenshiare their problem-solving
abilities as well as their capacity to convert gledo new standards, they are translating
entrepreneurial resources into the entrepreneaajpbility of the firm (Mosakowski,
1998).

Recently, a new approach to entrepreneurship hasdjeelevance: Effectuation
Theory is an alternative way of observing how firbehave, diversifying the prevalent
economic theoretical approaches about entreprempu{Sarasvathy, 2001). The next
sub-section provides aspects of the theoreticastcoction of the Effectuation Theory.
After, there is an overview of dimensions of thdeEfuation Theory. Afterward, a
discussion promotes proximity of the Effectuationedry and international business

studies.

2.3.1 Effectuation Theory development.

Influenced by Herbert Simon, the Effectuation Tiyde an emergent conceptual
framework. The Effectuation Theory is based on Sitsmiconcept of bounded rationality
(Simon, 1957, 1981), Levitt and March’s studieswhearning (Levitt & March, 1988),
Mintzberg’'s concept about patterns of strategy #tram (or not) (Mintzberg, 1978), and
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Weick’s theory of enactment-retention-selectiordetision-making into organizations
(Weick, 1999).

Although the Effectuation Theory occurred in SaedBy, Simon, and Lave
(1998), and focused on Sarasvathy (2001), it weairasvathy (2004) the presentation
of Effectuation as a singular perspective thatndseto understand why entrepreneurship
should deserve a particular way of investigatidme 8ppointed three reasons: a.) there is
a tendency to misunderstand the firm and the emnepir; b.) entrepreneurs are usually
considered homogeneous, and c.) researchers t&egdton assumptions of opportunism
both at the individual and firm levels of analysf{Sarasvathy, 2004, p.520).

Although entrepreneurship is constant in the Etffatbn Theory evolution,
Sarasvathy and Dew (2008, p.732) expand horizotiedffectuation approach. To them
“effectuation is not a theory about entreprenewrsse; it is a theory of entrepreneurial
expertise.” Effectuation is about how experiencettepreneurs build new ventures
and/or new markets. It is an approach to examieaviy entrepreneurs think, act, make
decisions and solve problems (Sarasvathy & DewdRMonetheless, effectuation is not
just a characteristic. It is also an ability thaeds to be developed to deal with uncertainty
(Perry, Chandler, & Markova, 2012; Sarasvathy & D@@08) as well as to cultivate,
strengthen and maintain healthy relationships (Glean DeTienne, McKelvie, &
Mumford, 2011). Hence, instead of opportunism, tivea altruism is applied.
Effectuation behavior enables the conversion oblems into opportunities to reach new
markets (Sarasvathy, 2004, citing Simon, 1981)

Relationships under the effectuation perspectieecatlaborative. This premise
is evolutionary, according to Sarasvathy and De@0®). Citing Thompson (1998),
Sarasvathy and Dew (2008) considered that natefattson sometimes had favored
selfish behavior and other times collective behadiaring humanity’s evolution. As a
human being, he/she is managing situations amohgr agntrepreneurs, involving
behavioral variations, like heterogeneity (peopeedifferent from one other, and so their
behavior is); lability (people change constantlydaso preferences, cultures, and
institutions do), and contextually (people playestiepending where and when they are,
l.e., sometimes take risks under hard situatiorts @her times are afraid of simpler
circumstances) (Sarasvathy & Dew, 2008).

For the entrepreneur the intuition is relevant. &xding to Sarasvathy (2003),
intuition for entrepreneurs is not a naive situapart from experience; it is related to

the language they use, the stories they tell, the they handle problems. These
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characteristics are associated with informal in8thal behavior in that they accept each
other. This relationship permits patterns of bebawhat oppose what MBA courses
explain, which usually teach entrepreneurship dsisiness plan recipe (Sarasvathy,
2003). Effectuators follow intuition better thartiomal plans when uncertainty happens
(Sarasvathy, Kumar, York, & Bhagavatula, 2014; Seathy, 2003, 2004).

Entrepreneurs borrow their experience, knowledgd, aeativity to their firms
(Mosakowski, 1998). It influences their decisiorss in choosing between more
aggressive or defensive tactics (Wales, Parida, atelP 2013), deciding between
innovating or adapting (Lassen & Nielsen, 2009),opting in taking risks levels
(Brockhaus, 1980; Grichnik, 2008). The multiple d»mations of these features may
offer “a large number of possibilities for entrepearial choices and activities, which in
turn produces different firm-level economic perfamse outcomes” (Kor et al., 2007,
p.1192).

2.3.2 Dimensions of Effectuation Theory.

Sarasvathy (2001) defined two primary processemntrepreneurial behavior —
causation and effectuation. For Perry et al. (20d2)sation and effectuation processes
are concepts on opposite sides of a line, as ancmmb. Entrepreneurs move over this
line regularly, making decisions, choosing alteies, sometimes more systematic
(causation), other times under intuition and withawpredictive path (effectuation). In
sum, Figure 6 depicts those characteristics.

Causation Process Effectuation Process

There is a given goal to achieve (usually wellThere is a given set of means
structured and specific)
There is a set of alternative means or causgsSome effects or possible operationalization of
(usually originated by a decision-making generalized aspirations arise during the decision

process) process

There are constraints on possible means | Constraints are taken as opportunities or as effect
(usually originated in the environment) from those

There is an expectation of gains; that imposeEffects are chosen, either it may be affordable tws
criteria for selecting means acceptable risk, given the means available
Usually exploits preexistent knowledge Often exglabntingencies

Try to predict the future, and consequently, tdf the future cannot be controlled, it is a wastéime
control it to predict it. The effectuator also wants to inflae

and shape the future, but he/she does not follow
trends (Saras D. Sarasvathy & Dew, 2008)
Reach for market share in existing markets,| New markets are created by alliances and other
through competitive advantages cooperative strategies
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As the market is this, | can segment it, target Given who | am, what | know, whom | know, | make
and reach the customer partnerships; | can define/create one of the sévera
possible markets (Sarasvathy, 2003)

Problems are like a puzzle that | know the | Problems are like patchwork, which | assemble
picture to be assembled according to the pieces | have, and the result lneay
something different, depending on the imagination
(Sarasvathy, 2003)

Figure 6: Comparing causation X effectuation
Adapted from Sarasvathy and Dew (2008); Sarasvath{2001, 2003)

Figure 7 depicts the relationship between orgaiomat creativity with
entrepreneurial capability. The triggers of orgatianal creativity, i.e., organizational
motivation, resources, and management practicesabley 1996), connects to the
Effectuation Theory assumptions. This propositioadicts that there is an association
between organizational creativity with entreprersurcapability in two diverse
dimensions, causation and effectuation processesdB Sarasvathy, 2005; Sarasvathy,
2001, 2004).

Organizational Entrepreneurial
Creativity Capabhility
Causation dimension
Orzanizational motivation

Effectuation dimension

 — experimentation

loss affordability

Resources

MManagzement practices flaxibility

pre-commitments

Figure 7: The relationship between organizational ieativity with entrepreneurial capability
Source: The author

In short, opposing to the causation process, tfeetefation process is based on
four principles (Sarasvathy, 2001): a.) affordaloles is more observed than expected
returns; b.) strategic alliances are more relevdnran competitive analyses; c.)
exploitation of contingencies is more effectiverth@eexisting knowledge, and d.) if

there is no control over the future; it is not resaey to predict it.
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2.3.2.1 Causation dimension of Entrepreneurial capability.

Considering that the entrepreneurial capabilityhis entrepreneurial behavior
converted to an organizational resource to handte solve problems, organizational
creativity influences entrepreneurial capabilitywo primary dimensions. Firstly, when
organizational creativity affects the causationcess of decision-making, organizational
creativity is consistent with planning. The causatdimension includes activities as
creative opportunity recognition and also the bessplan development (Chandler et al.,
2011; Sarasvathy & Dew, 2008). This research censithat not only the causation
dimension of entrepreneurial capability has imgia@s on organizational creativity, but
the effectuation dimension also does. When orgéoizal creativity influences the
effectuation process of decision-making, organizeti creativity is consistent with
emergent strategies (Mintzberg, 1987). The selectib alternatives to handle with
uncertainty bases on experimentation, loss affalitiglflexibility, and pre-commitments
(Chandler et al., 2011; Sarasvathy, 2001), as suk+tsions of the effectuation process

of decision-making.

2.3.2.2 Effectuation dimension of entrepreneurial capability.

The effectuation logic of entrepreneurial behavi@ms been researched in
comparison to causation dimension (Chandler e2@1.1; Faia, Rosa, & Machado, 2014).
Nevertheless, as a reflective construct, effecdnafpresents some singularity that
deserves further investigation (Arend, SarooghBukemper, 2015; Galkina & Chetty,
2015; Perry et al.,, 2012). Studies concluded that measurement of effectuation
construct should be under second order. Assessnileatsconsider the four sub-
dimensions (experimentation, loss affordabilitextbility, and pre-commitments) away
from each other may respond better (Chandler g2@L1; Faia et al., 2014).

ExperimentationOpenness to new ideas is a feature of creatiwplpeonce such

individuals consider multiple possibilities and ermentation to develop skills

of persuasion and encourage positive responsesstadeas on the organizational
level (Matthews, 2010). More creative firms havensthing different during
change and stability as they need to fly off, imesal directions to become more

creative and innovative (Mintzberg, 1987). As aaraple, experimentation is a

driver for taking-risk behavior when artists acteagrepreneurs, once through
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experimentation, they blur the boundaries betweenventional disciplines
(Poorsoltan, 2012). As a construct, experimentaidhe process of discovering
and developing dynamic capabilities, leading to pmént of experience that
represents trial-and-error efforts fueled by soremsibns that exist in the
organizational environment (Turcan & Juho, 2014)e Tonversion of ideas in
alternatives to solve problems is a feature ofditymanizational creativity applied
as an entrepreneurial capability (Sarasvathy, 2001)

Affordable lossThe Effectuator looks for creative alternativesestablish prior
commitments, avoid investing in projects that wondd have the best-expected
excellent return (Sitoh, Pan, & Yu, 2014). In tleense, organizational creativity
may influence the process of discovering such radéres, given the loss
affordability. The entrepreneur’s affordability lafss in the effectuation logic is
in the opposite sense of the causation logic oéetipg returns. The effectuator’s
sense is to create prospective options in the pteather than maximize returns
as an expectation for the future (Sarasvathy, 280&nsrud & Asvoll, 2012).
Flexibility: Entrepreneurs use effectuation logic for seagbipportunities. They
start with generalized aspirations applying theoueses they have available
(Perry et al., 2012). As the objective is not clékxibility is necessary to scan
opportunities to employ their experience, their\khamige, and their network to
take advantage of environmental contingencies §sathy, 2001). As the future
is something to be build, rigid plans are useld®safl & Sarasvathy, 2005).
Although recent studies confirmed that goal orieata avoids applying
organizational creativity in situations of high entinty (Blauth, Mauer, &
Brettel, 2014), other studies confirmed that fldkyalso is a feature of creative
individuals. Such individuals absorb informationdaare more open to new
experiences (de Stobbeleir et al., 2011).

Pre-commitmentsPre-commitments are important to effectuatorsniaimize
risks (Read, Song, & Smit, 2009). There is a sbéiaterests between the firm
and the stakeholders to prospect opportunitiesol8chhave been skeptic about
pre-commitments as an effectuation logic sub-dinoensonce previous
agreements also have causation features (Chandley 2011; Faia et al., 2014).
Otherwise, pre-commitments may represent levelgrafalization that can allow
the emergence of bureaucratic behavior. On théhand, as bureaucracy inhibits

creativity (Cummings, 1965), creative individual®al the formalization of pre-
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commitments, mitigating entrepreneurial capabilit9Qn the other hand,
entrepreneurs state precommitments among a previetwork (Galkina &
Chetty, 2015).

2.3.3 Effectuation Theory in the international business ontext.

Several international business scholars have loaketiow innovation and
organizational capabilities relate to internatiobaisiness (for instance, Cavusgil &
Knight, 2015; Golovko & Valentini, 2011; Knight &avusgil, 2004). In parallel, as an
entrepreneurial process (Schweizer et al., 20bh@rnationalization has been present as
a complementary perspective to the explanatory haddke internationalization process
developed by Johanson and Vahlne (1977), whichrbedanown as the Uppsala model.
As portrayed in Schweizer et al., (2010, p.365) #mplified approach “incorporates
entrepreneurial capabilities as a stable variard,exploiting contingencies as a change
variable.”

However, a crucial premise of the Effectuation Tiyas that entrepreneurs used
to plan less than organizational study predictse €htrepreneurial decision-making
process is related to how much entrepreneurs dardginstead of expected returns),
whom they can connect to as a partner, which cgetioies may exploit, and a non-
controllable future (as it may be constructed) éSaathy, 2001). Entrepreneurs learn by
doing, as noticed by Zahra et al. (2006, p.14):eé{ fentrepreneurs] will rarely have the
luxury of planning ahead how they might convertstabtive capabilities over time, much
less the luxury of waiting for or comparing theuks of multiple experiments.”

Sarasvathy, Kumar, York, and Bhagavatula (201dppsed some extension of
internationalization research under effectuatiopragch, to help to resolve some
inconsistency in international business studiesa a@mplement of Uppsala’s Model.
Citing Jones, Coviello and Tang’s (2011, p.648eaesh over 323 relevant journals
Sarasvathy et al. (2014, p.72) stated that given “thulti-disciplinary and multi-
theoretical nature of IE [International Business§ed for “iterative process of debate,
discussion as well as testing”, wherein the lodieftectuation is suggested.

Next section explores not only the objective roleoganizational creativity —
innovative capability — but also the subjectiveeraf organizational creativity —

entrepreneurial capability as mediators of inteomat involvement.
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2.4The International Involvement Construct

Following Penrose’s (1959) assumptions, this re$eaproposes that
organizational creativity is a crucial and intargilbesource to build up capabilities
(Javidan, 1998). This section explores not onlyo#ective role of organizational
creativity — as an antecedent of innovative capgb# but also a subjective role of
organizational creativity — as an antecedent afepnéneurial capability as mediators of
international involvement.

International business studies usually follow twaimtrends, one with rational-
economic bias (as in Cantwell, Dunning, & Lunda@l1@, Dunning, 1980, 1988) and
other behavioral. As the research focus is therorgéional environment, aspects related
to the manager’s behavior delimits this study, niyaiconcerning about how such
behavior reflects creative ability, as an entrepugial feature.

Johanson and Wiedersheim-Paul (1975) observed that steps of
internationalization of firms depend on the deveilept of knowledge, activity and
organizational structure, suggesting therefore khnatvledge for internationalization is
dependent on the experience of the decision ma&eftsveizer, Vahine, and Johanson
(2010) found that decision-making in internatioalsiness has characteristics of
entrepreneurship. Entrepreneurial ability is areeatlent condition of the exploitation of
contingencies in international environments.

Given the technological advances and acceleratesl rtomentum of
internationalization, it has become difficult toekeon explaining internationalization
through the entry modes perspective (Johanson &iéaR009; Schweizer et al., 2010).
However, as a starting point to explain how thisesrch adopted international
involvement as a measure of the internationalinapocess, this section presents an
evolutionary path of theory in International Bussefield, focusing on behavioral
approaches.

According to Schweizer et al. (2010), the Effedmrailheory is imperative to the
understanding of internationalization as a contexivhich entrepreneurs, as decision
makers, act in unpredictable environments. Thigaeh does not presume that the
effectuation process of decision-making is prevaiemternational business. However,
since entrepreneurs use creative abilities to gmleklems in unpredictable environments

(Sarasvathy, 2001), this research proposes thakfieetuation Theory may support
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organizational creativity as an antecedent of gnéreeurial capability influenced by the

international involvement.

2.4.1 The behavioral explanation of internationalization.

The behavioral approach to international businegsssed from two sources - the
perspective of resources (Penrose, 1959) and tkadical advances as a promoter of
innovation (Schumpeter, 1942) while technologicdvamcement allows the most
advantageous entry into new markets. In this agprode seminal studies of Johanson
and Vahlne (1977), Johanson and Wiedersheim-Paubjland Johanson and Vahlne
(1990) stand out because they understand intenaditzation as a gradual process that
takes place through the acquired knowledge andigadydistance from the target market
that constrains it. Other perspectives were addtat,Isuch as the experience (Chetty,
Eriksson, & Lindbergh, 2006; Eriksson et al. 199®arning (Forsgren, 2002),
relationships (Johanson & Vahine, 2003, 2009) artcepreneurial behavior (Schweizer,
Vahlne, & Johanson, 2010).

This research does not intend to evaluate entreprehip based on how old firms
were when they started operating in an internatiorerket. This perspective is in the
same direction of the Schweizer et al. (2010) cpned proposal for internationalization
as an entrepreneurial process. Also, this resesdschis aligned to Knight and Cavusgil
(2004), that consider innovation, knowledge andabdjies as critical issues for the
internationalization process of entrepreneuriahr

On the topic of experience and its relationshipstite gradual advance in
international business, Eriksson et al. (1997) esklkd the lack of experience as
inhibiting the advancement in business with thesiolet Chang and Chiang (2008)
observed that the international experience of aesghas expanded its creative capacity.
Previously, Luo and Peng (1999) approximated erpeg and absorptive capacity
topics. They proposed that learning different waysdoing things also promotes
innovation and consequently improves the perforreariom the diversity of such

experiences.
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2.4.2 Internationalization as a relational consequence.

About relationships, both among individuals and aghorganizations, the topic
has been gaining relevance since Johanson and &/é2003). Authors observed the
evolution of a case in the pharmaceutical industhich has networks among individuals
before foundation, and accelerated the internalimatéon process. Johanson and Vahlne
(2009) revisited their seminal article (Johansov&hine, 1977), adding the issue of
easing communication to the previous model. Fomtitbors, the business environment
is a net of relationships, differentiating the naesical model via agents acting
separately. Thus, relationships promote the buldoonds of trust and knowledge
creation within a relational network.

The prospect of networked relationships in inteamatl business (for example,
Johanson & Vahilne, 2009) favors recognition of oppaties during business, rather
than a plan to seek specific opportunities. Theegfilve previously existing relationships
facilitate taking advantage of prior knowledge tecdver opportunities. Consequently,
the relational environment enables the entrepretaefimd an alternative business model
based more on established knowledge in their osships than following
recommendations from others (Johanson & Vahlne9R00

Besides the high flow of possibilities for improgima sort of resources in a firm
that connects the international environment (Céwje2006), international networks
established during the international experiendecef a knowledge flow. In an amplified
sense, knowledge diversity brings benefits thaegadrds institutions and networks
where the firm plays, avoiding to become locked itd old technologies (Kotabe,
Dunlap-Hinkler, Parente, & Mishra, 2007).

During the network construction, the creative pssctakes place (Baer, 2012).
The search for associations based on knowledgeragedefrom personal experience
starts with the combination of experiences amopg#rties in a creative manner (Harms
& Schiele, 2012). While acting and working togethatrepreneurs may be more willing
to adopt creative responses in the face of adiesghat may arise, to turn contingencies
into opportunities.

In international business, a network may refemuiviiduals or an organization
(Eberhard & Craig, 2013). Such connections may oegan in virtual spaces (Sigfusson

& Chetty, 2013). In a foreign environment, where ttsk perception used to be higher,
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entrepreneurs looking for connections on other ogtwvin foreign countries to gain trust
(Smith & Ryan, 2012).

2.4.3 International entrepreneurship.

For decades, the topic of entrepreneurship has tememring in organizational
studies. In recent years, however, the aggresgivé of International New Ventures
(INV) has received attention from researchers gaaizational research (for example,
McDougall, 1989; Oviatt & McDougall, 1994; 2005; Mougall & Oviatt, 2000), giving
rise to a branch of specific research.

The early years of an organization are cruciatdcurvival. Besides surviving,
some entrepreneurs rehearse their first step<eifotieign market in their first years of
existence. Confronting theories of the internatidnssiness based on gradualism that
involves learning and commitment, these entreprenstarts playing into international
markets, often distant both geographically and gajly (Oviatt & McDougall, 1994).

According to Yamakawa, Peng, and Deeds (2008), s@mects must be observed
to understand the entry of such ventures in deeelgnd emerging economies; among
them, the resources and capabilities that leacetbuve abroad in adverse institutional
environments.

Andersson (2011) investigated how the INV couldeemt many markets in a
short period of time, through cooperation with loocgtworks. He found that the
knowledge and networks previously established byf@anders were essential in the fast
international expansion. The effectuation appraagblains the ability of entrepreneurs
to create opportunities, along with their netwosktpers, to act as a tool of international
insertion (Andersson, 2011).

In longitudinal and qualitative research over nenmtures firms, Gabrielsson, and
Gabrielsson (2013, p.1372) evaluated if decisiokinggpatterns change in international
business to business new ventures, based on assnompf the Effectuation Theory.
They interpreted their results considering that “déféectuation-based decision-making
increased the role of opportunity creation as aessary antecedent for growth and the
importance of explorative learning for long-terrmgual as well.” As individuals take
experience abroad, they connect to different unsdibal environments that allow better

responses (Delios, 2011). According to Delios (301ie experience can be a valued
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asset to the organization, as it allows to genduadeviedge and capabilities that may be
useful in different institutional contexts.

The creative process takes place during the netdevklopment. The search for
associations based on knowledge generated fromsare experience occurs through a
combination of experiences between the partiesdreative manner (Harms & Schiele,
2012). Personal experience may result in learingugh experience, which can generate
innovation at its origin (da Rocha et al., 2009heN entrepreneurs act and work together,
entrepreneurs may be more willing to adopt creatigsponses in the face of
contingencies that may arise, turn them into opputies to get more involvement in

international markets.

2.4.4 International involvement.

Usually, a firm uses internal and external souatespabilities to compete (Zahra
& Nielsen, 2002). Nevertheless, the way how enaeeurs manage such capabilities is
crucial to turn them efficient (Barney, 1999). Sinihe focus of this research is the
organizational environment, attention must be tdreeaspects related to the manager’'s
behavior, especially about how organizational cvégit— a high-level resource — affects
the international involvement of the firm, mediatdd/ both innovative and
entrepreneurial capabilities.

The steps of the firm’s international involvemeepdnd on the development of
knowledge, activity, and organizational structigeggesting, therefore, that knowledge
about a firm’s international involvement is depeamtdgpon the current experience of its

decision makers (Johanson & Wiedersheim-paul, 18¢byveizer et al., 2010).

2.4.3.1 The mediating role of innovative capability between organizational creativity

and international involvement.

Knight and Kim (2009) proposed that a collectionirtingible resources and
capabilities be especially outstanding to small amedium firms to improve their
international involvement. Scholars suggest thagrivational orientation, international
innovativeness, and international market orientatoe all significant dimensions of

international business competence (Knight & KimQ2)0
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International orientations an intangible and scarce resource that corégoto
bringing competitive advantage to a firm. When ¢éiérepreneurs detain knowledge or
this expertise in embedded within the firm, thequei potential knowledge is available,
depending on actions to correctly interpret andvedninto an advantage (Mahoney,
1995). Firms internationally oriented tend to agbidetter outcomes in international
markets (Oviatt & MacDougall, 1994). Such firms baproactive organizational culture
that helps to develop resources for achieving be#sults in international markets
(Knight & Cavusgil, 2004).

International innovativenesss the capacity to create products or processes, 0
even new ideas to international markets (Damango@iravind, 2012; Knight & Kim,
2009). A first obstacle to implementing a new cgriceometimes is internal, once
organizations develop barriers that must be ovpddpo get recognition about the need
for new ideas (De Ven, 1986). International innoxatess combines to international
orientation capability. As a firm go global, thateing gained abroad interchanges with
local sources of information, and facilitates th&raduction of innovation into
international markets (Autio et al., 2000).

International market orientatiotakes place when the organization and customers
interact to develop market intelligence about coroneeds and, afterward disseminate
such intelligence throughout the firm, expanding tlesponsiveness to it (Kohli &
Jaworski, 1990). International market orientatisraicritical subject because there is a
confrontation of ideas inside the firm. The mareéntation of domestic markets tends
to fragilize ideas mainly when the performance @lwand international markets have
too many variables to control (Cadogan, Diamantau& Siguaw, 2002; Garrido,
Larentis, & Rossi, 2006). Despite such barriersmgi with international market
orientation get better performance (Cadogan, Saucha®rocter, 2008) and expand their
network (Ellis, 2010b).

To offer a discussion about the mediating rolenofovative capability between
organizational creativity and international invalvent is necessary to recover some
aspects of organizational creativity as an antetteafeinnovation. Scholars have shown
that creativity and innovation have a reciproc#htienship. Im et al. (2013) evaluated
antecedents and consequences of creativity in ptodoovation teams. Barczak et al.
(2010) researched antecedents of team creativityidering team emotional intelligence,
trust and collaborative culture. Isaksen and Ekya010) investigated the tension

between debate and conflict in creative climateskpgkin and Knudsen (2012)
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investigated whether environment led to product pratess innovation in small and
medium-sized firms and concluded that environmemischot yield the same results for
product and process innovation.

The assumption that there is a direct relationbleipveen innovative capability
with international involvement anchors on earlierdges that partially investigated this
field. Hoonsopon and Ruenrom (2012) evaluatedrtpact of organizational capabilities
on the development of radical and incremental pcbdinovation and concluded that
new products of firms, which offer new and supebenefits to clients, increase the
market and financial performance of firms. Analyritb years of Spanish manufacturing
firms Huergo and Moreno (2011) checked if paratipn in technological activities,
R&D intensity, the generation of innovations hawglications over outputs on total
factor productivity growth. Results confirmed thenoposal. Baer (2012) verified the
individuals' motivation to put their ideas into ptiae mediates creativity and implements
relationships. Results attested that individualeriapped difficulties as they see their
ideas implemented. The assumption that there isrextdlink between innovative
capability with international involvement is paltyabased on a validated instrument
proposed by Jiménez-Jiménez and Sanz-Valle (2GisBdoon Zahra and George (2002).

Innovative capability acts as an antecedent of itiernational involvement,
reinforcing international orientation, internatibn@novativeness, and international
market orientation development. The innovative bdjg construct proposed in this
research encompasses three aspects of innovatimatugdb innovation, process
innovation, and organization innovation. Interna#ib Business literature has been
investigating such connections, sometimes in agnattive perspective, other times taken
separately.

As previously presented, the construct of Innowi@apability includes three
different aspects, product innovation, processyation and organizational innovation
(zahra & George, 2002), this research explores sisgiects alternately to understand
how international involvement intensifies.

There is some controversy about the correlatiowdet innovation and the path
of internationalization — firms that internatiorzaiare more innovative, or they become
more innovative due to internationalization (e.Ghiva, Ghauri, & Alegre, 2014).
Literature has a sense of conciliation that in laraglobal markets firms launch new
products due the fear of obsolescence (Autio eR8DO0; Patel, Fernhaber, McDougall-

Covin, & Have, 2014). Despite such controversy, te¢ation between product
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innovation, process innovation, and organizationabvation has been investigated in
international business.

Product innovationSome scholars concluded that rapid internatignavth is clearly
outlined to a strong commitment to product innawafie.g., Bell, Crick, & Young, 2004).
How firms behave, as they get involved in interoiadl markets, has been investigated
under the lens of effectuation. For example, Besedelinek, Reymen, and Stultiéns
(2014) examining product innovation paths in fiveadl firms across 352 total events
observed that there is an early effectuation logikich progressively turned toward
causation logic over time.

Process innovatian Although product innovation may speed up the rimd&onal
involvement, it takes time to get, assimilate, asd external knowledge. Usually, this
path depends on small changes in products to absbtechnologies as a process
innovation (Zahra & George, 2002). In dynamic eoniments, the reconfiguration of
processes by technological innovations is espgcmized (Piening & Salge, 2015).
Process innovations led to a more efficient prodacand reduce a firm’s unit costs
(Rammer & Schmiele, 2008) by a learning procestgedfinological assimilation (Pla-
Barber & Alegre, 2014). When involved in internai@ markets, the firm not only
improves competitiveness at home but also get iaddit opportunities present in
international markets (Cadogan et al., 2008), gitte®m improvement of processes
characterized by the inter-relationship of compsime&olved abroad (Ellis, 2010b; Yu &
Si, 2012).

Organizational innovationSome studies refer to organizational innovatisrthe best
fusion between creativity and innovation (e.g., Sleusa, Pellissier, & Monteiro,
2012).The sense of organizational innovation aseouery process of new ways to do
thing better refers to an organizational learnipfig, Hermens, Huang, & Chelliah,
2015). Organizational learning is a process of tigment of “new way of seeing things
or understanding them within organizations, whighplies new organizational
knowledge” (Chiva et al., 2014, p.689). The OslonMa refers to organizational
innovation as the starter of significantly changeglnizational structures allied with the
application of unconventional management technigures the employment of new or
substantially improved strategic orientations (OE@DO5). Organizational innovation
is related to operational autonomy. In internatiobasiness, the higher operational
autonomy is, the more the subsidiary should be &b#bsorb from outside sources and

improve its resource base (Keupp, Palmiée, & Gassanz0i1).
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Taking into account previous studies that approxmat only organizational
creativity and innovative capability but also inative capability and international
involvement, this study proposes that innovativpatelity mediates the relationship
between organizational creativity and internationablvement, in an objective sense.
Organizational creativity acts as the resource thatures innovative capability, as
Hypothesis 2:

H2: The innovative capability mediates the relasbip between organizational

creativity with international involvement.

The next item explores the subjective role of gurreurial capability as a

mediator between organizational creativity andrimaéonal involvement.

2.4.3.2 The mediating role of entrepreneurial capability between organizational

creativity and theinternational involvement.

In international markets, a firm that trusts on eyeat goals tends to remain
flexible concerning their strategic objectives. fda other hand, firms relying on defined
targets would have fixed plans about the seleaifamarkets, entry modes, and specific
strategies (Harms & Schiele, 2012). Effectuatorsallg are more flexible to handle with
external environment changes, new means at dispasdl even eventual unexpected
stakeholders demand (Kalinic, Sarasvathy, & Fa2944).

Uncertainty, for the economic mainstream, is asdedi with market
imperfection, given that a perfect competition donesmatch with it. On the other hand,
uncertainty would be a lack of equilibrium statusem no evolution could take place.
Under Nelson (1982) perspective, economics is énmary and dynamic. Thus, the
constant storm of creative destruction that ocautiie economic system envisaged by
Schumpeter (1942) unleashes the creative processiefaling with uncertainty in
organizations to allow innovation to happen.

As a human being, the entrepreneur manages sitgatmmong other
entrepreneurs, which involve heterogeneity, lahiliand contextual issues. Hence,
intuition becomes a very relevant factor. Accordin@arasvathy (2003), entrepreneurial
intuition does not arise from thin air and isolatexim experience. On the contrary, it is

related to the language they use, the storiest#ieyand the way they handle problems.
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These characteristics are associated with infonmstitutional behavior and mutual
acceptance in the social context. For Sarasvat@@3)?2 effectuators follow intuition
better than rational plans in the presence of uaicgy.

Scarce but recent empirical studies have evalutiedrelationship between
organizational creativity with entrepreneurial bébain the international context. Based
on the Effectuation Theory, Sitoh, Pan, and Yu @@bnducted a case study of a console
game creation project to understand the decisiokirggprocess and how it influences
subsequent tactics during the new product cregpimtess. Dayan, Zacca, and Di
Benedeto (2013) developed an exploratory studytierstand the role of entrepreneurial
creativity in the context of firms in the Unitedar Emirates and found that expertise and
creative self-efficacy are significantly relatedeotrepreneurial creativity. Considering
that creativity is a prerequisite for entreprenalubehavior, entrepreneurs borrow this
behavior to the organization as an entreprenecaiadbility (Mosakowski, 1998)

Under the effectuation approach, internationalorathas been investigated as a
moderator variable between the entrepreneur cagyabdnd the international
involvement. Frishammar and Andersson (2008) coathaB8 small Swedish firms that
adopted market orientation strategies and entrepreal orientation approaches. They
concluded that firms that adopted a more entrepirgadeorientation had more success
than others did. In longitudinal and qualitativesearch over new venture firms,
Gabrielsson, and Gabrielsson (2013, p.1372) ewaltidecision-making patterns change
in international business to business new ventubased on assumptions of the
Effectuation Theory. They interpret their resultsisidering that the effectuation-based
decision-making increased “the role of opportumitgation as an important antecedent
for growth as well as the importance of explorataerning for long-term survival.”

Even sparsely, International Business literature haen investigating such
connections. Referring to learning to arise fromititernationalization process, Forsgren
(2002) believes that access to a network of busiraationships creates the opportunity
to learn from other organizations. Similarly, Saeihy (2001) emphasized that
relationships facilitate the decision-making praoeseffectuation. Recently, Gong, Kim,
and Lee (2013) developed a study to understand dnoaV orientation is related to
individual and organizational creativity. Dew anddfin (2009) examined how creativity
can enhance learning in groups with the restriatibaccess to resources.

Recent empirical studies got dubious results dwereffectuation logic. Scholars

tried to test effectuation as a first order corddtrhut concluded that effectuation
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dimension is a multifaceted feature of entrepreiaécapability (Chandler et al., 2011;
Faia et al., 2014) composed by four secondary smlestsions: experimentation,
affordable loss, flexibility, and pre-commitments.

The causation logic of entrepreneurial capabilibserves the entrepreneurial
making decisions according to a predicted planti@ncontrary, the effectuation logic
resigns plans to build a future from contingendi®arasvathy, Simon, & Lave, 1998;
Sarasvathy, 2004). In international environments;ettainty is a primary barrier to
inhibit the internationalization process (Knight@Gavusgil, 2004; Knight & Kim, 2009).
As a process, after starting by a chance or anropputy discovery process (Mainela &
Puhakka, 2008), entrepreneurs begin to adopt candahavior as the knowledge grows
(Hollanders & Soete, 2010; Yao, Yang, Fisher, M&ahg, 2013).

Effectuation logic has different effects on intdroaal involvement, considering
effectuation dimension of entrepreneurial capabiléds a second-order construct,
composed of experimentation, affordable loss, Heiky, and pre-commitments sub-
dimensions. When opportunities arise from inteoral markets, the entrepreneurial
capability moves on the continuum of effectuatiBerfy et al., 2012), depending on how
they realize uncertainty. This study also expldéhesfour sub-dimensions of effectuation
logic in the four sub-dimensions, experimentatiaffiordable loss, flexibility, and pre-
commitments.

As the effectuation logic offers alternatives tondiling uncertainty, such as
scanning opportunities in less familiar environnseist more prevalent in new firms
(Evers & O’Gorman, 2011). Not only the entreprenexperience but also the
internationalization experience reduce risk aversminternational markets (Harms &
Schiele, 2012). As individuals take experience atyyothey connect to different
institutional environments that allow better resgpes (Delios, 2011). More experienced
firms associate the effectuation logic to mitigask aversion with causation logic to
design plans starting from their own experiencerii$a& Schiele, 2012). As firms get
more knowledge, learning and more network connestithey can develop possible
scenarios.

According to Delios (2011), the experience can b&aded asset to the
organization, as it allows generating knowledge eapabilities that may be useful in
different institutional contexts. Mainly, learnimgust be shared in the organization as a

resource to face adversities in various markets.
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Effectuation theorists propose that entrepreneurs ndt draw scenarios;
entrepreneurs evaluate opportunity facing continges) doing that they first build a
future and not a goal (Read & Sarasvathy, 200svathy, 2004). Entrepreneurs create
opportunities by grounding decisions on the affotddoss principle rather than on the
enlargement of expected returns (Kalinic et al.14)0 Depending on the level of
uncertainty, entrepreneurs sometimes act followihggcausation logic and other times
the effectuation logic. Following their ability smlve problems as they happen, they may
change the chosen direction quickly (GabrielssoBabrielsson, 2013). Some scholars
argue that effectuation logic can manage criseemffectively (Read & Sarasvathy,
2005). In international markets, entrepreneursesaork relationship to share risk-taken
managers with partners to raise their means ane gifimrdable loss (Galkina & Chetty,
2015).

A critical issue for firms that get involved in @rhational markets is flexibility.
Flexibility is the ability to adjust to substantiahd unpredictable changes in the
environment (Aaker & Mascarenhas, 1984). To theemxfirms get more involved
internationally, the firms tend to follow clientgbals (Eriksson, Johanson, Majkgard, &
Sharma, 2000; Erramilli & Rao, 1993). Such behaillastrates how the entrepreneur
reacts to customer demands, offering flexibilityidg international involvement (Harms
& Schiele, 2012) acting as the environment charfigebnic et al., 2014). As small firms
recognize opportunities in international busindesxibility helps to achieve results
quickly (Zhang, Ma, Wang, & Wang, 2014).

Usually, uncertainty is a limitation for firms t@read internationally (Johanson
& Vahlne, 1977). When entrepreneurs perceive oppdres as a high level of
uncertainty, they try to negotiate pre-commitmdrasn participants — clients, suppliers
— even in an informal way, such pre-commitmentsasrcontracts guaranteeing stable
future, to have more control over unpredictableifeit(Chandler et al., 2011; Harms &
Schiele, 2012). Nevertheless, researchers havaaoamplished quite well this pre-
dimension of effectuation behavior (Chandler et2011; Faia et al., 2014; Galkina &
Chetty, 2015). The studies offered dubious resafteying space to discuss the basis of
pre-commitment understanding. In this researchcpramitment sub-dimensions were
enlarged looking for a network approach, similar Galkina and Chetty (2015)
recommendation to consider more as a network thaaitacontract approach.

Despite a rising claim about the theoretical irgetion of the Effectuation Theory
and International Business (Coviello, 2006; Scheeiet al., 2010; Zhou & Shalley,
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2008b), there are scarce studies that approxinieten.t Following such avenues of
investigation, this study proposed that entrepraakcapability mediates the relationship
between organizational creativity with internatibmvolvement, in a subjective sense.
Organizational creativity acts as high-level reseufKor et al., 2007) that fosters

entrepreneurial capability to trigger internatiomalolvement, Hypothesis 3 proposes:

H3: The entrepreneurial capability mediates the ateinship between

organizational creativity with international invawment.

Figure 8 synthesizes the framework constructioduoting two more variables,
in which the objective role of innovative capalyiliappears as a mediator between
organizational creativity (H2) and internationaValvement, as well as the subjective

role of entrepreneurial capability in the sametrefeship (H3).
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Figure 8: The research framework
Source: The author

The next section summarizes the hypotheses cotistidzefore introducing the

method of investigation.
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2.5Theoretical Framework

This section summarizes the research frameworkai@zgtional creativity has a
direct relationship with the international involvent of the firm. Two Capabilities act as
mediate variables, innovative and entrepreneuaphbility. The innovative capability is
an objective role of organizational creativity, enanovative capability has creativity
assuming a tangible result, reflecting on the garar of innovation. In this sense,
organizational creativity may affect product inntea, process innovation,
organizational innovation. The entrepreneurial bdjg is a subjective role of
organizational creativity, once entrepreneurial ataljty has creativity assuming an
intangible role, sometimes reflected in a caushb@®r of the entrepreneur, other times
indicated as an effectual behavior of the entreguenin this sense, organizational
creativity offers better alternatives to solve peolis and generate alternatives when the
entrepreneur faces uncertainty.

The framework consists of 3 hypotheses. Hypothétls predicts a direct,
significant, and positive relationship between oigational creativity and international
involvement. Hypothesis H2 supposes that orgamimati creativity has an indirect,
significant and positive relationship with intenoaial involvement mediated by the
innovative capability. Hypothesis H3 assumes thaaoizational creativity has an
indirect, significant and positive relationship ihternational involvement mediated by
entrepreneurial capability. In sum, the hypotheses
» There is a direct relationship between organizaliareativity and international

involvement:

0 H1 tests the relationship between organizationahtority (Independent

Variable — IV) with international involvement (Depsent Variable — DV):
= H1: There is a direct, positive and significant esistion between
organizational creativity with international invament.
» Considering the objective role of creativity asamtecedent of innovative capability
and consequently of international involvement:

0 H2 tests the relationship between organizationahtority (Independent

Variable — IV) with international involvement (Demient Variable — DV),
mediated by innovative capability (Mediating Vat@ab MV):
= H2: The innovative capability mediates the relasbip between

organizational creativity with international invament.
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The subjective role of creativity as an antecedaninnovative capability and
consequently of international involvement:
0 H3 tests the relationship between organizationaatority (V) with
international involvement ( DV), mediated by thdrepreneurial capability
(MV):
» H3: The entrepreneurial capability mediates thatieinship between

organizational creativity with international invament.

The next chapter presents the method of investigapplied in this research.
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3 Method

This chapter presents the research method. Thaerhapfolds in three parts:
research conception, exploratory stage and firthllydescriptive stage of research, as
depicted in Figure 9.

Research conception

The theme Exploratory stage
Theoretical overview construction | RV (
i iti Descriptive stage

Previous theoretical articles Field recogmtl‘on -') S )

. . Search for variables ] :
Field choice Data treatment Wﬁ'

- Search for scales o .

Qualifying Statistical analysis

Sandwich program Cor?cep.tual framework o
Research specification Valitatian.of gonstructs Internal reliability of scales
Data collection

Hypotheses validation

Figure 9: Research steps
Source: The author

3.1Research Conception

The research conception is a detailed procedureesearcher followed during
the process of obtaining information to solve aaesh problem (Malhotra, 2004). This
item presents some antecedents of the exploratagg sind the descriptive stage of this
research.

3.1.1 The theme choice.

As usual, during the first year of the doctoralgreom, the central issue was what
to research. It should be something relevant tb th@oretical and applied field. Research
does not start on a specific date. Research isnatre@tion the involves knowledge
structures — individual or collective — and infotina processed from the environment
that co-signs or not the dualist idea of what #searcher has in mind and what he or she
finds in the world (Nicolini, 1999).
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Individual knowledge structure of the research &&dstorical path in recognizing
the internationalization process of the firms, comrly executive life and academic
experience. Collective knowledge structure of thedg group signalized that recent
advances, both technological and sociological tmeshged the environment, moving the
academic interest from mature industries to higbvledge industries. A challenge was
how creative firms internationalize. From this irejude, the first article emerged, titled
as Searching evidence about what leads organizatioms fcreative economy to act
globally (Vasconcellos, Garrido, Calixto, & Monticelli, 2B}l presented at the
Iberoamerican Academy Conference, Sao Paulo, ZIM&.article was an exploratory
study, conducted by a technical strategy of the&idogroup as a way to investigate the
case of a computer graphics company transitioniog fthe production of electronic
models to produce 3D movies. The paper noticed ghaties with both positivist and
interpretive approaches could contribute in différevays in the evolution of this
research, with emphasis on organizational beha&iter some improvements, the article
was submitted to the EnAnpad Conference, Belo late, 2015, titledProspecting
approaches to understanding internationalization kreative economy firms
(Vasconcellos, Monticelli, Garrido, & Calixto, 2015

The option of a previous qualitative approach fedoa prescription from
Eisenhardt (1989, p.548) that “[...] a strong tlyelowilding study yields good theory,
which emerges at the end, not at the beginningthefstudy.” Thus, the previous
qualitative approach followed three major invedima aims a.) Amplify theoretical
connections between the main themes: creativitpovation, and entrepreneurial
behavior internationalization; b.) Identify relevamariables to enrich creativity
investigation, considering possible links betweessativity and the internationalization
process; and c.) Look for relevant metrics for watteon and entrepreneurial assessments,

which could enlarge creativity connection to theernationalization process.

3.1.2 Theoretical overview construction.

The necessity for understanding creativity as anphreenon led this study to the
field of psychology, based mainly in Boden (1994)bart (2010), Pinheiro (2009) and
Runco and Chand (1995). As the first article depetb(Vasconcellos et al., 2013), the
primary variable emerged from executives: motivatis an input or an output of

creativity? This question came out as a furthercgse of investigation, aiming to
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understand the roles of creativity in organizatioh®&o main roles emerged, as an
antecedent of innovation and as an antecedentm@fpganeurial behavior. The theoretical
overview expanded to the understanding of the ioglship between organization
creativity with international involvement, mediatey both capabilities, innovative and
entrepreneurial proposing a connecting to inteomafi business studies. This

construction resulted in four articles presentefbur conferences.

3.1.3 Previous theoretical articles.

Four articles were developed during the theoretioabktruction of this research:

* Does creativity matter? Discussing two roles ofatngty in international
insertion under effectuation theofyasconcellos, Garrido, & Monticelli, 2014).
This theoretical article was a synthesis from theotetical essay presented in
December 2013, as a required work to postulat¢hioiPh.D. in Administration
title, required by UNISINOS. The paper presentati@s at EnAnpad, in 2014.

 Before innovation: the mutual relation between ¢tray and
internationalization(Vasconcellos, Garrido, Parente, & Monticelli, 2D1%his
theoretical paper proposed a relationship betwegarnationalization with
creativity, mediated by innovation, covering a slif this research. The paper
presentation was at AIB-SE, Miami, in 2014.

« Crafting entrepreneurial capability: a recursive f&ft on creativity and
internationalization(Vasconcellos, Garrido, Parente, & Monticelli, 281 This
theoretical article proposed a relationship betwadernationalization with
creativity, mediated by entrepreneurial capabilithie paper presentation was at
EIBA, Uppsala, Sweden, in 2014.

* The creativity flow: The recursive effect betweaernational involvement and
organizational creativity(Vasconcellos, Garrido, & Parente, 201%s an
evolution of theoretical investigation, this papetegrated the mediator role of
innovative and entrepreneurial capability betwesganizational creativity and
international involvement, propounding some assionptto explore in the

thesis. The paper presentation was at EIBA, Ridaseiro, in 2015.



77

3.1.4 The field choice.

As the Creative Economy is vast and has diffenedaistries inserted in the same
category (UNESCO, 2013a), as a research choicstily investigated the audiovisual
industry in Brazil. As mentioned in the introdugtarhapter, the field choice followed
three criteria. First, the field should have firnrs distinct levels of international
involvement. Second, creativity should be evidentaahigh-level resource and as an
output, as creativity is taken as an antecedeinhafvation. Third, the field should reflect
organizational creativity as an influence on entapurial behavior.

Struggling the first criterion, this research ewaés if firms were acting
internationally. The audiovisual industry is stilh a branched structure, with
entrepreneurs having a limited understanding ofaitheantages of internationalization.
An example of the public effort to internationalif®@e motion picture production industry
is the project Brazilian TV Producers [BTVP] (BTVR0Q16), created in 2004 and
supported by APEX BRASIL. This nonprofit programrmaito promote opportunities for
co-production as well as to develop internatioratmerships. Also, the program seeks
to stimulate the Brazilian motion picture produaticndustry both in national and
international markets (BTVP, 2016). In the catapadplished by BTVP, there are 131
listed companies with potential or actual actiohmternationalization, distributed in 10
Brazilian states. Existing since 1999, the Braailiadependent Producers of Television
[ABPITV] (ABPITV, 2016) congregates 636 producemn®ni 17 Brazilian states.
ABPITV promotes production, disseminates informati@nd supports international
involvement for their partners. These companie®lahieved international recognition
as producers of images and videos (ANCINE, 2016).

As a creative economy industry, audiovisual-indudirms have received
particular attention from the government (ANCINE)1B) not only for fostering
production but also promoting a wider space witthe programming of television
channels, both broadcast and pay TV (Law 1248%Q11). According to the Brazilian
Observatory of Cinema and Audiovisual (ANCINE, 2)1fhe audiovisual industry
represents about 3% of Brazil's Gross Domestic Btb@GDP). Audiovisual industry
embraces the film and video phonographic industniepresented by the agents of
production, distribution, and exhibition of film gments (theaters), pay TV (mass
electronic communication by subscription), the izt television (sound broadcasting

and images), home video, video on demand, videstream and mobile media.
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For the international insertion, the Brazilian Matl Cinema Agency [ANCINE]
(ANCINE, 2016) has three programs for supportingats: Cinema do Brasil (Cinema
do Brasil, 2016), Brazilian TV Producers (BTVP, B)&nd Film Brazil (Film Brazil,
2016), with coordination of APEX BRASIL. According the Cinema do Brasil website
(Cinema do Brasil, 2016), this project aims to bierathe participation of Brazil in the
international motion picture market. Cinema do Braffers logistical and strategic
support to approximately 140 members. The objedtive enable them to carry out co-
productions and open markets for the distributibnt products, thus enhancing the
industry's image abroad.

The second criterion intends to check if creativgtygvident in its objective role,
as an antecedent of innovation. Creativity has bieesastigated in motion picture
production firms. This industry has the distinctifgature of having creativity as a
resource and as an output (Gil & Spiller, 2007)eédotally, in recent years, while there
is more mobile equipment sold than there are amldorn daily (Baker, 2014), dramatic
changes are occurring in communications, reflectimgrall society. In a paradox, the
more technology is spread over society; the moeawcbls are needed to reach people.
Also, people access contents in many ways (McK€4l3). Moreover, the motion picture
is a short life-cycle product (Eliashberg, Elberge,Leenders, 2006), compelling
entrepreneurs to innovate. In recent years, thezensre people connected, more
channels available, and multiple access means.egaestly, more content has to be
produced, indicating substantial opportunities nefee internationalization in an industry
which creativity is continually present as inpuamaging/production, and output.

The third criterion intends to investigate the sahiye role of creativity, as an
antecedent of entrepreneurial capability. Althoagpearing to be an industry with a few
actors, given the adherence to governmental pragrdine comparison between the
number of companies affected by the programs amdiiverse of entrepreneurs in this
industry is conflicting. The discrepancy betweea ttumber of businesses assisted and
total entrepreneurial, organizational and individidentified by the Federation of
Industries of the State of Rio de Janeiro [FIRJANRJAN, 2013) is an indicative of the
difficulty to access public actions. Data collectetionally by FIRJAN (2013) exposed
that the audiovisual industry has more companias émployees. That research detected
81,000 firms and 30,000 employees. This discrepamogording to FIRJAN, is due to

the practice of professionals to work on their eetg without employment contracts.
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3.1.5 Qualifying.

The thesis qualification happened in June 2014.s T$tudy added some
contributions suggested by revisers.

» Expansion of theoretical innovation review;

* Expansion of the empirical field in a chapter apart

* Review of quantitative studies about the Effecturailheory;

* Reorganization of hypotheses; and

* Review of the theoretical framework.

After the qualifying, as a result of doctoral corigons, conferences, and the
sandwich program, the research received some iraprents, besides the contribution at
qualifying examination:

* Reinforced that organizational level encompasses résearch, specifying
that organizational creativity is antecedent of teentral organizational
capabilities, such as innovative and entreprenkuria

* Instead of assessing effects on international pmdace, international
involvement served as the dependent variable (KrégKim, 2009). Thus,
internationalization is no longer a moderator MaleaThis decision aligns to
the perception that firms from the creative econamtgrnationalize in a
peculiar way, as they understand business as gidlole time (Moultrie &
Young, 2009; Vasconcellos et al., 2013).

3.1.6 The sandwich program.

From October 15, 2014, until April 15, 2015, thehamu developed studies at
Florida International University (FIU), as a sandwprogram. The advisor at FIU was
Professor Dr. Ronaldo Couto Parente, responsiblefextensive publication in strategy
and innovation as determinants of internationatimat During this six-month term
program, the author improved some skills that reeipehe research development:

* Development of scientific articles connecting hesearch to the research

developed at FIU regarding innovation and inteoratlization;

» Refining scales for measuring innovation;
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» Participation in two international conferences -BAE/2014 in Miami, and
EIBA 2014 in Uppsala, Sweden;

» Participation in the doctoral consortium at AIB-3&14 Conference; and

* Involvement in a workshop about quantitative methad investigation,

lectured by Professor Joe F. Hair, Jr, at the AEB2814 conference.

3.1.7 Research specification.

In a wide perspective, this is an exploratory-dgsiee study built in two main
stages. Firstly, an exploratory stage explored owly the literature but also the
environment. On this stage, interviews with expemntarged the knowledge acquired
during the literature review. During this stageo tiglevant aspects emerged, motivation
in a creative environment, and how internationailiwetakes place. Interviewees referred
to internationalization as an anachronism in thdi@udsual industry, once they feel the
firm as a global player. According to them, in #aéisms, ideas, structure, and knowledge
are available worldwide, and they always considehdactors. Secondly, a descriptive
stage evaluated the field by a quantitative apgrdmsed on a survey. This construction
assumes that the social world exists externallgném, and should be measured using
objective methods to standardize data to allow teelopment of summaries,
comparisons, and generalizations, based on statisibls (Dancey & Reidy, 2006).

The collection technique adopted was a survey.slineey is a set of questions
built to measure the intensity of opinions andadies objectively. They come in different
ways but consist of asking respondents the bestimfiat their perception of a researched
fact, using a scale (Gil, 1999).

The method of developing this research was basetMahotra (2004), who
proposed two main typologies: exploratory or coasle. An exploratory study helps to
amplify the comprehension of given phenomenon,rioife some criteria about such
resolution. A convincing study aims to categorizéook for cause and effect relationship

between constructs previously validated (Malhdg4).

3.2Exploratory Stage

In the exploratory stage, two main possibilitiesdld be examined: to propose

variables to measure the constructs or adopt \telidscales. This phase of the research
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sought to understand the theoretical relationsivgsveen organizational creativity,
innovative capability, entrepreneurial capabilitydainternational involvement. Once
completed, this step achieved the following results
» After the construction of the theoretical framewotd define a conceptual
model linking organizational creativity, innovatigeapability, entrepreneurial
capability, and international involvement;
* The validation of the adequacy of the scales preshoadopted for measuring
such relationship, approved both in the acadendarathe business field;
» Pre-testing the scales in Brazilian audiovisuah§iy and

* Applying the integrated scales in the audiovisuah$, in Brazil.

3.2.1 Field recognition.

The field recognition occurred in four phases. ti-lsring the construction of the
exploratory study that resulted in two articles timred in the research conception item.
Second, examining secondary sources like UNCTAD QUAD, 2010; UNESCO,
2013a), World Trade Organization [WTO] (WTO, 2015RJAN (FIRJAN, 2012, 2013,
2014), ANCINE (ANCINE, 2015), APEX BRASIL (APEX BR3IL, 2016), ABPITV
(ABPITV, 2016), and specific industry associatiomseveral Brazilian states (see Figure
10 below). Third, interviews during the biggest Blian exhibition focused on motion
picture production. In 2014, the research authsitedl the RioContentMarket exhibition
and informally interviewed three entrepreneurs frome motion picture industry.
RioContentMarket takes place in Rio de Janeiro,ualyn This exhibition is an
international event of production of audiovisuahtamt, open to both television and
digital media industries. During the five editioris},000 visitors were there, among
executives, producers and audiovisual professiondfem 38 countries
(RioContentMarket, 2016). Fourth, during the samtiwprogram, the research author
interviewed the representative of the Motion Pietdssociation of America (MPAA,
2016) in Brazil to understand why the world biggesition picture association has an
official branch in Brazil.

Even FIRJAN (FIRJAN, 2013) stated that the motiartyve production industry
has a greater number of companies than employinas eatalog mentioned 81,000 firms
and 30,000 employees — most of the motion pictuodyrers do not engage in official



82

or industry programs for stimulating internatiomation. Figure 10 partially summarizes

the field wideness.

Source Firms

ANCINE (ANCINE, 2015) 1,174 motion picture studios

3,634 producers for advertising
7,982 motion picture production activities, videos,

and television programs not otherwise specified

ABPITV (ABPITV, 2016) 536 associated firms
BTVP (BTVP, 2016) 107 associated firms
Sindicato da Industria Audiovisual do Rio de 73 affiliated firms

Janeiro (SICAV-RJ, 2015)

Sindicato da Industria Audiovisual do Parana 22 affiliated firms
(SIAPAR, 2015)

Sindicato da Indistria Audiovisual do Rio 58 affiliated firms
Grande do Sul (SIAV-RS, 2015)

Sindicato da Industria Audiovisual do Estado de 40 affiliated firms
Sao Paulo (SIAESP, 2015)

Figure 10: Sources of motion picture firm identifiation
Source: as above

Figure 10 lists 13,626 possibilities of contactanbéd on websites. Nevertheless,
ANCINE catalog mentions just names and tax co@&sléstro Nacional de Pessoas
Juridicas— CNPJ). Thus, only 856 firms remained for invgation. After checking
double citations, the study concluded that somepeomes were in more than one list. In
the end, just 740 firms remained to be contactadhEr details are available in Chapter
4,

3.2.2 Search for variables.

The search for variables to measure the relatipgshetween organizational
creativity, innovative capability, entrepreneugapability and international involvement
occurred both during the theoretical constructiod during field recognition. The aim
was to understand linking elements of such topicsalidated in the empirical field.
Previously, motivation, entrepreneurship, and dlab@ntation emerged still as a naive
perception. As the theoretical construction advdn@®me scales already validated

emerged for testing.
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Organizational creativity An exemplary study came up from crossing motoratand
organizational creativityylotivating Creativity in Organizations: on doing atrhyou love
and loving what you d¢Amabile, 1997). This paper paved the path foraustnding the
role of motivation in the organizational creativagd a direction to other publications of
Teresa Amabile. As a consequence, the objectiweafobrganizational creativity, as an
antecedent of innovation appeared, with scales@yrealidated (Amabile et al., 1996).
Complementing, a study in motion picture industnythe UK applied a creativity
measuring comparing Amabile’s model and Ekvall’'sdelqMoultrie & Young, 2009).
Thus, in this research, an extract from Amabile’esdédl mentioned by Moultrie and
Young (2009) referring to creativity at the orgamianal level was adopted.

Innovative Capability This research opted research innovation not @Es@t but as a
capability to innovate, assuming that absorptivpabdity and dynamic capabilities
concepts could furnish elements to investigate.nBie Oslo Manual (OECD, 2005)
suggested investigations in four levels, produchovwration, process innovation,
organizational innovation, and marketing innovatiand this research adopted the scale
built from Zahra and George (2002) applied by Jiexediménez and Sanz-Valle (2011).
Entrepreneurial capabilityCrossing entrepreneurship and organizationattiersathe
paper Resources, Capabilities and EntreprenelerakBtions (Kor et al., 2007) revealed
connections between organizational creativity amaepreneurial behavior. The article
emphasizes the subjective role of creativity intthesfer of entrepreneurial behavior to
the firm as an entrepreneurial capability, mainlgmall and medium enterprises (SME),
but without an assessment proposal. Entreprenetwehlavior is a topic of the
Effectuation Theory under investigation in quanivia research since 2011 (e.qg.,
Chandler et al., 2011; Faia et al., 2014; Galkin@l&tty, 2015).

International involvemeniGlobal orientation came up as a topic of invedtan during
the first paper of this research, built in the ga#éile study, during a focus group
interview (Vasconcellos, Monticelli, Calixto, & Gato, 2013). When questioned about
the process of internationalization, intervieweesstdered a nonsense question because
they are internationalized all the time, sellingaatal or not due the connections they have.
Recent literature on internationalization in seegic high-technology, and creative
economy discussed internationalization as an idiosyic concept in such fields
(Cavusgil & Knight, 2015; Coviello, 2006; JohansbWahlne, 2009a; Schweizer et al.,
2010). The question was not how the internatioaibn process starts but how the

international involvement affects the firm (Knighatkim, 2009).
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The set of variables that finally integrated tl@search originated from four scales
detailed in the next sub-item.

3.2.3 Search for scales.

This research has four constructs connected, argtimimal creativity, innovative

capability, entrepreneurial capability, and inteéior@al involvement.

3.2.3.1 Organizational creativity scale.

Some scholars questioned outputs of creativitjhatdrganizational level. For
instance, Sullivan and Ford (2010) consideredreaty varied ways have been adopted
to assess creativity. They proposed to examine npate measurement model
misspecification in organizational creativity resda

Nevertheless, two studies have been leading rdsearan organizational level,
Ekvall’s Model (cited in Moultrie & Young, 2009) drAmabile’s Model (Amabile et al.,
1996). As mentioned in the theoretical overviewptbs Moultrie and Young (2009)
compared the two models in the motion picture itgus the United Kingdom, and
concluded they are complementary.

Nevertheless, during the process of searching scahés study found that
Amabile’s Model could contribute in a better wayAasabile Model analyzed creativity
as an antecedent of innovation, fitting to thes®aech objectives. Even so, Amabile’s
Model instrument has 84 questions which could feasible once it should integrate a
larger research. Thus, only questions related trganizational level were kept, totaling
16 questions also used by Moultrie and Young (208@)the organizational level,
Amabile’s Model (Amabile et al., 1996) contributiedthis research with three variables:
Organizational motivation (6 questions); Resourfesguestions); and Management
practices (5 questions). As organizational crefgtigimeasuring a whole construct as an
antecedent of innovative capability and entrepraakwapability, the three variable

originates a single measurement.
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3.2.3.2 Innovative capability scale.

This research intends to measure the capacitynahi@ts to convert organizational
creativity into innovation. Thus, the aim is notrweasure innovation per se, but the
innovative capability. This direction aligns twdeeant topics of theoretical explanation
about the process of how a firm generates innowatdynamic capabilities and
absorptive capabilities. Zahra and George (200&)stigated how absorptive capability
influences the process of creating innovation @aotityanizational level, considering three
variables, product innovation, process innovatioth @ganizational innovation, partially
aligned to the Oslo Manual (OECD, 2005) that afsxudes marketing innovation.

Jiménez-Jiménez and Sanz-Valle (2011) instrumaeititfbam Zahra and George
(2002) essay contributed to this research withuestions, distributed on three variables:
Product Innovation (6 questions); Process Innowafioquestions); and Organizational

Innovation (3 questions).

3.2.3.3 Entrepreneurial Capability scale.

This research intends to measure the capacitynahias to convert organizational
creativity into entrepreneurial capability. Entrepeurial capability, mainly in SME’s is
a result of entrepreneurial behavior captured kyfitm as a capability (Kor et al., 2007).
Recent studies revealed that the entrepreneutiaMi@ has distinct features, depending
on the environment, information level, learningnections to the entrepreneur, risk-
taken orientation, and resources (Sarasvathy, 208)illustrated in the theoretical
overview, two major dimensions orient the entrepteial behavior during the decision-
making process, causation and effectuation logienBwnith some limitations, scholars
have tried to measure the entrepreneurial behawaler the Effectuation Theory
assumptions. Chandler et al. (2011) proposed tietcausation process as a primary
construct while the effectuation process is momamex. The effectuation process has
four sub-dimensions: experimentation, affordabgs]dlexibility, and pre-commitments.
To this research, Chandler et al. (2011) instrunsentributed to establish five variables
of entrepreneurial capability: Causation (7 quest)p Experimentation (4 questions);
Affordable loss (3 questions); Flexibility (4 qtiess); Pre-commitments (2 questions).
Not only Chandler et al. (2011), but also Faiad etz914) and Galkina and Chetty (2015)

observed a limitation in the pre-commitment vamablhus, this research expands the
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conception from pro-commitments to networks, adarpd in Chapter 2, including three
more questions to the pre-commitment variablehateind the pre-commitment variable

had five questions.

3.2.3.4 International involvement scale.

The international involvement construct is the peledent variable in this
research. Considering that firms from the creageenomy use to always consider
themselves internationally involved, this reseaoslerpassed the internationalization
process concept, as literature has been promat{@avusgil & Knight, 2015; Coviello,
2006; Schweizer et al., 2010). In this researads,nbt the process of internationalization
that would respond as a result of organizationahtivity, mediated by innovative
capability and entrepreneurial capability. For ithterest of this research, how intense is
this involvement is the primary interest of measgri

The international involvement refers to how a figet involved in international
markets and how it feedbacks the competenciesedirtn (Knight & Kim, 2009). Itis a
marketing concept borrowed in this research congbgefour distinguished variables:
international orientation, international marketsiglls, international innovativeness, and
international market orientation (Knight & Kim, 280 As a research decision,
international marketing skills were not considenmedhe results because they were not
related to the objectives of this study. Thus, iterument of this research received
contributions from the following variables: Intetimaal orientation (4 questions);
International innovativeness (5 questions); ancertrdtional market orientation (5
questions).

Figure 11 summarizes the questionnaire:

Section Objectives Quanu.ty of
questions
identification describing the sample 10
organizational creativity assessing organizatienahtivity based on Amabile et 16
al. (1996) and Moultrie and Young (2009)
innovative capability assessing innovative capgbilased on Jiménez- 15

Jiménez and Sanz-Valle (2011) and Zahra and Géorge
2002)
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entrepreneurial capability assessing entreprerlaapmbility based on Chandler 23
et al. (2011)
international involvement assessing internationabivement based on Knight 18

and Kim (2009)

Control providing control variables and avoiding thalo effect 8

Total of questions 90

Figure 11: Questionnaire summary
Source: The author

The entire questionnaire applied is available agefix A. The instrument also

bears the factorial loads of each indicator.

3.2.4 Conceptual framework.

The conceptual model of the relationship betweendiibjects of the research
follows the theoretical framework presented in Geaf2. In the literature review, the
research sought to deepen in topics related ton@a@onal creativity, innovative

capability, entrepreneurial capability, and inteéior@al involvement.

3.2.5 Validation of constructs.

Four academic members and three executives fromatiggvisual industry
validated the variables and hypotheses. As thefsatriables is a result of four different
studies, the researcher concerned about four pétid, translating to the Portuguese
language without losing intrinsic meanings thatldaaffect the results. Four academic
members were fluent in English and Portuguese. Beerthe reverse translation was
performed. Second, the standardization of questmasscales should offer a sense of
integration among the respondents. For examplmastéke the organization replaced by
the term the firmgompetidoresandconcorrentesn Portuguese replaced by competitors
(concorrentesin Portuguese). Third, the language used shalddarly understandable
to respondents, mostly because there was informdtiat most of the firms have
technically oriented managers, and administrativerm$ could provoke
misunderstandings. Fourth, a Likert scale from b te from totally disagree to agree
totally — standardized all scaled answers to fatdithe respondent understanding and to

make the data collection easier both to performtarahalyze.
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3.2.6 Data collection.

At the beginning of October, the author and theismvoriented a group of nine
people about the industry features; also, all 3stjans received a careful explanation to
avoid missing data. After pre-testing approvaladatilection started immediately. A nine
people professional team performed phone calls 36 @otential respondents.
Simultaneously, the team sent the emails withkaftaim answering.

As the return rate was little during the first weekher lists were immediately
incorporated to reach a better response index.td@&® and the author searched the
internet for other telephone numbers and emaileas not only the lists available but
also adding firms from the ANCINE list (which disbthmention phone and e-mails).
Initially, the team and the author reached 856maktrespondents. After filtering double
citations (some firms were in audiovisual alliaimogustry lists and also in APEX-Brasil
programs lists), 740 potential respondents remained

Again, a meeting with the team leaders, the audinarthe advisor took place to
increase the return index. The author proposedlieaieam should reinforce an offer of
the feedback to the respondents as there was sdpitg of reducing the questionnaire.

Finally, on December 7th, there was a list of 8&vared questionnaires. Thus,
the return index achieved 11% of the potential ®asps, supplanting the goal of ten

percent and enough for applying the method of amalylanned before.

3.3 Descriptive Stage

This section presents the exploratory researchestdpecifically, this section
presents the data treatment, statistical analgsits of the internal reliability of the scales,

hypotheses validation, and description of results.

3.3.1 Data treatment.

Before applying any data analysis technique, rebeas should evaluate the fit
of the sample data with statistical assumptiontheftechnique to be adopted. Careful
analysis of the data leads to better forecasting emore accurate assessment of
dimensionality (Hair Jr., Anderson, Tatham, & Bla2R09). Before being analyzed, the

data passed through the following treatments:
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Missing valuesThe researcher must observe whether the missilugs can
affect the generality of the results. In this setise researcher should analyze
the reasons for the existence of missing valuew (Haet al., 2009). Kline
(1998) pointed out that the missing values mustexgaeed a range of 5% to
10% of the responses to a variable and that thissom is random.

Outliers Verification of the existence of respondents vehow patterns of
very contradictory answers of others (Kline, 19683eeding more than two
standard deviations from the mean (Maroco, 201His Verification applied
a multivariate evaluation. Hair Jr. et al. (2006Qygested a significance level
of 0.001 as a basis for determining an unusualrghgen.

Normality. Skewness and kurtosis values assess normality (raet al.,
2009). Variables with absolute asymmetry index ealuver| 3 | can be very
asymmetrical and with kurtosis, values oy@0| can be problematic for data
normality.

Homoscedasticityhomoscedasticity refers to the assumption thpedéent
variables exhibit equal variance levels over thedim of predictive variables.
Scatter plots are useful for verifying homosced#sti

Linearity. The most common mode of linearity verificationbig examining
variables scattergram (Hair Jr. et al., 2009). t8cgplots are useful for
measuring the linearity of variables.

Multicollinearity: The approximate linear relationship among indepetde
variables is called multicollinearity. There is iedllinearity when
correlations between predictors are high (Cortir®®3). If multicollinearity

is high, substantial loss of power may occur dugrtor association (Ganzach,
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1998). Relationships among variable 0\4@.85| indicates that there is a

possible multicollinearity (Hair Jr. et al., 2009).

3.3.2 Statistical analysis.

This research adopted the SPSS (Statistical Paéa§ecial Sciences) software,
version 21, and AMOS (Analysis of Moment Structlissftware version 16 for statistic
tests. The tests of the observable variables we@ensing linear regression analysis.
Conceptually, linear regression defines an extenset of statistical techniques used for
modeling relationships between variables and estirmaalependent variable (response)

value from a set of dependent variables (predig{diaroco, 2010).
3.3.3 Pre-test description.

The pre-testing occurred in the first week of Oeto®015 by phone. Thirty firms
from the main list responded to the 90-questionstioenaire. During data collection,
some questions had to be reformulated as respadskéd back in some items, like in
the flexibility sub-dimension of effectuation pr@se — an integrative section of
entrepreneurial capability section. Control questibad to be reformulated to insert the
period to which they referred.

The collecting team referred to two groups of gahg@roblems during the
collection: the questionnaire was too long and $inmdicated that there are too many
academic researches without feedback.

For purposes of testing whether the sample is stitally valid, a one-
dimensionality factor test was applied. Cronbaalpba was estimated for the constructs
analyzed. Table 1 describes the results:

Table 1: Cronbach’s Alpha pre-test results

Reliable
Construct Dimension Cronbach's Alpha variables
o organizational motivation 0.664 11, 12, 15, 16
Organizational
Creativity Resources 0.633 17,18, 21
managerial practices 0.580 22,23,25
product innovation 0.881 27 to 32
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Innovative process innovation 0.805 33to0 38
Capability organizational innovation 0.582 39 to 41
Entrepreneurial | Causation 0.834 42 to 48
Capability Effectuation 0.798 49 to 64
) international orientation 0.887 65 to 68
International . . . .
Involvement international innovativeness 0.797 73t0 77
international markets orientation 0.872 78 to 82

Source: The author based on 30-respondent results

As a reliability measure, an acceptable value fanBGach’s alpha is at least 0.6

(Hair Jr. et al., 2009). Nevertheless, the useroh@Bach's alpha does not guarantee the

one-dimensionality by itself but assumes that iistsx (Hair Jr. et al., 2009). Two

additional tests were carried out on data colledtedhe pre-test: reliability of the

constructs and extracted variance. Composite rhfiabs a measure of internal

consistency of indicators. A commonly acceptedrezfee value is 0.7, although values

below it are acceptable for exploratory researchir(br. et al., 2009).

The extracted variance is also a reliable indicamdrich indicates the overall

amount of variance explained by the latent constand also for each dimension. Hair

Jr. et al. (2009) suggested values greater thafoOéach construct. Table 2 summarizes

the pre-test results.

Table 2: Composite reliability and extracted variarce on pre-test

Composite  Extracted
Construct Dimension reliability Variance
L organizational motivation (ORGMOT) 0.7126 0.3854
Organizational
Creativity resources (RESOUR) 0.8079 0.5895
managerial practices (MANPRT) 0,7857 0,5510
_ product innovation (PRDINN) 0.9125 0.4998
Innovative ) )
Capability process innovation (PRCINN) 0.8217 0.4461
organizational innovation (ORGINN) 0.7857 0.5551
Entrepreneurial | causation (CAUSAT) 0.8351 0.4460
Capability effectuation (EFFECT) 0,8735 0,3756
i international orientation (INTORT) 0.8915 0.6741
International ) i ) _
Involvement international innovativeness (INTINN) 0.8012 0.4697
international markets orientation (INMKOR) 0.8770 5912

Source: The author based on 30-respondent results

Although some results denote some warning on eeawariance (the

effectuation dimension, for instance), the pre-tesis considered satisfactory. The
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effectuation dimension has presented some fuzzsglts in another research (e.g.,
Chandler et al., 2011). This result suggests tleetfectuation dimension needs analysis

at sub-dimension levels on final results.

3.3.4 Internal reliability of scales.

The internal reliability of scales was performed@uypnbach’s alpha, composite
reliability and extracted variance of constructeeTuse of reliability measures such as
Cronbach's alpha do not ensure one-dimensionalityatsumes that it exists (Hair Jr. et
al., 2009). The reliability of each construct hagarated calculations. An acceptable
reference value is 0.7 while values below thataeeptable for exploratory research
(Hair Jr. et al., 2009). The extracted variancecaigs the overall amount of variance in
the indicators explained by the latent construbis Tesearch used extracted variance to
calculate each of the constructs separately. HagtJl. (2009) suggest values greater
than 0.5 for a construct.

The assessment of discriminant variance among reastfollowed Fornell and
Larcker (1981) recommendations. The extracted meeisof each construct must be
greater than the variance among constructs (squanmedlation). Finally, this research
checked the general adjustment for organizatiomeativity, innovative capability,

entrepreneurial capability, and international imeshent.

3.3.5 Hypotheses validation.

In the descriptive stage, this research soughimoation of the hypotheses of the
conceptual model using multivariate regression yaiglto assess the relationship
between dependent with independent variables (Haiet al., 2009). Indicators were
converted into latent variables by means. Latemialibes were also converted into
observable variables by means. The Sobel testssbesediating variables.

Next chapter aims to offer an overview of the emwment where this research
occurred, considering the world creative econoing,Brazilian audiovisual context and
a summarized overview of the institutional and waten context for the audiovisual

production in Brazil.
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4 The Empirical Context

This chapter aims to offer an overview of the emwment where this research
occurred. Firstly, this study brings a broad vievihe creative economy based on data
from UNCTAD and UNESCO (Hollanders & Soete, 2010JQIAD, 2010; UNESCO,
2013a, 2013b) and then focuses on the world auliaVproduction. Secondly, presents
information about the Brazilian audiovisual contagtvell as recent institutional changes
that impacted not only in the Brazilian market &lsb in its enhancement of international
production, mostly based on ANCINE an FIRJAN repofANCINE, 2015, 2016;
FIRJAN, 2012, 2013). Thirdly, there is an investiga into the institutional and

innovation context for the audiovisual productiarBrazil.

4.1 The Global Creative Economy

More than generating innovation or entrepreneudapabilities, creativity
generates economic growth (Florida, 2014). Creaigenomy is one of the fastest
growing industry in the global economy, not jusjaeding revenue generation but also
for job creation and export amounts (UNESCO, 201Bha¢ terncreative economwas
firstly used in 2001 by the British writer John Hawns, who applied it to 15 creative
industries spreading from the arts to science addnology (Howkins, 2001).

The global creative economy is vast and multifateté differs from other
industries due to its peculiar “organizational ferand the market risk associated with
new products” (UNESCO, 2013, p.25). Usually, smaalhpanies are more numerous in
this industry than in others, mainly in developsauntries, but it is possible to identify
not only small independent producers but also autsog to larger firms and even large
companies in an industry like motion picture antlghing (UNESCO, 2013a).

A significant milestone in embracing the conceptaréative industries” was the
UNCTAD XI Ministerial Conference in 2004. This cemnénce presented the topic of
creative industrieso the international economic and development dggmopounding a
high-level panel about this theme (UNCTAD, 2010NQIAD refers as creativity
activities those with the artistic component to agonomic activity that produces
symbolic products with substantial support froneligictual property feasible for market
purposes (UNCTAD, 2010). UNCTAD considers the dgweaeconomy an interplay of

many industries that range from activities “rootedraditional knowledge and cultural
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heritage such as art crafts, and cultural festigjtito more technology and services-
oriented subgroups such as audiovisuals and themeshia” (UNCTAD, 2010, p.7).

UNCTAD classifies creative industries into four &dogroups: heritage, arts,
media and functional creations. The heritage grbap cultural aspects from the
historical, anthropological, ethnic, aesthetic aatial perspectives, like art crafts,
festivals, celebrations, archeological sites, mosgUibraries, and exhibitions. The arts
group bases on art and culture, including artwisrkyspired by heritage, identity values,
and symbolic meaning, like painting, sculpture, tplgoaphy, antiques, live music,
theater, dance, opera, and circus, for examplemiduwa group produces creative content
to communicate with large audiences, like bookssgrfilm, television, radio and other
broadcasting. The functional creations group presichore demand-driven and services-
oriented industries furnishing creative goods aevises for functional purposes, like
interior design, graphic, fashion, jewelry, toyschatectural, advertising, cultural and
recreational, creative research and developmaegitatiand other related creative services
(UNCTAD, 2010). Despite the diversity, all thesdustries have a broader definition of
the creative economy (UNCTAD, 2010). Table 3 pnésea summary of the creative
economy, comparing years 2002 and 2008.

Table 3: World exports of all creative industry (gads and services) 2002 - 2008

2002 2008

value (in millions of US$) growth
All creative industries 267,175 592,079 14.4%
All creative goods 204,948 406,992 11.5%
All creative services 62,227 185,087 17.1%
Subgroups
Heritage 25,007 43,629
Art crafts goods 17,503 32,323 8.7%
Others 7,504 11,306 7.3%
Arts 25,109 55,867
Visual arts goods 15,421 29,730 12.8%
Performing arts goods 9,689 26,136 17.8%
Media 43,960 75,503
Publishing goods 29,817 48,266 7.3%
Audiovisual goods 462,000 811,000 7.2%
Audiovisual and related services 13,681 26,426 11%
Functional creations 194,283 454,813

Design goods 114,692 241,972 12.5%
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New media goods 17,365 27,754 8.9%
Advertising and related services 8,914 27,999 18.4%
Architecture and related services 18,746 85,157 20.9%
R&D development services 12,639 31,111 14.8%
Personal, cultural and recreational

services 21,927 40,821 10.4%

Source: UNCTAD (2010)

A relevant note is that in 2008 occurred a glolaln®mic crisis that affected the
creative economy less than other industries. Thedweconomic recession weakened
opportunities in many countries for jobs, growtmdasocial well-being. With the
deteriorating worldwide import demand, world trattepped by 12 per cent (UNCTAD,
2010). In contrast, international trade in the tveaeconomy was sustained despite the
long economic crisis.

In 2008, all creative goods represented 2.73%taf world goods exports, while
all creative services represented 4.8% of totdda@lservices exports. The motion picture
production is inserted in the media subgroup liskedaudiovisual. The audiovisual
production includes films, videos, radio, and t&®n. The goods are the films and
videos per se; Services are production servicesrilalition services, post-production
services, and other related services. It also deduradio and television broadcasting
services, audio post-production services, radioggamm production services, and
audiovisual production support services (UNCTAD1@D

From an economic perspective, the UNCTAD Repoitreges that the creative
economy has been growing faster than the restefettonomy in several countries,
although the contribution of the creative economyhe global economy was hard to
evaluate in 2010 (UNCTAD, 2010). The lack of staddzation for assessing creativity
inhibits an accurate figure. Usually, the indusrgbntribution to the national economy
is evaluated by its value added, including its shafrlabor and capital. However, the
value added by individual creative industries id awvailable from official sources
(UNCTAD, 2010; UNESCO, 2013a).

SMEs make up, predominantly, several stages oStpply chains of creative
products in many countries, both in developed aenvelbping economies (UNCTAD,
2010), mainly at creation level. Nevertheless, ome countries, creative SMEs exist
alongside and competing against a few large vdstigategrated firms results in

asymmetric competition. In the United Kingdom, fiestance, not just in software and
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computer games industries but also in advertismyfdm, small firms compete against
expressively bigger international firms (UNCTAD,12).

In the creative economy, interconnecting and fliexietworks of production and
service systems covering the entire supply chaamattierize firms. Thus, despite the not
proportional competition between small and largeative firms, there is evidence that
smaller creative firms have an advantage from teegnce of larger firms in the industry,
as these larger firms and corporations are a pyirsaurce of commissions and capital

by outsourcing arrangements or joint ventures (UNDT2010).

4.2 Global Audiovisual Production

The motion picture production is an integrativeusuly of creative economy,
inserted as an audiovisual industry. According tavé€s (2000), there are some
commercial practices and business models partidolathe audiovisual and music
industries:

* Thewindowdistribution system enables subsequent releasisnsf videos
and television programs in a staged process (wisjlohe product can be
resold to several markets over time at a slighiteacl cost. It eases price
formulation and the exploitation of secondary mé&ske

» Price discriminationallows competition in secondary markets for auiioal
services. Sometimes, dumping is the same pradheg;occurs because the
initial costs of production were recovered in tloene market;

* Minimum exhibition periodequests by distributors. They ask for minimum
exhibition episodes for films, forcing smaller eitors to decline some titles
and thereby diminish their profit-making;

» Blind bidding when a distributor calls for an operator to o@erovie without
prior watching;

* No shareperiods, compulsory by major distributors to pragvehowing
different titles at different times of the day/wetiat are predominantly
onerous for small independent exhibitors;

» Vertical integrationof distributors into the exhibition, pay-per-viesgrvices

and broadcasting.
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The audiovisual industry has public policy implicats. Mostly in developing
countries, governments involve not only fosterimg dso enacting a legislative structure
to support local motion picture production due texi supply capacity of audiovisuals
and the struggle of accessing global distributioanmels (UNCTAD, 2010).

The making, distribution, and exhibition of filmemain controlled by a small
number of vertically integrated groups. About 8éceat of all films exhibited worldwide
are Hollywood productions (UNCTAD, 2010), mostlygduced by the big-six: Disney;
Sony Pictures; Warner; Paramount;"ZDentury Fox; and Universal (MPAA, 2016). An
example is the list of top 25 audience films in &p& in 2010 season. American
producers, alone or co-producing with Europeanslyorers, dominated the market,
usually aimed at child-youth audiences, also ewgenthe growth of 3D films,
reinforcing the dominance of high-technological nesv(UNESCO, 2013b). Among
these 25 movies, just two were not produced orrodyred by American studios: an
Indian film (My name is Khan) and a Brazilian (EliSquad: The Enemy Within)
(UNESCO, 2013b).

This supremacy constrains the development of moficture industries in
developing countries and restricts their particgrain the global market. Some countries
try to build legislation and set incentives to ememe national production. In parallel,
recent years brought challenges and opportunitiestd technological advances that
allow for economies of scale by making motion pietproduction easier to distribute at
a global level without physical copies and streanfidNCTAD, 2010). At the same time,
particularly in developing countries, the lack gh#ition rooms with more sophisticated
technologies., exhibition got more expensive, redty to a massive audience
(UNESCO, 2013a).

Despite the absolute predominance of American mtoly, some countries
shown increase in production between 2005 and 2B4dmples are China (260 to 584
films, increase of 124.6%), the United Kingdom (10699 films, increase of 182.1%)
and the Republic of Korea (87 to 206 films, inceea$ 148.3%). Outside the Top 10,
some countries showed increases in the level afiymtion. Such countries are, for
example, Brazil (42 to 100 films, increase of 136%gn (26 to 76 films, increase of
192%), Turkey (28 to 70 films, increase of 150%igt\WWam (12 to 75 films, increase of
525%), and Mexico (71 to 111 films, increase 0f356).

The domination of big distributors worldwide istzatienge for the motion picture

production, not only in developing countries bwgoaln developed countries (Flew &
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Cunningham, 2010). On one hand, the creativity gge®ccurs in SME firms, but there
iIs a dependence on more structured and commereetedi distributors (UNESCO,

2013a). On the other hand, technological advareegromoting cheaper and high-
quality production that can be accessed in mangskiof screens, any place, and to
anyone. On the next item, the focus is the Brazilkzenario for the audiovisual

production.

4.3The Brazilian Scenario

The motion picture production is a pioneer audioaisactivity in innovation and
symbols generation. Worldwide organized aroundsg&ridution system based on action
and activity of the major US studios, the motioctyie production in almost all countries
demands protection, support and state fundingatpiatthe market and grow (ANCINE,
2013).

Production activities and distribution of audiowaswcontent experienced the
spread of creation techniques and the emergenceewof market segments. The
audiovisual industry was upstretched to the ceotexorld economic dynamics. New
opportunities emerged alongside the digital cormecg (ANCINE, 2013).

After the decrease in the early 1990s, recoveryfanding of production were
the most visible problems to foster initiatives gidvernments and industry players.
Recently, the scenario has changed. Until 2003,ta®® films were released annually.
Between 2006 and 2010, the Brazilian motion picareuction reached 70 to 80 films
a year. In 2011, the 99 films launched represeatednthinkable result ten years before
(ANCINE, 2013).

In 2013, 251,000 companies integrated the Brazitieeative economy. Last
decade, there was an increase of 69.1%, when teey ¥48,000 firms. On the labor
wages aspect, the Brazilian creative economy pediitS$ 40 billion in 2013 or 2.6%
of total production in Brazil. During the last tgears, the GDP of the creative economy
increased 69.8%, while the total GDP increased@g@HIRJAN, 2014).

The motion picture industry distinguishes itselflmving more businesses than
employees: there are 81,000 companies in the sugmin and 30,000 employees.
Likewise, this fact stems from the widespread pecaadf work of industry professionals

in firms themselves without employment contracts.ekample is the photographers; the
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main activity of the core Film & Video in some coampes - 6,268 of the 22,629
establishments are the creative core (FIRJAN, 2012)

In Brazil, the production of independent contentrfetion picture has a kind of
integration with the advertising production (ANCINER013). In some cases, the
endowment of audiovisual production services foreatising — with more regular and
structured demand —supports firms to operate iarattarket segments like film projects
and TV series production (Vasconcellos et al., 20Ihis interaction allows the
advertisement to be seen by many professionalsgageavay not only for entrance in
motion picture production but also to qualify terjues for the entire industry (ANCINE,
2013).

Excluding the internet, mobile media, video on dedchand ancillary activities,
the Brazilian audiovisual market revenue was al®s$ 9 billion in 2011. In relative
terms, these values exceeded the growth of BraziBP. Incomes are concentrated
especially on broadcast television and cable, tbstprofitable market segments. Cable
TV achieved the highest growth rate among the satgristed. The primary source of
return is advertising. In 2011, about 63% of theeBtments in the advertising market
were allotted to broadcast television (ANCINE, 2013

The Brazilian television business model preserst®hical barriers to independent
production. The entry of new economic agents agdaliconvergence allows changing
expectations of this situation, with a greater flofvworks and increasing ease of
consumer access to a variety of media servicesighrgarious networks and platforms
available. In this convergence scenario, audiovisuedia services have higher added
value (ANCINE, 2013).

As noted by UNESCO (2013b), institutional changed snovation influenced
not only the Brazilian scenario of audiovisual protibn but also brought space for

international involvement expansion.

4.3.1 Institutional changes.

The audiovisual industry has had substantial growtiecent years in Brazil. On
the one hand, the rise and spread of new techmslagultiplied the content distribution
platforms as a result of increased demand for vie@emand and streaming. On the

other hand, the creation of the audiovisual ingustnd and the enactment of Law 12,485



100

in 2011 consolidated strategic public policies thoe industry's development (FIRJAN,
2014).

To sustain this growth, the public financing policgs diversified itself. Some
financial instruments represents this change: thaliévisual Industry Fund, the
Additional Income AwardRrémio Adicional de RendaPAR), the ANCINE for Quality
Incentive Award Prémio ANCINE de Incentivo a Qualidad€®AQ), the Foment Special
Programs RProgramas Especiais de FomentoPEF), and new incentives and support
mechanisms for international co-productions. Thiewe of funds also increased. In US
dollars, the amount financed by the federal govermmn 2010 was five times the
available in 2002 (ANCINE, 2013).

The Law N°12.485 enacted on September 12, 201Thways new rules on pay
TV, has been crucial to define the directions ie thm production in Brazil. The
operation of the provisions of Law implies an exgotmal increase in the number of
independent works displayed on different chanredsyell as indicating the growth of
pay TV in the country (Law 12485/11, 2011). To fica the production, the Law brought
new revenues to the Industry Fund. The relativegiration of audiovisual chains suggests
that, therefore, any activity tends to get dynamasrd development (ANCINE, 2013).

Law 12485/11 aims to create demand for nationalycbons. The law introduced
a minimum quota for domestic content, establishe8 Aours and 30 minutes of prime
time national content per week for all channelsssifled as adequate space, and
independent Brazilian production companies mustiypee half of this quota. Also, Law
12485/11 determined that for all packages offeddnsumers by pay TV service
providers, one out of three proper space channess be an adequate space channel from
a Brazilian schedule programmer (Guedes Filho.gpall4).

Law 12485/11 has been an attraction factor to matwnal motion picture
industry to establish subsidiaries in Brazil, ldeMPAA. The MPAA website published
the Brazilian Law resume as an opportunity to setnerships among their associated
studios and Brazilian producers (MPAA, 2016).

Not only the pay TV and broadcast TV have beernrgetdor Brazilian public
agents, but also, exhibition rooms received ingtital attention. Recently, Brazilian
government enacted Bill N° 8386/14 (2014) reserypagcentages of the exhibition for

Brazilian films, transferring responsibility to ANKKE to enact other orientation.
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4.3.2 Innovation environment.

Innovation reflects over the Brazilian scenari@oliovisual production. On one
hand, innovation in producing content brought oppaties not only to increment quality
but also to reduce costs globally (UNCTAD, 2010).t@e other hand, to the same extent
that new technologies spread by different segmeintse population, new windows to
achieve consumers arise.

In the early twentieth century, audiovisual emdrge a collective entertainment,
with an outstanding presence on city streets. Latgh television and home video,
audiovisual got space in homes and the attentidgheofamilies. Since late 20th century,
communication technologies, the organization ofises and the needs of people made
the audiovisual also an individualized phenomenboday, the means of all these
consumption levels are increasingly interconne@ed ubiquitous. The Internet and
mobile media have become the environment wheregisdial most expands in formats
and distribution models in which rules are veryitide (ANCINE, 2013).

Since 2011, the video on demand offer has growidisapn Brazil. Many
economic agents organize services in different camaation platforms. Pay TV
packers, industry software companies, electromtzslers with operations on the internet
and in the home video market, and electronics neaturfers compete for the delivery of
audiovisual content to consumers. The contentalaceenjoyed in different ways besides
using different equipment, from traditional compatand TVs to smartphones, tablets
and smart TVs (ANCINE, 2013). Also, content distitibn by the Internet has spread in
other channels to achieve consumers, like on deraaddon stream programmers as
Netflix and Itunes (Guedes Filho et al., 2014).

Brazilian government supports research and innorati the audiovisual industry
by the Audiovisual Industry Fund=¢ndo Setorial do Audiovisual FSA). FSA is a
particular category of programming of the Natio@allture Fund Fundo Nacional de
Cultura— FNC) (FINEP, 2016). The FSC fund is under #sgponsibility of Financing
of Studies and ProjectBifianciadora de Estudos e Projete$INEP). FINEP is a public
company linked to the Ministry of Science, Techmgyiand Innovation, founded in 1997.
FINEP aims to support studies, projects, and progreelevant to the economic, social,
scientific and technological development of Brazéaring in mind goals and industrial
priorities established in the plans of the Fed&alernment (FINEP, 1996).
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FSA's resources promote programs and projects Her development of
cinematographic and audiovisual activities in lw&h the programs of the Federal
Government. FSA aims to increase the participatidBrazilian audiovisual products in
domestic and international markets, and ultimat#bnslate into economic value and
social development efforts of Brazilian societygeet inserted in the global scenario of
cinema and audiovisual (FINEP, 2016).

4.3.3 International involvement expansion.

As an emerging market, Brazil stimulates audiodiquaduction to face the
international arena in better conditions to cometeESCO, 2013b). Guided mainly by
formal institutional agents (e.g., ANCINE, 2016; &p Brasil, 2016), Brazilian
audiovisual production has been experimenting nppodunities to go abroad. Three
programs lead the promotion of Brazilian contentiernational markets:

» Cinema do Brasil: It is an export program ran by Audiovisual Alliance

Industry for Sdo Paulo State (SIAESP) in APEX-BRA®&Nhd Ministry of
Foreign Affairs. Such initiative uses the institutal support of the Brazilian
National Film Agency (ANCINE) (Cinema do Brasil, Z8). This program
seeks to favor the advance of film productions razd, reaching Brazilian
films in international markets. The site offersirmlual content (Portuguese
and English). Cinema do Brasil Program fosters tmain activities. First,
providing support for the distribution of Braziligiims produced by its
member companies, to be screened in internationahas. Second, helping
sales agents that have Brazilian films producedirbys associated with the
Program during the Festivals of Cannes, Berlin,dtno, Venice and San
Sebastian (Cinema do Brasil, 2016). The website timety Brazilian motion
picture producers as potential exporters, ningidigbrs, and details of 229
Brazilian movies, produced since 1997 until 201métha do Brasil, 2016).

e Brazilian TV Producers (BTVP); It is an audiovisuaintent export program
created by the Brazilian Independent TV Producesogiation in partnership
with Apex-Brasil and Ministry of Culture. The pr@gn aims to promote the
independent audiovisual production in foreign cadest enabling
partnerships between Brazilian and foreign comanidne program also

supports new co-production opportunities and desldnternational
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partnerships for TV and new media producers. Thgnam also sponsors the
RioContentMarket, an international event on muitifdrm content
production open to the audiovisual and digital raeddustry (BTVP, 2016).
RioContentMarket takes place annually in Rio deeifan presenting
keynotes, panels, pitching sessions, and businessds, approximating
Brazilian producers to the international markeb®ntentMarket offers to
producers from any part of the world the opportutitexpand their projects
with experts and to introduce them to Brazilian amérnational customers
(RioContentMarket, 2016). The website lists 131z8i@n motion picture
producers.

* FilmBrazil: It is a project that acts in two wayfgst, promoting Brazilian
talent and producers and, in doing so, adding aaké¢ tool to the industry
while strengthening Brazilian position as a glofdbertising production hub
(Film Brazil, 2016). FilmBrazil is a subsidiary thfe Brazilian Association of
Audiovisual Production — APRO in partnership witiPBX-Brasil (Film
Brazil, 2016). Both organizations, APRO and APEXa8l assist 50 firms in
music, production, direction, post-production, aaiion and infrastructure
industries, putting them in direct contact withtpars to drive and facilitate
new business (Film Brazil, 2016). Such 50 firmsgdther produce over 80%
of commercial ads in Brazil. According to FilmBre#016), Brazil represents
the largest advertising network in Latin Americans registered at ANCINE
produced over 46,000 commercials in 2014 and gtetteaUS$1.169 billion
turnover. The United States has been the largesitclepresenting 40% of
the total global volume, followed by England (28%apan, France, and
Germany. Rio de Janeiro has been the primary @gistimof interest (68%),
followed by Séo Paulo (26%) (Film Brazil, 2016)InkBrazil keeps a close
relationship with organizations, such as the Adsery Production
Association (APA-USA), Association of Independemn@nercial Producers
(AICP-UK) and Commercial Film Producers of EuroéPpP).

The next chapter presents the results as well asuskes the theoretical

implications of this study.
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5 Data Analysis

This chapter presents the results and analysesi®frésearch, divided into
sections. The first section presents the dataneat applied. The second describes the
reliability of constructs. The third brings the deptive analysis of collected data.

Finally, the fourth section shows the results.

5.1Data Treatment

The descriptive phase of research first detailsitita collection and then applies
them to the proposed framework. In this researtl® framework searches for
relationships between organizational creativityhwibe international involvement of
firms engaged in the Brazilian audiovisual indusfg described in the previous section,
81 Brazilian audiovisual firms responded the survey

Following the standards set out in the researclnodetiescription, the data were
prepared and checked. The researcher accomplishesingh data analysis, outlier
verification, tests of all multicollinearity, norrig, linearity, and homoscedasticity.
Then, the researcher scanned the database tofydgping errors or anomalies among
the answers.

As the questionnaire had 90 questions a range®fl®% missing values could
represent up to 9 items, according to the liteeaflttine, 1998). Three respondents were
excluded, remaining 78 valid responses.

By graphic analysis, the researcher looked forienstl Three respondents bear as
outliers, repetitively (respondents X, Y, and Zx 'ecommended by Hair et al. (2009),
the behavior of each respondent was evaluated derstand if there was an outlier
generalized behavior or they represented some fejigciin some answers only.
Respondent X exemplifies a small firm, with five @oyees, established in 1995, with
experience in international markets since 1998yhilout sales to international markets
nowadays. There were no anomalies among the ansWeesfirm represents usual
features of the audiovisual industry, such as saizé rapid international experience.
Respondent Y accounts for a medium-size firm agogrtb the revenue but a small firm
according to the employee criterion. The foundatbthe firm was in 1988 and started
selling abroad in 1993. Sales to international mtrkepresent twenty percent of the

revenue. The firm has co-production with foreignmpanies, denoting interesting



105

information to the research. Respondent Z has wvityemployees and has no sales to
foreign markets. Even so, its answers were plagisiblthe features of the firm. After
checking if the results could have an influencetbe reliability of construct, the
researcher observed that there were not signifida@antges. Thus, as a research decision,
these three responses were kept in the research.

Appendix B shows the test of normality. Latent abtes from 11 to 82 presented
normality, with absolute asymmetry index valuesmnel| 3| and with kurtosis values
below |10|, in the range proposed by Hair Jr. et al. (2009)e visual analysis
confirmed linearity between dependent and indepandeariables. The test of
multicollinearity was performed by bivariate coatbn. Variables present correlation
below 0.85, as recommended by Hair Jr. et al. (R@89llustrated in Appendix A.

5.2Reliability of Constructs

As previously described, all constructs had dimamsiassessed by observable
variables. Together with Cronbach’s alpha testjrigghe composite reliability of the
constructs and extracted variance verified thaldlty of constructs, as depicted in Table

4.

Table 4: Reliability of constructs

Previous Used Cronbach’'s Composite  Extracted
Construct Dimension variables  variables alpha reliability Variance
o ORGMOT | 111016 | 131415 0.530 0.704 0.476
Organizational 17 to 21
Creativity RESOUR 17,18,21 0.593 0.622 0.361
MANPRT | 221026 | 222325 0.461 0.483 0.254
, PRDINN | 271032 271932 0.889 0.902 0.611
Innovative 33t0 38
Capability PRCINN 33,34,35,38 0.771 0.771 0.476
ORGINN | 391041 | 39541 0.727 0.847 0.650
Entrepreneuria] CAUSAT | 421048 | 421045 0.793 0.810 0.521
Capability EFFECT * * 0.757 0.644 0.404
, INTORT | 651068 | g51968 0.892 0.894 0.681
International 73 t0 77
involvement | INTINN 73 to 77 0.848 0.855 0.544
INMKOR | 781082| 731082 0.886 0.889 0618

Source: The author based on 78-respondent results

(*) Variables of the effectuation dimension result§rom subdimensions analysis.

As shown in Table 4, this research does not cons®me indicators in the final

assessment as follows:
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* Organizational motivation (ORGMOT)no extracted variance factors
presented high factorial loads. It happened becthese is a high level of
error associated. Also, V13 presented low factotad?® (0.322), but
discriminant analysis revealed that there is ardaution to ORGMOT to take
into account. Indicators V11, V12, and V16 were loetause they had low
correlation with the other observable variables simowed low factorial load
(less than 0.500) in the confirmatory factorial lgs@. The possible
explanation appears while reading the questionnkidécator V11 intended
to evaluate how internal publications may motiviadividuals. Descriptive
analysis of the sample shown that some firms arsnmall, a dominant feature
in the audiovisual industry. Maybe the questionskenao sense to the
respondents. The same have to be considered tatods V12 (risk-taken
motivation) and V16 (flexibility of managing systejn

* Resources (RESOURIhe indicators V19 and V20 were cut because they
not present any correlation with the other varialdad even between them.
Moreover, they had low factorial load factor in thenfirmatory factor
analysis. Some possible explanations arise whéding the questions, also
considering the features of the samples. Indic&t@asked about open access
do financial resources to develop projects. In@ics®20 questioned about free
access to internal information. Both issues propabbke no sense to
respondents.

* Management practices (MANPRGenerally, results of management practice
dimensions were disappointing. The best statiséisults were without
indicators V24 and V26. Taken separately, Cronlmdipha 0.461 is
unacceptable (below 0.6 according to Hair Jr. et 2009). Also, both
composite reliability and extracted variance arew.loNevertheless,
considering that MANPRT together with ORGMOT aratistlly significant
and presented discriminant validity, MANPRT dimemsis an integrative
element of the construct. Excluded indicators \i4eStioned whether project
goals are clearly defined at the beginning of tleekwassignment) and V26

(the question was if work groups are formed acemydp complementary

3 Appendix A shows factorial loads of each indicator
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personalities), mostly have no sense for some maerd small firms, a
dominant feature of the sample.

* Process Innovation (PRCINNhdicators V36 and V37 were cut because they
had low correlation with other observable variabdésswell as their low
factorial loads (less than 0.500) in the confirnatdactorial analysis.
Indicator V36 referred to how strong is the firmimmproving the production
process. A possibility is that this question geteztadoubts to respondents,
once improvement of a process could represent $orzg lexical mean in
the empirical environment. Indicator V37 questioiféde firm develops new
processes more frequently than our competitors bo. qualitative
observations, common sense is that they do not h@eenprehensive vision
for the entire industry (FIRJAN, 2014). Thus, prblyathey could not
compare their firms to others.

» Effectuation (EFFECT) Four sub-dimensions compose the effectuation
dimension: experimentation (EXPRMT), affordable sloJAFFLSS),
flexibility (FLEXIB), and pre-commitments (PCOMMT)This research
checked Cronbach’s alpha, composite reliability exilacted variance of all
of them, as expressed in Table 5.

Table 5: Reliability of constructs on effectuationdimension

Sub- Previous Used Cronbach’'s Composite Extracted
Dimension dimension variables variables alpha reliability Variance
EXPRMT | 491052 | 491052 0.592 0.766 0.454

53 to 55
EFFECT AFFLSS 53 to 55 0.932 0.934 0.825
FLEXIB | 961059 | 561058 0.746 0.753 0.508
pcommT | 601064 | 60 61,63 0.739 0.753 0,511

Source: The author based on 78-respondent results

* Flexibility (FLEXIB): FLEXIB did not consider indicator V59 because ittha
low correlation with the other observable varialdesl showed low factorial
load (less than 0.500). Indicator V59 asked respotdif they avoided
courses of action that restricted their flexibiltyd adaptability. A possibility
is that there was a misunderstanding about thetigne®nce indicator V58
(questioned if they were flexible and took advaatafjopportunities as they

arose) had some correspondence to the meaninguvghatistic problems.
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Pre-commitments (PCOMMTJhis sub-dimension of effectuation dimension
of entrepreneurial capability has been presentiatistic problems in many
studies (e.g., Chandler et al., 2011; Faia, Rosslaghado, 2014; Galkina &
Chetty, 2015). This research added two extra obbérwariables to the scale
aiming to expand pre-commitment sense to the aidimeoretical meaning
(“Whom | know” — Sarasvathy, 2001, p.253; Tasic &dkeassi, 2008, p.14)
expanding the relationship sense into this sub-dgiom. Indicator V63
confirmed that the pre-commitments sub-dimensieded a complementary
understanding. Indicator V62 (the contacts andelsionships we had before
establishing our company have served to reduce riamtgy) did not

contribute to the results; so it was taken out.

This research checked the discriminant validity tbé constructs. Results

confirmed that each construct was measuring diffedenensions, as detailed in Table

6.
Table 6: Discriminant validity of constructs
Organizatione Innovative Entrepreneuria Internationa
Creativity Capability Capability Involvement
A B (e} D E F G H | J K
A. ORGMOT 0.47¢
B. RESOUF 0.10¢ 0.361
C. MANPRT 0.06¢ 0.15¢ 0.25¢
D. PRDINN 0.611
E. PRCINN 0.20¢ 0.47¢
F. ORGINN 0.271 0.36( 0.65(
G. CAUSAT 0.521
H. EFFEC1 0.18¢ 0.40¢
I. INTORT 0.681
J.INTINN 0.32¢ 0.54¢
K. INMKOR 0.43¢ 0.475 0.61¢

Source: The author based on 78-respondent results

Considering that the extracted variance of all toiess is greater than the

correlation of the square, as recommended by HandlLarcker (1981), the constructs

have discriminant validity.

However, the entrepreneurial capability has foub-dimensions. Once the

Effectuation Theory is a theory under constructbonnternational business perspective

(Kalinic et al., 2014; Sarasvathy et al.,, 2014)is tmesearch also checked the
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entrepreneurial capability discriminant validitynsadering their four sub-dimensions, as
per Table 7.

Table 7: Discriminant validity of entrepreneurial capability

CAUSAT EXPRMT AFFLSS FLEXIB PCOMMT
CAUSAT 0.521
EXPRMT 0.22¢ 0.45¢
AFFLSE 0.001 0.00z 0.82¢
FLEXIB 0.097 0.20¢ 0.007 0.50¢
PCOMMT 0.13:2 0.041 0.04¢ 0.12¢ 0.511

Source: The author based on 78-respondent results

As occurred with the discriminant validity of constts, the extracted variance of
entrepreneurial capability is greater than theetation of the square, as endorsed by
Fornell and Larcker (1981). Hence, the entrepreakwapability has discriminant
validity.

Before presenting the hypothesis validation, nextien presents a descriptive
analysis of the sample.

5.3 Descriptive Analysis

The sample has 78 responses of firms inserted enBttazilian audiovisual
industry. These firms are in a range of 2 to 2yed activity. The mean for years of
activity is 11.4 years. Forty-three firms experieticsales in international markets.
Among them, the average experience is 6.8 years. iliternational involvement
intensified over the last five years (29 firms). émg the firms with international
experience, the average of starting internatianadlvement was 6.7 years.

According to the Brazilian Supporting Service tockdi and Small FirmsServico
Brasileiro de Apoio as Micro e Pequenas Empres8&EBRAE, 2014, in the service
field, firms may be classified considering how masployees work in the firm, as
follows:

e Micro: up to nine employees
e Small from 10 to 49 employees
e Medium from 50 to 99 employees

« Large more than 100 employees
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An alternative sizing parameter is revenue. Accaydo the Brazilian Geography
and Statistics Institutdr(stituto Brasileiro de Geografia e EstatistiedBGE, 2016),
considering the annual gross operational revenuerion, Brazilian firms may be
classified as:

« Micro: less or equal to R$ 2.4 millibn

e Small over than R$ 2.4 million but less or equal to F$million

e Medium over than R$ 16 million but less or equal to R&dllion

* Medium-Large over than R$ 90 million but less or equal to3®® million

e Large over than R$ 300 million

According to the results, the sample is mainly cosgal of micro and small firms
(95% considering employees criterion and 92% canmsid revenue criterion). Although
percentages are similar, a correlation test shdwas the relation is not statistically
significant. This response confirms qualitative evation (FIRJAN, 2013) that the
guantity of employees does not necessarily meare reales in the creative economy.
Results show how heterogenic the audiovisual finmsBrazil are. Also, results
demonstrate that there is a statistically significeorrelation between two variables,

revenue, and years of activity (Sig. (2-tailed)ueals 0.001). Table 8 expresses such

results.
Table 8: Control Variables Correlation
Revenue Employees Years of activity
Revenue 1 ,138 ,38I
Employees ,138 1 ,002
Years of activity 381" ,002 1

(**) statistically significant

Source: The author based on 78-respondent results

5.4 Test of Hypotheses

After checking normality, linearity, multicollineity as the discriminant validity,
composite reliability, and extracted variance @f tbnstructs, this research generates four
observable variables (Organizational CreativityRGLCREAT, Innovative Capability —
INNCAPAB, Entrepreneurial Capability — ENTCAPAB,diinternational Involvement

41n January 2016, Real Brazilian currency (R$) wasivalent to ¥ US Dollars.
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— INTINVOL). First, means of indicators were tramshed into latent variables,
following the scales adopted for this study. Secandans of latent variables were
transformed into observable variables of each cocist The relationship between
ORGCREAT (independent variable — IV) and INTINVOdependent variable — DV)
was tested directly and through the mediation af wariables, INNCAPAB (mediating
variable — MV) and ENTCAPAB (MV) using linear regseon. Finally, a Sobel test

evaluated the mediation effect. Figure 12 recotledypotheses:

Hypotheses | Description Constructs Scales
H1 There is a direct, positive and Organizational (Amabile et al., 1996;
significant association between | Creativity (IV) Moultrie & Young,
organizational creativity with 2009)
international involvement. International (Knight & Kim, 2009)

Involvement (DV)

H2 The innovative capability Organizational (Amabile et al., 1996;
mediates the relationship betweenCreativity (1V) Moultrie & Young,
organizational creativity with 2009)
international involvement. International (Knight & Kim, 2009)

Involvement (DV)

Innovative Capability| (Jiménez-Jiménez &

(MV1) Sanz-Valle, 2011; Zahra
& George, 2002)

H3 The entrepreneurial capability | Organizational (Amabile et al., 1996;
mediates the relationship betweenCreativity (1V) Moultrie & Young,
organizational creativity with 2009)
international involvement. International (G. Knight & Kim,

Involvement (DV) 2009)
Entrepreneurial (Chandler et al., 2011)

Capability (MV2)

Figure 12: Research hypotheses
Source: the author

Table 9 illustrates the correlations and signif@amamong variables. There is a
correlation between each variable, in differen¢msities. The significance rate between
ORGCREAT and INTINVOL is at the limit of acceptan@®nsidering significant on
level 0.05.
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INTINVOL ORGCREAT INNCAPAB ENTCAPAB
INTINVOL Pearson correlation 1 217 ,393" ,395"
Sig. (2 tailed) ,057 ,000 ,000
N 78 78 78 78
ORGCREAT Pearson correlation 217 1 454" 477"
Sig. (2 tailed) ,057 ,000 ,000
N 78 78 78 78
INNCAPAB Pearson correlation 393" 454" 1 444"
Sig. (2 tailed) ,000 ,000 ,000
N 78 78 78 78
ENTCAPAB Pearson correlation 395" 477" 444" 1
Sig. (2 tailed) ,000 ,000 ,000
N 78 78 78 78

** Correlation is significant on level 0.01 (2-tedl).

Source: The author based on 78-respondent results

This research performed a test of normality offthe variables, as illustrated in

Table 10. Skewness is beloB | and Kurtosis is below 10|, confirming the variables

are normal, according to Hair Jr. et al. (2009).

Table 10: Normality of variables

N min max mean SD Skewness Kurtosis
standard standard

Statistic ~ Statistic  Statistic Statistic Statistic model Statistic  model
ORGCREAT 78 3,11 500  4,1049 48178 ,064 272 - 773 538
INTINVOL 78 1,00 4,47 24592  1,03299 -,046 272 -1,134 ,538
INNCAPAB 78 1,42 458  3,0704 ,74093 -191 272 -,676 538
ENTCAPAB 78 1,73 4,92  3,9360 ,58131 -,621 272 1,401 ,538

N valid (of list) 78

Source: The author based on 78-respondent results

A visual interpretation of data also confirms ismality (Figure 13) configuring

a positive correlation.
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Figure 13: Data dispersion
Source: The author based on 78-respondent results

The histogram (Figure 14) and unstandardized rakidiot confirm normality

(Figure 15).
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Figure 14: Normality between unstandardized residubmeasure and frequency
Source: The author based on 78-respondent results
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Unstandardized Residual Normal Plot
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Figure 15: Unstandardized residual plot
Source: The author based on 78-respondent results

The homoscedasticity tested the extent that rekiguesent homogeneous
variance, crossing residues (ZRESID) versus estdnablues of dependent variable
(ZPRED), as depicted in Figure 16. The results gltbwo relationship between the
predicted values and standardized residues.

Dispersion plot
Dependent variable: INTINVOL
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Figure 16: Dispersion plot for standardized residuaregression
Source: The author based on 78-respondent results

After checked preliminary assumptions, this redegmesents the models that

summarize the research.
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5.5Research Models

Five models synthesize this research:

Model | tested the direct relationship between aldas ORGCREAT (1V)
with INTINVOL (DP) aiming to validate Hypothesis H1

Model Il assessed such relationship including VaeidNNCAPAB (MV) to
evaluate the mediating effect of this variable dre trelationship of
ORGCREAT (IV) with INTINVOL (DV) to validate Hypotéasis H2;

Model III substituted INNCAPAB by ENTCAPAB (MV) tevaluate the
mediating effect of ENTCAPAB in the relationshiptveen ORGCREAT
(IV) with INTINVOL (DV) to validate Hypothesis H3;

Model 1V joined both INNCAPAB and ENTCAPAB as meting variables
in the relationship between ORGCREAT (IV) with INNVYOL (DV)
simultaneously to expand results of this research.

Model V included control variables, such as timexftence of the firm, size

according to the revenue, and size according totineber of employees.

Table 11 resumes the results of the tested models.
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Table 11: Model Summary

Model | Model Il Model 1l Model IV Model V
Ll‘:;‘;f:gfgt ORGCREAT ORGCREAT ORGCREAT ORGCREAT ORGCREAT
DEpen(d;\';)t variabl -\ invoL INTINVOL INTINVOL INTINVOL INTINVOL
Control variables Existence, revenue,
(cV) employees
R2 adjusted 0,034 0,134* 0,157 0,185 0,165
F 3,747 6,940 6,990 6,833 3,527
R2 change 0,109* 0,110* 0,170* 0,013
F change 9,705 9,798 8,030 0,390
B ORGCREAT 0,217+ 0,049 0,037 -0,053 -0,048
B INNCAPAB 0,287 0,294*
B ENTCAPAB 0,377 0,293 0,292*
B existence 0,050
B revenue 0,071
B employees -0,062
VIF INNCAPAB 0,794* 0,794 0,794*
VIF ENTCAPAB 0,773 0,773 0,773
VIF existence 0,992
VIF revenue 0,994
VIF employees 0,924

(*) significant at 0.05

Source: The author based on 78-respondent results

Discussion of models and outcomes presented ineThblare in the following

items.

5.5.1 Model I.

Model I tests Hypothesis H1. Hypothesis H1 predités there is a positive, direct
and significant association between organizatioo@ativity (ORGCREAT) with
international involvement (INTINVOL). Results comfi that the dependent variable
(INTINVOL) has a direct relationship with the indaqplent variable (ORGCREAT), as
Pearson Correlation demonstrates a moderate antivposorrelation of 0.217,
significant at p=0.057.
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According to the model, in Brazilian audiovisuahis, a modification of 100%
in the organizational creativity resource generateBange of 3.4% in their international
involvement. The results are consistent with theeekations, supporting H1.

Scarce but relevant studies have been investigdatiegconnection between
organizational creativity and international invatvent in a similar direction. Delios
(2011) investigated on an individual level the rofeexperience as a valued asset to the
organization to generate knowledge and capabilified may be useful in different
institutional contexts. In a similar perspectivarhhs and Schiele (2012) examined the
creative manner how personal and group experieatelmio generate knowledge. In this
research, creativity is recognized as a crucialiataohgible resource of the firm, offering
an organizational level assessment.

This study assumes that there is an associatieavebatorganizational creativity
and internationalization, nurtured by divergent andvergent thinking (Cropley, 2006;
Runco, 2001) when the firm experiences internati@mwironments. This perception
aligns to the investigation on individual and grolepel of analysis. Moran (2010)
understands that in an interconnected world petgléo understand how imagination
runs when ideas and strategies prevail in manyeplda the same sense, Gilson (2008)
talent individuals develop new ideas, and so ned wseful attitudes are necessary to
make a global firm. Considering that the samplelabie refers to a particular industry
of an emerging market, some obstacles exist toampht concepts learned abroad, once
organizations build up barriers that must be oygrdal recognize the need for new ideas
(De Ven, 1986). In global markets, a firm has tealep the capacity of creating products
or processes, or even new ideas to conquer spaceampetitive scenario (Damanpour
& Aravind, 2012; Knight & Kim, 2009).

In this research, it was proposed that there acentain roles for organizational
creativity in international involvement. First, abjective role, organizational creativity
acts as an antecedent of innovative capabilityo&eca subjective role, organizational
creativity acts as an antecedent of entreprenecaadbility. Such capabilities mediate
the relationship between organizational creatiwitya crucial an intangible resource
(Penrose, 1959) — with international involvemend. pkoposed by Javidan (1998), firms
build their competencies supported by resourcaoffer conditions to build capabilities.
In practice, a firm applies internal and exterrmalrses of capabilities to compete (Zahra
& Nielsen, 2002). The way how entrepreneurs masagé capabilities is critical to get

efficiency (Barney, 1999). The next item presehts objective role of organizational
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creativity mediating international involvement asamtecedent of innovative capability.
Model 2 assesses the indirect relationship of ORBE&LRand INTINVOL mediated by
INNCAPAB.

5.5.2 Model Il.

Hypothesis H2 predicts that there is a mediatiomedvative capability between
organizational creativity and international invatvent. Model Il tests this hypothesis
including the variable INNCAPAB. Such relationshigfers to the objective role of
organizational creativity in the international itvement.

Results demonstrate that the dependent variabl€IlIMOL) has an indirect
relationship with the independent variable (ORGCHEAmediated by variable
innovative capability (INNCAPAB), significant at P03. Nevertheless, when
INNCAPAB mediates the relationship of ORGCREAT WNTINVOL, there is no more
significance between ORGCREAT with INTINVOL. It nresathat the role of innovative
capability mediates entirely such relationship.

According to Model 11, in Brazilian audiovisual firs, a modification of 100% in
the organizational creativity resource generatelsaage of 13.4% in their international
involvement, if mediated by innovative capabilifijhe results are suitable with the
expectations, supporting H2.

The results agree with previous studies. For exemiplipescu et al. (2013)
observed that the capacity to manage resourcesntovate, as well as to offer new
products or improvements in processes represeantsfdhe most relevant growth factors
of competitiveness, both nationally and internaibn Autio et al. (2000) emphasized
that as a firm go global the learning increaseds®eas interrelates with local sources of
information, enabling the firm to introduce innawat into international markets.

Although the result confirms the expectations, ¢hisra further implication of
Model Il to explore, mainly if taking into accouttte finding of Cokpekin and Knudsen
(2012). Those authors noticed that product innowatind process innovation might
reflect in different proportion in the firm. In thresearch, Model 1l did not confirm which
role has organizational creativity over differemhdnsions of innovative capability, i.e.,
product innovation, process innovation or orgamiret innovation.

Additionally, this research tested the relationshgiween latent variables of
INNCAPAB; it means, product innovation (PRDINN),0pgess innovation (PRCINN),
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and organizational innovation (ORGINN). Surprisingtesults demonstrate that the
dependent variable (INTINVOL) has an indirect nelaship with the independent
variable (ORGCREAT), mediated exclusively by orgational innovation (ORGINN),
significant at p=0.001. In this additional testjthner ORGCREAT directly nor two
dimensions of innovative capability (PRDINN and ARR) collaborate in mediating
the relationship between ORGCREAT with INTINVOL,cathere was no significance
anymore. It means that the role of organizationalovation mediates entirely such
relationship.

Amplifying this discussion, in Brazilian audiovidugrms, a modification of
100% in the resource organizational creativity getes a change of 18.2% in their
international involvement if mediated by innovatis@pability, considering all three its
dimensions separately. A possible explanationHis itnprovement is the association of
estimated error between dimensions. This compleangmést confirmed that the effect
of organizational creativity in international invelment happens more intensively by the
mediation of organizational innovation than prodaicprocess innovation.

This result also has theoretical implications whempared to similar studies that
do not consider organizational innovation. Foranse, Hoonsopon and Ruenrom (2012)
assessed the impact of organizational capabibiiethe build of radical and incremental
product innovation. They concluded that when suadpcts offer new and superior
benefits to clients, there are a better market farahcial performance of firms. Bell,
Crick, and Young (2004) observed that fast inteoma growth correlates to a strong
commitment to product innovation. Also, scholalateeeffects of process innovation in
the internationalization process. For examplesER010) and Yu and Si (2012) verified
that the inter-relationship of firms involved abdaanproves their processes.

Considering the mediating effect of organizatiomahovation, in Brazilian
audiovisual firms, a modification of 100% in thesoerce organizational creativity
generates a change of 20.3% in their internationvalvement.

This result is coherent to de Sousa, Pellissiat,Manteiro (2012) that consider
organizational innovation as the best fusion betwerativity and innovation, once
organizational innovation refers to a discoverycess of new ways to do thing better
(Wang et al., 2015). In the same sense, Chiva, GGlemd Alegre (2014), organizational
learning leads to organizational innovation asaess of development of new ways of
realizing or understanding things within organiaati provoking new organizational

knowledge.
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5.5.3 Model IlI.

Hypothesis H3 predicts that there is a mediatioremtfepreneurial capability
between organizational creativity and internationablvement. Such relationship refers
to the subjective role of organizational creativitythe international involvement.

Results demonstrate that the independent vari@iR&SCREAT) has an indirect
relationship with the dependent variable (INTINVOQL)nediated by variable
entrepreneurial capability (ENTCAPAB), significaat p=0.002. Nevertheless, when
ENTCAPAB mediates the relationship of ORGCREAT WIMiTINVOL, there is no
more significance between ORGCREAT with INTINVOIL. rheans that the role of
entrepreneurial capability entirely mediates sumnection in this model.

According to Model 1ll, in Brazilian audiovisuakifns, a modification of 100% in
the resource organizational creativity generatelsaange of 15.7% in their international
involvement, if mediated by entrepreneurial capgbil' he results are consistent with the
expectations, permitting to support H3.

Other studies similarly denote this mediating dffétee-Yong (2015) published
a study about the mediating role of entrepreneprbbiween organizational creativity
and levels of internationalization in Korea. SimijaHargadon (2008) investigated how
creativity works to understand how entrepreneuce geeople and ideas from different
places together to find new alternatives and conscdecisions to go to international
markets. Gabrielsson and Gabrielsson (2013) ewluaEe decision-making patterns in
the international environment. These findings amesonant to Sarasvathy (2001) who
considers that entrepreneurs use creative abilitiesolve problems in unpredictable
environments and also to van Kranenburg, Hagedoana, Lorenz-Orlean (2014)
implications of international involvement in the cd®on-making process in the
international arena. Those empirical studies ateSchweizer et al., (2010) proposition
that incorporating entrepreneurial capabilitiea atable variable in international business
studies would be reasonable to exploit contingenagea change variable.

Even that result confirms the expectations; theeefurther implication in Model
[l to investigate. Results did not confirm whiobleg has organizational creativity over
different dimensions of entrepreneurial capabilitye., causation or effectuation

dimensions.
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Unexpectedly, results demonstrate that only thedépnt variable (INTINVOL)
has an indirect relationship with the independemiable (ORGCREAT) when mediated
exclusively by causation (CAUSAT), significant atQ000. Neither ORGCREAT
directly nor EFFECT (as a dimension of entrepreiaucapability) cooperates in
mediating the relationship between ORGCREAT witiTINVOL; once there was no
significance anymore. It means that the role oba#ion as a dimension of entrepreneurial
capability mediates entirely such relationship.

In this proposition, in Brazilian audiovisual firpres modification of 100% in the
resource organizational creativity generates a ghasf 18.2% in their international
involvement, if mediated by entrepreneurial capghilconsidering its dimensions
separately. A possible explanation for this improeet is the association of estimated
error between dimensions. Additionally, results foomed that the association of
organizational creativity in international involvent happens mainly due to the
mediation of the causation dimension. This evidaneges for a further investigation,
considering only the causation dimension of engegurial capability.

The effect of CAUSAT as a mediating variable betwd@RGCREAT and
INTINVOL has explanations in previous studies. Taisation logic has implications
for learning and knowledge acquisition to developrsrios and to achieve goals (Read
& Sarasvathy, 2005; Sarasvathy, 2001). Thus, vém&repreneurs scan opportunities in
international markets, the entrepreneurial capgbifnoves on the continuum of
effectuation (Perry et al., 2012), depending on kfwey realize uncertainty. In this sense,
the more a firm gets involved in international nedgk the more its behavior becomes
predominantly causation. This behavior has emgdigeidence, like in Berends, Jelinek,
Reymen, and Stultiéns (2014). Authors researchediugt innovation paths in five small
firms across 352 events and noted that there wasady effectuation logic, which
progressively turned toward causation logic oveeti This finding is consonant to other
scholars that observed that entrepreneurs begiddpt causation behavior as knowledge
grows (Hollanders & Soete, 2010; Yao et al., 2013).

Nevertheless, this finding diverges from other EsdFor example, Andersson
(2011) investigated how new ventures could acceamymmarkets in a short time
cooperating with local networks. According to hesults, knowledge and early networks
of founders were critical in the fast internatior&tpansion, considering that the
effectuation approach could explain the abilityeotrepreneurs to create opportunities,

along with their partners, as a tool of internagilonsertion (Andersson, 2011).
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As findings conflict with some theoretical conneas established on theoretical
review, this research extends the investigatiomgainto account the multifaceted feature
of effectuation dimension. Theoretically, the eftetion dimension has associations to
intuitive aspects of the decision-maker that coalpproximate such constructs.
Effectuators experiment alternatives, evaluatelalla resources, use flexibility and take
into account their relationships to create pre-caments (Sarasvathy, 2001). This
research unfolds the four sub-dimensions of eftgatn trying to evaluate whether the
effectuation logic considers organizational cragtivto establish international
involvement. Another test including the CAUSAT \aoie and the sub-dimensions of
EFFECT as mediators, i.e., EXPRMT, AFFLSS, FLEX#d PCOMMT separately
aimed to analyze this finding deeper.

Results demonstrate that the dependent variabl€IlIMOL) has an indirect
relationship with the independent variable (ORGCRIEAmediated by two sub-
dimensions of EFFECT, it means, EXPRMT (sig. at,p88) and FLEXIB (p=0,025).
Neither ORGCREAT directly nor AFFLSS and PCOMMT (ssb-dimensions of
EFFECT) liaises in mediating the relationship betw@®©RGCREAT and INTINVOL;
once there was no statistical significance.

Results disclose that in Brazilian audiovisual Sreamodification of 100% in the
resource organizational creativity generates a ghasf 22.8% in their international
involvement if mediated by entrepreneurial capapitiaking into account the causation
dimension and sub-dimensions of effectuation dineensThis test confirms the
expectations about the influence of organizationedtivity on international involvement
mediated by entrepreneurial capability.

Such findings offer many considerations. First,fcamearlier studies that despite
effectuation being a construct of entrepreneuaglability, when considered separately,
the explanation improves (as in Chandler et all12@aia et al., 2014; Galkina & Chetty,
2015). Second, two sub-dimensions of effectuatiomedsion on entrepreneurial
capability do mediate the relationship between wirgdional creativity and international
involvement, i.e., experimentation and flexibility'hird, two sub-dimensions of
effectuation dimensions of entrepreneurial capgbdo not mediate such relationship,
I.e. affordable loss, and pre-commitments.

Although this research did not find previous biglaphic references about the
mediating role of experimentation and flexibilitgttveen the relationship of organization

creativity with international involvement, some &tu may offer explanations.
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Experimentation, a process of discovering and dgnet dynamic capabilities (Turcan
& Juho, 2014), provides room for applying some g@pals of creativity like tolerance to
error as a problem-solving process. Flexibilityniscessary to detect opportunities to
employ their experience, knowledge, and networkat@® advantage of environmental
contingencies (Sarasvathy, 2001) in which creatimiay contribute to divergent and
convergent thinking processes. Scholars offer saxjlanations about flexibility
influence on effectuation logic in internationave@onments. Kalinic et al. (2014), for
example, observed that effectuators are usuallyerflexible to handle with external
environment changes. Zhang, Ma, Wang, and Wangd{2@lnd that flexibility helps
small firms to recognize opportunities in interoafl business promoting the
achievement of quick results.

On the other hand, two sub-dimensions of effeadmatidimension on
entrepreneurial capability, affordable loss and-gmemitments did not mediate the
relationship between organizational creativity witternational involvement. Affordable
loss, as a sub-dimension of effectuation dimensainsntrepreneurial capability, is a
central concept of the Effectuation Theory that vimies explanations of the
entrepreneurial behavior when there is not a saerarachieve but a future under
construction, limited by available resources (Saaty/, 2001). For Amabile (1998),
availability of funding does not matter to the ¢re@process, as creative people try to be
more creative even to overlap financial limitatioddso pre-commitments, as a sub-
dimension of effectuation dimension on entrepreiaéwapability did not mediate the
relationship between organizational creativity amernational involvement. Eriksson,
Johanson, Majkgard, and Sharma (2000) emphatiaedhe more firms get involved
internationally; the more they tend to follow theats of the clients. In this study, the
sample tested is restricted to an industry tha&nisified its connections to international
markets in recent years, stimulated by public atives (APEX BRASIL, 2016; Law
12485/11, 2011). Although depending on further stigation, a possible explanation is
that international markets connections are reaehti@pendent on public actions, without
establishing an own network, an essential conditiotlevelop strong bonds (Galkina &
Chetty, 2015).

Therefore, this research does not refuse the fdleeceffectuation dimension at
all. This result contributes to understand the icomim feature proposed in the
Effectuation Theory, as there is not a predomikard of behavior. Entrepreneurs move

into a continuum line, sometimes making decisionsausation logic and other times in
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effectuation logic, as proposed by Perry et alL@d0This complementary test permits to
infer that aspect effectuation dimension carrieomganizational creativity when firms
get involved in international markets.

The next Model expands the comprehension abount#uiating effects of both
innovative capability and entrepreneurial capapildonnecting both the objective and
the subjective roles of the organizational crestivn the international involvement

process.

5.5.4 Model IV.

This study evaluated the whole framework, considgthe fourth possibility.
Reviewing, Model | tested a direct relationshipwen ORGCREAT with INTINVOL,;
Models Il tested the relationship between ORGCREAR INTINVOL considering the
mediator role of INNCAPAB; Model Il tested the agbnship between ORGCREAT
with INTINVOL considering the role of ENTCAPAB asediator. Therefore, Model IV
evaluates both INNCAPAB and ENTCAPAB as mediatiagiables in the relationship
between ORGCREAT with INTINVOL.

Model 1V illustrates that the dependent variabldTINVOL) has an indirect
relationship with the independent variable (ORGCRIAnediated by two variables
INNCAPAB and ENTCAPAB. INNCAPAB (sig. at p=0,020)né& ENTCAPAB
(p=0,019) satisfy the assumption of normality. AlsoModel IV, the relationship of
ORGCREAT with INTINVOL has no statistical significee. Results attest that, although
a direct relationship between ORGCREAT with INTINK®as been significant (Model
1), when put side by side with INNCAPAB and ENTCARAall association between
ORGCREAT with INTINVOL is totally transferred toeimediating variables in similar
proportion.

This mediation was attested by Sobel test (Preaéhdreonardelli, 2016),
considering both Betag) and errors (). A first test checked if INNCAPABLts as a
mediator in the relationship between ORGCREAT ad@iNVOL. The test assess@s
and p in two steps: the relationship between ORGERE/1) with INNCAPAB (DV)
and the relationship between INNCAPAB (IV) and INFMOL (DV). The mediation
resulted on p=0.00302054, confirming the mediati@ce of INNCAPAB.

A second test checked if ENTCAPAB acts as a mediat the relationship
between ORGCREAT with INTINVOL. The test assesBeand [ in two steps: The



125

relationship between ORGCERAT (VI) with ENTCAPAB VYID and the relationship
between ENTCAPAB (IV) and INTINVOL (DV). The medah resulted on
p=0.00493978, confirming the mediator effect of EINIPAB.

Results confirm that in Brazilian audiovisual firmsnodification of 100% in the
resource organizational creativity generates a ghasf 18.5% in their international
involvement if mediated by both innovative and epteneurial capabilities. This model
confirms the expectations about the influence ghaizational creativity in international
involvement. Organizational creativity acts as ddaog block, as mentioned by Javidan
(1998), to constitute innovative and entreprenéwapability in similar proportion,
nulling any direct relationship between organizadio creativity with international
involvement. Results demonstrate that both theatibge and the subjective roles of
organizational creativity have a complementary ession when a firm gets involved in
international markets.

Finally, Model V evaluates if the time of the adivand the size of the firm have

affected the results.

5.5.5 Model V.

Model V aimed to verify if there was an associati@tween the time of existence
of the firms and their size, considering revenue] the number of employees in the
relation of organizational creativity with interi@tal involvement. Control variables
were added in the Model IV to evaluate such refetop. Results confirmed that there
was no significant change in results including contariables. Moreover, there was no
significance in such variables. Thus, this resedretarded other influences in the results.
Apparently, time of experience and size do not hasgociation in the relationship
between organizational creativity with internatibnavolvement, confirming the

relevance of this study.
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Conclusion

To answer the research questimw organizational creativity associates with the
firm’s international involvementhe main objective of this research aimed toadtes
roles, primary or secondary, of organizational tvég in international involvement.
This primary objective had specific ones. The fivsts to search for theoretical literature
on the role of creativity as an organizational tese. The second was to identify
variables in the relationship of organizationalatnaty with international involvement.
The third was to investigate the audiovisual indusboking for vicissitudes in its
international involvement. Finally, the fourth sgiec objective was to assess the
relationship between organizational creativity witternational involvement.

This research achieved the first specific objec¢tpasring the search for the roles
of creativity in the firm. The theoretical litera&uon the roles of creativity as an
organizational resource has its foundation in PeFisbpassumption about the central role
of creativity during the resource accumulation #relexperimentation process (Penrose,
1959). Without rejecting other possible roles ajamizational creativity in the firm, this
study concentrated into two trails, the objectieée rof nurturing innovation and the
subjective role, improving the capacity of solvipgpblems facing uncertainty, taking
into account the dynamic feature of creativity ifiren.

The objective role of organizational creativity hiaplications for the innovative
capability that generates innovation. Amabile sad{for example Amabile, 1998;
Amabile, 1988; Amabile, 1996; Amabile, 1997) supglinitial contributions in this trail.
The subjective role of organizational creativitytsaon entrepreneurial capability
permitting firms to behave more creatively. Theotfedical contribution helped its diverse
sense. Kor et al. (2007) connected the role oftisigain the entrepreneurial behavior;
Mosakowski (1998) explained the conversion of imtlmal skills into organizational
capabilities, and the Effectuation Theory (for amste, Read & Sarasvathy, 2005;
Sarasvathy, 2001) provided a broad perspectiveherdimensions of entrepreneurial
behavior.

This research accomplished the second spedjective, identifying variables
on the relationship of organizational creativityttwinternational involvement. This
search was complementary, bearing in mind empiaicdltheoretical investigation. Hints
emerged during the first entrance into the emgirigdd (Vasconcellos et al., 2013;

Vasconcellos et al., 2015) as well as during ineave with entrepreneurs. Such clues,
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along with the theoretical investigation permittedidentify scales already validated.
Thus, combining scales of organizational creatiyAynabile et al., 1996; Moultrie &
Young, 2009), innovative capability (Jiménez-Jinege Sanz-Valle, 2011; Zahra &
George, 2002), effectuation assessments as arpeartegirial capability measurement
(Chandler et al., 2011), and international involeam(Knight & Kim, 2009) it was
possible to propose a framework to measure itsabbas. The observable variables
permitted to assess the relationship between argamoinal creativity (independent
variable) with international involvement (dependeatiable), mediated by innovative
and entrepreneurial capabilities (mediating vaaapl

This research achieved the third specific objectireestigating the audiovisual
industry looking for vicissitudes in its internati involvement. The trail of investigation
started with exploratory studies, visits to confiees of the audiovisual industry,
speeches of entrepreneurs, an interview with sesetative of the major international
industry agent (MPAA), reading of industrial remifor example, ABPITV, 2016;
FIRJAN, 2012, 2013, 2014; SIAESP, 2015; SIAPAR, 203IAV-RS, 2015; SICAV-
RJ, 2015), governmental reports (ANCINE, 2013, 208BEX BRASIL, 2016; Cinema
do Brasil, 2016), and international reports (UNCTAID10; UNESCO, 2013a, 2013b).
Results revealed a dynamic and heterogenic industrgngly dependent on
entrepreneurial attitudes. Of course, even audiaibeing a specific industry of the
creative economy, this vast and dynamic segmedhtieserves further investigation for
each researcher that intends to go deeper indaisasio.

This study also accomplished the fourth specifigecive assessing the
relationship between organizational creativity withternational involvement. The
application of the research instrument got 78 vedgponses that allowed to accomplish
an understanding of the relationship among vargablibe regression analysis technique
resulted in a rich panorama, permitting to explol@a and provide analysis to
comprehend how organizational creativity and iraéomal involvement have their
connections, direct or indirectly.

These four specific objectives helped to achiewe ghmary purpose of this
research, i.e., to detect the roles, primary ooiséary, of organizational creativity in the
international involvement. The results attested tdrganizational creativity, as an high-
level resource, does have a relationship with magonal involvement, despite the weak
statistical power of explanation. Organizationaativity has indirect connections to

international involvement, as organizational cresti nurtures both innovative and
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entrepreneurial capability accomplishing the asdionp assigned in the introductory
chapter.

While nurturing innovation, organizational creatyvipromotes the innovative
capability, accomplishing the assumption that th®sn objective role of organizational
creativity. Organizational creativity enhances plossibility that a firm has to involve in
international markets considering that innovatigpability as the capacity of generating
innovation in an organization.

By its turn, while organizational creativity nurégrentrepreneurial capability, this
study confirms the subjective role of organizaticcraativity. The more organizational
creativity a firm develops; the more entreprendudapability a firm improves.
Entrepreneurial capability mediates the organiraticcreativity role in international
involvement, considering that the entrepreneuriapability has implications on
international involvement.

This study responded to the research question@emsg the achievement of the
main and specific objectives. Organizational creytihas implications for international
involvement as a base for developing innovativafimbjective role) and entrepreneurial
capabilities (in a subjective role). Statisticahbysis confirmed that there is a mediation
of such capabilities in this relationship.

This study offers contributions on different levelsuch astheoretical
organizationa) industrial, andpublic policies At thetheoreticallevel, this study helped
in fulfilling the gap between organizational credyi with international involvement. As
a leading resource, organizational creativity isc@al for developing innovative and
entrepreneurial capabilities. This finding confirenrose’s proposition about the role
of creativity in the firm and also offer subsidiEsattest the competence construction
proposed by Javidan (1998). Referring to intermatidousiness studies this research
confirms the expected results while assimilatesepnéneurship (Johanson & Vahlne,
2009) and the effectuation process to expand iatemmal business studies at the
behavioral level (Schweizer et al., 2010). Concantlly, this research also contributes to
fulfill the gaps in organizational creativity stedi proposed by Zhou and Shalley (2008)
as a possibility of expanding knowledge about thlesr of creativity in the direction of
innovation, entrepreneurship, and internationalrmss.

Complementary results also attested that the oalship between organizational
creativity with innovative and entrepreneurial daifiies has subtleties. The relationship

looks more relevant considering the connection betworganizational creativity with
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organizational innovation, bearing in mind the tielaship with innovative capability. A
possible explanation is that organizational innimrahas behavioral implications that
could be associated with organizational -creativifijhis connection also has
complementary results considering the relationgifipprganizational creativity with
entrepreneurial capability. First, the causationeafision of entrepreneurial capability has
a direct and positive relationship not only witlganizational creativity but also with
international involvement. A possible explanatimnthat organizational creativity
nurtures the solving-problem ability to developteetscenarios, as preconized by the
causation logic. By its turn, the effectuation dims®n confirms its multidimensional
feature. Although experimentation and flexibilitubsdimensions of the effectuation
dimension have implications on the relationshipMeetn organizational creativity with
international involvement, results do not confimatls relationship if taking into account
affordable loss and pre-commitment sub-dimensidrthe effectuation dimensions of
entrepreneurial capability.

At the organizationallevel, this research offers some findings to esgld-or
example, this is evident that there is an assacidietween the degree of creativity a firm
has and how this firm gets involved internationalfyen that a creative climate could
improve or be enhanced by the international involest, results attested that the direct
connection is not significant if measured with nagidig variables. It is necessary to
promote creativity as a mean for developing capaslthat would permit a firm to
expand its international involvement.

Paralelly, creativity is not a holy grail. Creatyis a pre-requisite to innovate
(Amabile, 1996), but needs conditions to developeptcapabilities. Organizational
innovation for example, as a dimension of innovatapability, has a crucial role to offer
conditions to improve international involvement,t buis not the same taking apart
product and process innovation. There are simédaults in entrepreneurial capability.
Results attested that creativity has direct impilices in the capacity of building scenarios
and developing the plans a firm has, as theredgext implication of the causation
dimension in the relationship between organizatiocr@ativity with international
involvement. The same happens between experimemtatd flexibility, sub-dimensions
of the effectuation dimension of entrepreneurigladality. Nevertheless, affordable loss
and pre-commitment sub-dimensions of the effeainatimension of entrepreneurial
capability have no implications for the relationsbetween creativity with international

involvement.
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At theindustrial leve] this research confirmed prior findings of thednegeneity,
entrepreneurial features, and lack of connectiamvden their members. There is no
relationship between size (revenue and quantigngloyees) with the time of existence
of theirs firms. It is a challenge for industry repentatives, as they have to address
decisions and policies at different levels. Thediausual industry has strong
entrepreneurial characteristics, confirming thevymes investigation that denoted a
misunderstanding about the roles of the indivicarad the firm (FIRJAN, 2014). Firms
of audiovisual industry do not know each other. gReslents showed difficulty to
compare their results to their competitors, formnegke.

At the public policy levelthe implications are wider. Not only in Brazilttalso
in several countries governments are fosteringtbative economy (UNESCO, 2013b).
In audiovisual industry, for example, results avevergent in identifying a broad range
of local producers depending on governmental sugpaxpand and to go global. This
study contributes to denote the relevance of arigain this process. The more creative
a firm is; the more international involvement happend vice-versa, despite its non-
direct relationship nature. Creativity is a leadiegource that depends on divergent and
convergent thinking to be converted into innovatowrto improve the decision-making
process as a solving problem mechanism. Progranmsterhational insertion have to
understand this path to get faster and more effficiesults.

Besides its contributions, this study has limitasio First, the investigation
occurred in a single industry and a single cour@ymparative studies could explain in
what magnitude the roles of organizational crestivi international involvement can be
generalized. Second, as an intangible resourcentbasurement of organizational
creativity presented some low loads in the staattissessment. A better result could be
supported integrating other creativity measuremeiied in this study, like Ekvall’'s
Model (Moultrie & Young, 2009) or other measurensadentified by Sullivan and Ford
(2010). A comprehensive organizational creativitgasurement could have added 20
questions to the survey that probably would caegection among respondents. Third,
this study has a transversal feature. It meansrésgiondents reflected their responses
based on their perceptions in a momentum. A lodgitl research could evaluate if the
relationship of organizational creativity with int@tional involvement is a recursive flow
or not.

At the end of this study, other avenues of invediog appeared. The constructs

used in this study have dimensions with severaheotions among them. The role of



131

organizational innovation, for example, necessanilyst be investigated deeply. Another
alternative of investigation is to expand the Bffiation Theory to the creative economy,
strongly involved in entrepreneurial behavior. T$tisdy did not evaluate the relationship
between innovative capability with entrepreneudapability, mainly in international
business studies. Finally, this study was focused tlee organizational level;
multidimensional studies including individual, armdterorganizational relationships
could expand the comprehension about the role gfarozational creativity in
international involvement.

Finally, this study recovers the title: Does cra@fi matter? Yes, creativity
matters as a pillar for building capabilities tbapand possibilities to a firm get involved
in international markets more effectively. It ist@osimple question of owning or not an
asset; organizational creativity results of a caormabon of resources, management
practices and organizational motivation as highéghby Teresa Amabile (1996).
Organizational creativity fundamentally fostersrfis capabilities, such as innovative and
entrepreneurial capabilities to convert such orgtional creativity in a wide and

effective international involvement.
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Identification

1.

Which industry is your firm in? Production of ad films

Production of TV films

Other: specify

Production of cinema films and audiovisual

2.

(In the research scope, workers mean partners ogegs,
trainees, and any other professional that collabsrdirectly to
your firm, even informally).

How many workers does your firm have?

(numeric field)

3. Regarding revenue, what is the size of your firm? Classification Gross annual revenue (R$)
(Following IBGE criterion)
Micro Less or equal to R$ 2.4 m
Over than R$ 2.4 m and less
Small or equal to R$ 16 m
. Over than R$ 16 m and less
Medium or equal to R$ 90 m
. Over than R$ 90 m and less
Medium-large o equal to R$ 300 m
Large Over than R$ 300 m
4. What is the foundation year of your firm?
5. What was the first year of international sales?
6. Does your firm sell abroad?
7. Does your firm have a representative agent abroad?
8. Does your firm have a partnership with foreign fifin
9. Does your firm have a sales subsidiary abroad?
10. Does your firm have a production subsidiary abroad?

Regarding your company, how do you agree to the flolwing statements?
1= totally disagree TO 5 = totally agree

Organizational Motivation Factor
ial
loads
11. The organization shows the value of creativityimternal and external publications 1 2 3 5 N/U*
12. The organization is oriented towards risk and opputy instead of towards the statusquo 1 2 4 5 | N/U*
13. The organization is proud of its employees and theliievements 1 2 3 4 1§ 0.922
14. The organization is enthusiastic about the ahilitiits members 1 2 3 4 § 0.689
15. The organization adopts an offensive strategy tdsvéire future 1 2 3 4 5]0.322
16. Management systems and processes are flexibledapdadle 1 2 3 4 5| NU*
Resources
17. There is an adequate time to produce innovativaside 1 2 3 4 5]0538
18. All staff has the expertise to complete their jobatively 1 2 3 4 50724
19. Unlimited funds are made freely available to alhnbers of the organization 1 2 3 4 5NU*
20. Members have free access to all organizationsrimdtion resource 1 2 3 4 § NU*
21. A wide range of training opportunities is availatieall employees 1 2 3 4 5 0518
Management practices
22. Project teams are given complete autonomy with fbbi 1 2 3 4 5/]0.69
23. Individuals’ skills and interests are a major fadtoteam selection 1 2 3 4 1§ 0.3%4
24. Project goals are clearly defined at the beginwiniipe work assignment 1 2 3 4 5NU*
25. Supervisors provide regular, clear feedback angatip 1 2 3 4 5]0.362
26. Work groups are formed based on complementary palises 1 2 3 4 5] NU*
Product innovation
27. We improve on current products and services b#itar our competitors 1 2 3 4 §0.729
28. We develop entirely new products and services ffasté better than our competitors 1 2 8 5 0.741
29. We develop new products to new markets faster attérithan our competitors 1 2 3 8§ 0.870
30. We invest on improving our products and servicegentitan our competitors 1 2 3 4 %0.880
31. We invest in developing new products and servicegerthan our competitors 1 2 3 4 50.860
32. We are the first company in our industry to introglunew products and services 1 2 3 % |0.560
Process innovation
33. We adopt new technologies frequently 1 2 3 4 5 0.609
34. We develop new technologies 1 2 3 4 50646
35. We adopt new technologies more frequently tharcoompetitors 1 2 3 4 5]/0872
36. We are strong in improving our production process 1 2 3 4 5| NU*
37. We develop new processes more frequently thanaupetitors 1 2 3 4 5| NU
38. We are the first company to introduce new procedkeé industry 1 2 3 4 5|059%
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Organizational innovation
39. We are the first company in the industry to deveétovative management systems 2 3 % |0.800
40. We used to change our organizational structuredmpte innovation 2 3 4 5/0.710
41. We are the first company in the industry to intreelmew business concepts and practiges 1324 5 |0.899
Causation
42. We analyzed long run opportunities and selected wiethought would provide thebest 1 2 3 4 0.641
returns
43. We developed a strategy to best take advantagesofirces and capabilities 2 3 4 [50.856
44. We designed and planned business strategies 1 2 3 4 0.750
45. We organized and implemented control processest@raure we met objectives 2 3 8 0.639
46. We researched and selected target markets andedidingful competitive analysis 2 3 4 0.461
47. We had a clear and consistent vision for where aeted to end up 2 3 4 5§ NWU*
48. We designed and planned production and marketfiogef 1 2 3 4 5] NU*
Experimentation
49. We experimented with different products and/or bess models 2 3 4 §5 0.662
50. The product/service that we now provide is esskytize same as originally 1 2 3 4 0.573
conceptualized
51. The product/service that we now provide is subsiiydifferent from what we first 1 2 3 4 0.665
imagined
52. We tried a number of different approaches untifevend a business model that worked 2 8 5 0.779
Affordable loss
53. We were careful not to commit more resources tharcould afford to lose 2 3 4 1§ 0.881
54. We were careful not to risk more money than we waleg to lose with our initial idea 23 4 5 0.921
55. We were careful not to risk so much money thattirapany would be in real financial |1 2 3 4 0.922
trouble if things didn't work out
Flexibility
56. We allowed the business to evolve as opportundtiesrged 2 3 4 50811
57. We adapted what we were doing to the resourcesage h 1 2 3 4 5]059
58. We were flexible and took advantage of opportusiéie they arose 2 3 4 %50.713
59. We avoided courses of action that restricted axilfility and adaptability 2 3 45 N/U*
Pre-commitments
60. We used a substantial number of agreements witbmess, suppliers and other 1 2 3 4 0.560
organizations and people to reduce the amount agrtainty
61. We used pre-commitments from customers and sup@iepften as possible 2 3 4 b50.835
62. The contracts and the relationships we had befareding our firm helped to reduce 1 2 3 4 N/U*
uncertainty
63. As much as possible, we contacted clients and mipgiefore assuming commitments 2 8 5 0.722
64. We consulted firms and people of the same industrknew before establishing our frm 1. 2 3 4 N/U*
to know if they would support us
International orientation
65. Top management tends to see the world, insteagsbftje domestic market, as our frms1 2 3 4 0.858
marketplace
66. The prevailing organizational culture at our firmgnhagement'’s collective value system) 1 2 3 4 0.877
is conducive to active exploration of new businggsortunities abroad
67. Management continuously communicates its missi@mnployees to succeed in 1 2 3 4 0.854
international markets
68. Management develops human and other resourcesHtimving our goals in internationall 1 2 3 4 0.699
markets
International marketing skills
69. The organization marketing planning process lehdditm to be much better thanmain| 1 2 3 4 0.831
competitors
70. Control and evaluation of marketing activities l¢he firm to be much betterthanmain | 1 2 3 4 0.926
competitors
71. Skill to segment and target individual markets l#eafirm to be much betterthanmain| 1 2 3 4 0.925
competitors
72. Ability to use marketing tools (product designcorg, advertising, etc.) to differentiate | 1 2 3 4 5 | 0.899
our product lead the firm to be much better thamroampetitors
International innovativeness
73. Our firm is at the leading technological edge aof imdustry in international markets 2 3 5 0.759
74. We invented a lot of the technology embedded is pdoduct 1 2 3 4 5| 0.670
75. Our firm is highly regarded for its technical exjige among our channel members in 1 2 3 4 5]0.69
international markets
76. In the design and manufacture of this product, mpley some of the most skilled 1 2 3 4 5|0.880
specialists in the industry
77. We are recognized in international markets for potslthat are technologically superior 3 4 5 0.661
International market orientation
78. Management communicates information throughoufiourabout our successful and 1 2 3 4 50797
unsuccessful customer experiences in this market
79. All our managers understand how everyone in oot fan contribute to creating valueforl 2 3 4 5 | 0.827
the customers in this market
80. Top management frequently discusses the strengthe/eaknesses of our major 1 2 3 4 50819
competitor(s) there
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81. If a competitor launched an intensive campaignetd at our customers there, we wouldl 2 3 4 5 | 0.628
implement a response immediately

82. Our business functions (e.g., marketing/sales, faatwring, finance) are integratedin |1 2 3 4 5| 0.841
serving the needs of this market

Control questions

83. How many clients does your firm have? (domesticiatetnational markets)

84. How many clients abroad does your firm have?

85. During the last the 3 years, how many countriesgoer firm sell its products to?

86. Considering the whole revenue during the last 3syeghat is the percentage of domestic sales?

87. Considering the whole revenue during the last 3sye@hat is the percentage of international sales?

88. Considering the goal of sales to international reexkluring the last 3 years, what was the percentagr firm
achieved?

89. Considering the goal of profit in internationalesaturing the last 3 years, what was the percenytagefirm
achieved?

90. Considering the goal clients conquered in inteomati markets during the last 3 years, what wapéneentage
your firm achieved?

(*) N/U — Not used
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Appendix B
Descriptive Statistics
Standard
N Minimum Maximum mean deviation Skewness Kurtosis
standard standard
Statistic Statistic Statistic Statistic Statistic tatstic model Statistic  model

Vil 77 1 5 3.84 1.159 -.936 274 267 541
V12 76 1 5 3.88 1.045 -.837 276 447 545
V13 78 2 5 4.76 585  -2.700 272 7.625 538
V14 78 3 5 4.79 493 -2.425 272 5.253 538
V15 78 1 5 3.83 1.110 -.890 272 .289 538
V16 78 1 5 4.32 830  -1.226 272 1.826 538
V17 78 1 5 3.67 1.101 -.497 272 -.402 538
V18 78 2 5 4.23 788 -.764 272 .022 538
V19 77 1 5 1.83 .909 1.100 274 1.121 541
V20 77 1 5 2.92 1.201 294 274 -.752 541
V2l 78 1 5 3.29 1.129 -.165 272 -.616 538
V22 78 1 5 3.91 .969 -.694 272 .002 538
V23 76 1 5 4.17 958  -1.196 276 1.056 545
V24 77 1 5 4.29 944  -1.475 274 2.282 541
V25 77 2 5 4.29 741 -.716 274 -112 541
V26 77 1 5 3.71 1.255 -.790 274 -.260 541
Va7 73 1 5 3.81 967 -.739 281 518 555
vas 73 1 5 3.58 .985 -575 281 333 555
V29 71 1 5 3.48 1.012 -.409 285 -.037 563
V30 73 1 5 3.48 1.002 -.667 281 345 555
V3l 71 1 5 3.48 .969 424 285 294 563
V32 71 1 5 2.83 1.287 118 285 -.946 563
V33 78 1 5 4.05 1.127  -1.165 272 553 538
V34 77 1 5 2.47 1.363 502 274 -1.004 541
V35 71 1 5 3.11 1.260 -.306 285 -.746 563
V36 78 1 5 4.13 888  -1.285 272 2.448 538
\El 70 1 5 3.19 1.158 -.144 287 -475 566
\EE 71 1 5 2.58 1.295 271 285  -1.018 563
V39 68 1 5 2.16 1.167 430 291  -1.115 574
V40 74 1 5 3.24 1.132 -.614 279 -.250 552
val 65 1 5 2.65 1.217 023 297  -1.096 586
Va2 76 1 5 4.18 1.003  -1.523 276 2.378 545
Va3 76 1 5 4.09 955  -1.132 276 1.398 545
Va4 78 1 5 4.03 953 -.791 272 197 538
2 76 1 5 3.71 1.129 771 276 141 545
V46 77 1 5 3.43 1.129 -.297 274 -.634 541
var 78 2 5 4.35 787  -1.033 272 466 538
V48 75 1 5 3.85 1.099 -.768 277 -.229 548
Va9 75 1 5 3.68 1.092 -AT7 277 -578 548
V50 76 1 5 2.66 1.391 .305 276  -1.175 545
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4.12
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3.92
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4.05
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3.75
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3.12
2.97
2.47
2.22
2.17
2.33
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1.99
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1.529
1.384
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1.189
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1.265
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1.586
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1.559
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1.060
1.392
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1.375
.676
.079
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-.813
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-.553
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