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Abstract  

This thesis aims to research on the concept of national culture in regard to project 
management. We mainly aim to find out whether national culture poses an influence on the 
conduct of innovation management in the microfinance sector in Kenya and Germany. 
 
The motivation for our choice of sector and aim are multiple; culture, particularly national 
culture, in projects and project management, is to our understanding still an undeservedly 
under-researched area. Furthermore, the integration of solutions and concepts developed in 
countries other than the own increasingly takes place in the globalized world. We therefore 
consider research on the integration ability of such “imported” concepts into a national 
culture’s existing frame of reference a valuable, yet under-researched area.  
 
This led to the development of our research aim as addressing two aspects: firstly, whether 
national culture poses a perceivable influence to product innovation approaches, and 
secondly, how the integration of culturally foreign, “imported” concepts might be undertaken 
in the two countries. 
 
The selection of product innovation in Microfinance was informed by the assumption that this 
would allow us to study the multifarious interrelationships between culture, innovation, and 
project management in a dynamic context; and hence pose a favourable setting to study the 
approach towards novelty and integration of culturally foreign concepts. Kenya and Germany 
were selected due to our personal backgrounds, being our countries of origin.  
 
A perceived lack of differentiated scientific sources covering our needs led us to develop our 
own theoretical culture model which reviews cultural aspects from a joint African-European 
perspective. The model was developed based on seminal works in the field of culture and 
intercultural research. It is comprised of six dimensions deemed influential for innovation. 
Each of these six dimensions is based on the works of two to four authors. This model 
comprises an African-European perspective and merges existing concepts into a novel 
conceptual model with a clear focus on culture and innovation. In order to derive empirical 
findings, a qualitative multiple case study has been conducted in Microfinance institutions in 
Kenya and Germany. The findings of these case studies were consecutively analyzed based on 
the theoretical culture model in due consideration of the research aim.   
 
We consider our research offering a contribution in a field that is still coming to the fore; that 
is, a novel perception of project management as being “more” than simply a temporary 
endeavour determined by scope, cost and time. The perception of innovation in the service 
industry is furthermore delved into, and it offers extensive insight into the national cultures of 
Germany and Kenya and the development and contribution of Microfinance in developing 
and industrialized nations.  
 
 
Key words: Culture, National Culture, Product Innovation, Service Sector, Project 

Management, Microfinance.  
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1 Introduction 

1.1 Background and Problem Definition 

Culture has become an important aspect to be considered in management; in fact there has 
been a tremendous increase in research on culture and its impact on the organization. It has 
been argued that the recognition of cultural perspectives being crucial in the study of 
management and management practices can be anchored in the fact that cultural values and 
attitudes differ to some degree or absolutely from one society to another, that different 
behaviours are exhibited by different cultures when placed in similar circumstances since 
their underlying values and attitudes differ and culture inevitably plays a vital role in 
“shaping work organizations and other social organizations” (Tayeb, 1994, p. 429). 
Therefore, the organization invariably is influenced by the cultural environment in which it 
operates and can thus be viewed as an ‘open system’ that takes the shape of the assumptions, 
values and beliefs of the local environment in which it inhabits (Jaeger, 1990, p. 133).  

It can be assumed that “national culture” refers to a particular pattern of thinking and acting 
espoused by people in a society, modelled around collective values, beliefs, symbols and 
practices, and inherently different from the systems of other groups of people and societies; 
the study of national culture has received considerable interest in management (Hofstede, 
2001; Trompenaars and Hampden-Turner, 1997) and recently also in project management 
literature, especially due to the increase in “strategic alliances across the globe” (Cross and 
Shore, 2005, p. 56). Further, it has been argued that in studying cross-cultural differences, 
appropriate adjustments to the current management theories can be made to allow for their 
successful application in different cultures and countries (Muriithi and Crawford, 2003). 
However, it can be argued that culture especially in projects is still an under-researched area. 
Further, a limited number of studies have been published on cross-cultural aspects in regard 
to project management, and those mainly focused on larger, multi-national projects (Cross 
and Shore, 2005; Eriksson et al., 2002; Turner, 1999). The influences of national culture in 
project management endeavours have hence received only marginal consideration so far.   

The narrow focus on the effect of national culture on technological (Kruglianskas and 
Thamhain, 2000), construction (Pheng and Yuquan, 2002), science (Shore and Cross, 2005) 
and engineering projects (Eriksson et al., 2002), ignited an interest in seeking out how else 
national culture is influencing projects in other industries; this need has been informed and 
driven by the recent appeal to rethink project management and how it is conceptualized and 
“lived” (Cicmil et al., 2006). Project management has evolved over the years and is now used 
in many different industries (Blomquist and Söderholm, 2002). Product innovation has 
emerged as a knowledge area that is adopting project management thinking, tools and 
techniques for developing, managing and implementing the innovation process of products 
and services (Gupta et al., 1986; Thieme et al., 2003; Pons, 2008; Zolghadri, 2011). This 
adoption of project management to innovation can be traced to one of the early thinkers of 
innovation, Joseph Schumpeter, who characterised innovation as the “doing of new things or 
doing of things that have already been done in a new way,” (cited in Swedberg, 1991, p. 412) 
which is in line with the underlying principles of projects. Further, the development of a 
product depicts a process endeavour which might be pursued in a deliberate or emergent 
variant of project management (Bessant and Tidd, 2007). In this research, product innovation 
is approached from the service sector view-point, whereby innovation in services entails the 
development of a new service or formula for managing the needs, in this case financial needs, 
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of clients and is typically referred to as a “service product” (Gadrey et al., 1995). Product 
innovation, particularly in the intangible form of service products in the financial service 
industry, poses an interesting area of project management, which has received only limited 
attention in academic research so far.  

Many modern management theories and techniques have been established and rooted in 
industrialized countries (Jaeger, 1990), for instance, project management practice and tools 
were developed in the United States of America in the latter part of the Second World War to 
manage large scale military systems (Cleland, 1994; Blomquist and Söderholm, 2002). This 
development of project management tools and techniques anchored in Western mind-sets and 
applied in industrialized settings might pose challenges to adoption and integration in the 
Southern and Eastern realms (Asia and Africa) which possess different cultural coinages and 
application needs to accommodate less structured settings (Muriithi and Crawford, 2003; 
Jaeger, 1990; Blunt, 1997). Elaborating how the integration of project management tools and 
techniques is pursued in an African country hence poses interesting new learnings in regard 
to how concepts developed in one part of the world can integrate into another one.   

The concept of Microfinance as it is understood today originated in developing countries with 
the aim of poverty alleviation, integrating marginal social groups and as a means of inclusion; 
Microfinance quickly gained ground in a range of developing countries and is already well-
established in numerous regions, e.g. Western Africa (Latifee, 2006). The industry can be 
regarded as a mature and developed sector in many regions of the developing world 
(Armendáriz and Murdoch, 2010; Molenaar, 2009). In recent years, Microfinance has also 
been adopted in the Western world and gained enormous momentum there as is serving a 
growing need for inclusion of the “forgotten ones in prosperity”, for example, elderly, 
immigrants, and unemployed (European Savings Banks Group, 2007; Molenaar, 2009; 
Kraemer-Eis and Conforti, 2009). Hence, the concept, which originates in the developing 
world, is integrated into an industrialized setting. How the differences in cultural coinage and 
application setting are approached in the integration of Microfinance into a European country 
poses an interesting area of research in regards to how concepts developed in one part of the 
world can integrate into another one as well.  

Comparing these notions, hence, how the Western concept Project Management is integrated 
in an African country and the Southern concept of Microfinance is integrated in a European 
country offers potentially interesting insights and learnings. The particular selection of Kenya 
and Germany as a basis for exploring these dynamics between developed and developing 
countries is informed by the origin of the researchers.  

Micro, small and medium enterprises (MSMEs) in the Microfinance sector can be considered 
to pose a favourable research setting due to their regional character. This is due to the fact 
that in smaller, regionally acting enterprises, the presence of locals can be expectedly higher; 
there might be less international staff present, and the focus of work is locally centred. The 
influences of national culture might therefore be more obvious than might be the case in 
bigger, multinational enterprises. Small and medium enterprises are valuable contributors to 
economic stability and prosperity; with a significant amount of their turnover resulting from 
projects, they pose an important knowledge area for project management. Yet, these 
enterprises’ particular needs are not always reflected in classic project management school, 
which traditionally tends to target larger, more bureaucratic settings and corporations 
(Turner, Ledwith and Kelly, 2008; Turner, Ledwith and Kelly, 2010). Hence, the context of 
smaller enterprises in regard to project management might be considered an under-researched 
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area in project management literature (Turner, Ledwith and Kelly, 2010). The issue of 
MSMEs, however, will not be the primary focus of this thesis since this would lead too far, 
but shall simply be regarded as a favourable background setting. This is also due to the nature 
of the microfinance sectors in the respective countries to be studied,  are comprised of mainly 
micro and small enterprises in Germany and mainly small and medium enterprises in Kenya. 
The categorization of enterprises into micro, small, and medium has been based on the 
classification outlined in European Union legislation (European Union, 2011).  

The aspects mentioned in the preceding sections, such as national culture in project 
management, the linkage of project management and product innovation, and the integration 
of culturally foreign concepts form the basal background for our research aim. The research 
interest identified is indeed multifarious as indicated before. Mainly, it is aimed to research 
on (I) whether national culture potentially poses an influence on product innovation 
approaches in the microfinance sector in Kenya and Germany, and (II) to elaborate how the 
integration of a novel, foreign concept into a national culture setting is pursued in the two 
countries.  

1.2 Research Purpose 

This thesis research aims to increase the understanding of how characteristics of national 
culture might influence the approaches, processes, perceptions and developments underlying 
product innovation in the Microfinance sector in Kenya and Germany. We assume that 
national culture, amongst other influential factors, might play a role in determining how 
innovation is perceived and how innovative endeavours are pursued. We presuppose that 
there are differences in product innovation processes in Kenya and Germany, and that also 
perceptions might differ. In both cases, foreign concepts have been integrated, which do not 
actually originate from the national cultures; that is, project management as a foreign concept 
integrated in Kenya, and Microfinance as a foreign concept integrated in Germany. We 
assume that innovation and innovative ability are major drivers of sustainable business 
success and hence important to research on; we furthermore presuppose that product 
innovation can be regarded a project management endeavour, since from the generation of a 
viable idea to the development of a prototype until the introduction to the market, product 
innovation endeavours clearly display strategic project management-typical features.  

We hence aim to address the role of national culture when it comes to approaching novelty 
and integrating foreign concepts, exemplified on innovative endeavours in the microfinance 
sector in Kenya and Germany, through the development of a comprehensive cultural model 
and empirical research in both countries.  

In order to sort and depict this multitude of aspects, the authors developed a framework based 
on seminal contributions to the field of culture, as for example Hofstede, Trompenaars, 
House et al., and others. This model will serve as a reference to investigate the nature of the 
two national cultures and their potential influence to innovative ability in the Microfinance 
sector. The model will aid to demarcate what is perceived as national characteristics from 
other aspects that might impinge, such as socioeconomic features. Further, the model will 
enable the detection of national culture characteristics in the Microfinance sector; it will seek 
to understand whether and how these characteristics potentially influence product innovation 
and innovative ability in the Microfinance sectors of Germany and Kenya.  
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To sum up, the research question to be answered is:  

 

How does national culture influence the approach towards novelty and the integration of 

culturally foreign concepts? 

  

To elaborate this, we aim to scrutinize: 

 
I. Whether national culture potentially poses an influence on product innovation 

approaches in the microfinance sector in Kenya and Germany.  
 

II. How the integration of a novel, foreign concept into a national culture setting 
is pursued in these two countries (exemplified by Project management in 
Kenya and Microfinance in Germany). 

 
To enable this, we aim on the development of a comprehensive cultural model from an 
African – European perspective, supported by in-depth empirical analysis. An African – 
European perspective is assumed due to the close cooperation of the two researchers, who 
originate from Kenya and Germany and have lived and worked in various countries on both 
continents. We hereby aim to address the often critizised cultural bias of researches 
conducted from singular (e.g. Euro-centered) perspectives.   

1.3 Justification  

The research aim is, to the best of our knowledge, novel in its formulation and application as 
it investigates the concept of national culture in a context that has received limited scientific 
attention; hence, based on case studies in the Microfinance sector in two notably different 
countries, this study aims to research whether national culture potentially influences product 
innovation. Product innovation might in this regard be seen as an endeavour with project 
management features, since it covers a processual endeavour with a starting and ending point 
(from idea generation over systematic development to market introduction).  

The influence of national culture on product innovation in MSMEs in the microfinance sector 
poses a favourable setting for the intended research. It enables  review of the perception of 
national culture, the influence national culture might pose on product innovation, and the 
integration of culturally foreign, “imported” concepts (project management in Kenya and 
microfinance in Germany). It covers an array of under-researched aspects in Project 
Management (PM) literature, such as the matter of culture, particularly national culture, and 
innovation, particularly product innovation in the service industry. Focus on national culture 
in two very different countries can be considered interesting in regard to project management 
and in regard to small-scale entrepreneurial approaches like microfinance, which can be 
significantly coined by national or regional culture. Mutual learning and reciprocal benefit 
might result from this; a step towards development cooperation in both directions. Learning 
across borders, whether national or cross-national teams involved, is a task of a time where 
globalization is propellant. Knowing internal structures and causes is therefore a prerequisite 
for sustainable performance in an increasingly international market place. This affects small-
scale local enterprises as well as multi-national organizations, individuals as well as nations.  

Furthermore, the chosen countries Kenya and Germany are representatives of the particular 
cultural and project management-related features being investigated. Germany represents a 
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country where a systematic, industrial approach to problem solving is prevalent and a 
strategic project management culture is well-established (Turner, 1999), while the country is 
not necessarily renowned for flexibility or creativity (Hall and Hall, 1990). Germany hence 
acts as a delegate of the industrialized world (“the West”) in this study. Kenya, on the other 
hand, is a country of remarkable flexibility and entrepreneurial spirit and is on the forefront 
of microfinance in Africa (Latifee, 2006); it does, however, not possess a reputation for 
systematic approaches towards problem solving ((Muriithi and Crawford, 2003). Kenya 
therefore represents the developing world (“the South”) in this study.  How the two countries 
integrate an “imported” concept, hence, project management in Kenya and Microfinance in 
Germany, poses the opportunity to shed light on an under-researched notion. 
 
The respective countries were chosen due to their suitability as representatives and due to the 
fact that the researchers originate in these countries, thus enabling them to gain deeper insight 
and offering enhanced ability to research in the respective countries, such as language 
capability and familiarity with procedures and legislations. 

1.4 Procedure  

The previous subchapters of the introductory part aimed at providing a brief overview of the 
background of this thesis, an understanding of why we intend to undertake the research, and 
the aim and purpose of the research.  

In the following chapter, an overview of the methodological considerations employed in the 
thesis will be outlined, that is, the research orientation, strategy, methodology and other 
research considerations. We aim to inform the reader on our epistemological and ontological 
conceptions and decipher the underlying logic of our proceedings.  

In the section concerned with theoretical frameworks and backgrounds of this paper, the 
concepts of national culture, project management, product innovation and microfinance will 
be highlighted by reviewing the literature, in order to determine what previous research has 
outlined concerning these concepts.  

Consequently, the understanding of national culture, and its aspects and facets shall be 
facilitated. Therefore, a model based on seminal contributions in the field of culture is 
developed in the fourth chapter of this paper. This is an endeavour to combine a multitude of 
views and put them into perspective. We find this particularly viable since our heritage will 
enable us to review these prior contributions in an African-European context; it has 
repeatedly been criticized that Western cultural bias of authors is prevalent in prior studies of 
culture (Hofstede, 1997, p. 14; 2001, p. 352). This thesis therewith tries to address two issues: 
firstly, by scrutinizing and attempting to combine in a unique endeavour “what is out there” 
in terms of seminal works on intercultural research and national culture. Secondly, the 
objective will be to review the existing literature from a combined African-European 
perspective, offering new insights due to this combination of viewpoints through the 
development of a focused facilitating model, which might aid to depict the interplay of 
national culture and innovative ability.  

In the section concerned with applied methodology, we will outline the research methods 
applied in our research. This section will also outline the assumptions, preconceptions and 
other aspects taken into consideration whilst conducting research. For the data collection, two 
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sets of interviews will be undertaken: Semi-structured (and partially, structured) interviews 
are conducted with the interviewees from microfinance institutions in Kenya and Germany. 
This accommodates the fact that culture is a social construct not deliberately present, and a 
flexible undertaking such as semi-structured interviews might aid to achieve the desired 
information (Eriksson et al., 2002; Pheng and Yuquan, 2002). These interviews form the 
integral part of the empirical data to be analysed. Responses will be recorded and transcribed 
so as to enable encoding and analysis of the data obtained through comparisons with what is 
stipulated in literature and the developed framework. To enable a deeper insight into Kenyan 
and German culture, structured interviews are conducted, through Skype interviewing 
(Germany) and through email (Kenya); this solely serves to highlight the understanding of 
Kenyan and German culture through respondents of both nationalities, in order to support 
findings established in literature.  
 
The empirical data presented in the sixth chapter hence will be exemplified by data mainly 
retrieved through semi-structured interviews and partially through written structured 
interviews conducted with experts in small microfinance institutions in Kenya and in 
Germany. Document analysis will be undertaken of company documents to complement the 
interviews. Data retrieved through structured interviews concerning the perception of national 
culture will be presented as well. All data retrieved are presented in this section and serve to 
present the practical background of this study, explaining cultural characteristics and the 
outlining of the Microfinance sector in the countries. Where data amounts are to extensive, 
reference is given to the respective appendices. This chapter aims to give an overview of the 
findings retrieved and the structural set-up of the Microfinance sectors in the two countries. 
 
In the analytical chapter, the data will then be compared to the developed facilitating model 
to draw out the findings of the research. Analysis will cover the stipulated research aims; that 
is, to achieve insights into the influence national culture might pose on product innovation 
endeavours in the Microfinance sectors of Kenya and Germany, and on the way culturally 
foreign concepts are integrated into a national culture setting. This chapter employs a range 
of data and comprises findings in tables, which can be consulted in the text body and in the 
appendices.  
 
The final chapter closes the study with a summary of the findings, indications for further 
research and final notifications on the validity, reliability and limitations of the research 
undertaken.  

2 Methodology 

This Chapter will highlight the methodology chosen and applied that is to form the basis of 
this thesis. This includes outlining Research Orientation, Research Methodology and 
Strategy, Data Analysis, Ethical considerations and Limitations of the research.  

2.1 Explanatory Notes 

Creswell (2007, p. 15) argues that “researchers bring their own world views, paradigms, or 
sets of beliefs” to their research undertaking and this in turn influences how the research is 
conducted and written. Therefore, the research philosophy adopted in this paper will form the 
basis of the crucial assumptions undertaken concerning the world views or paradigm 
(Creswell, 2009, p.6) as espoused by the authors; this has to be acknowledged.  
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These assumptions will also inform the research strategy chosen and the methods that will 
form part of the strategy (Saunders et al., 2009, p. 108); this is natural, given that cultural 
coinage and personal interpretation is present at all times in the human mind. A research 
strategy is by definition the “general orientation to the conduct of business research” 
(Bryman and Bell, 2011, p. 26).  
 
The research strategy also includes the data collection methods employed; these have been 
selected based on the nature of the theoretical and empirical materials of interest, and 
reviewed carefully under methodological considerations. To ensure a holistic and 
comprehensive view, analysis of the research philosophy and strategy adapted will be based 
on the research onion as developed by Saunders et al. (Figure 1). Generally, we aim to 
acknowledge that the decisions made are as a consequence of our frame of reference.  
Objectivity is neither possible nor desirable to reach; we intend instead to make reflected and 
informed choices validated through mutual feedback and employment of theoretical 
frameworks. Conclusively, this methodological chapter will look into how the data is 
analyzed to ensure that it meets the objectives of the research question, the ethical 
considerations and the limitations of the research. 

 

Figure 1: Research Onion 

 
 
Source: own depiction based on Saunders, Lewis, and Thornhill (2007, p. 113).  

2.2 Research Orientation 

Research orientation outlines the research philosophies and respective implications existent 
and delineates the respective choices made for this thesis.  

Techniques and 
Procedures  

Philosophies  

Approach 

Strategies 
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Basically, it is important to consider whether an inductive or deductive approach will be 
taken; that is, whether research will lead to theory; or theory will guide the research (Bryman 
and Bell, 2011, pp. 11-14).  Generally, it has to be acknowledged that the interlink of theory 
and research is a complex endeavour; whether theory is to be tested or to be built, and how 
this is going to happen, has to be considered carefully (Bryman and Bell, 2011, p. 7). It 
should still be acknowledged that a clear-cut differentiation is unlikely, and the two 
approaches might indeed intersect (Bryman and Bell, 2011, p. 7); writing this thesis, we 
questioned the process thoroughly, and were not always sure to which approach to take. We 
assume that this is on account of our research skills which are still in development and see it 
as a positive notion; it means we did not surrender to the complacence of “knowing what was 
going on” but indeed learned to accommodate the pains of insecurity that, to our present 
understanding, is a significant part of research. While a range of contrasting assumptions had 
to be accommodated, it was the absence of a hypothesis to be tested and the explorative 
nature of our undertaking that led us to believe that this research follows a potentially more 
inductive outlining.  
 
Returning to the concepts of research philosophy, in principle, the notions of ontology and 
epistemology can be considered predominant phenomena (Bryman and Bell, 2011, pp. 15-
21).  
 
Ontology is concerned with the nature of reality or that of social entities; that is, whether 
social entities can be viewed as objective entities with a reality that is separate and external 
from its social actors or rather it is socially constructed from the perceptions and actions of 
these social actors (Bryman and Bell, 2011, p. 20). Ontology hence has two distinctive 
positions: objectivism and constructionism (or subjectivism).  
 
Objectivism describes the first notion, whereby the social phenomena or entities are viewed 
as being separate or independent from the social actors, regardless what the social entity is 
(for example, culture, the organization or management, etc.); these exist externally and have 
an “almost tangible reality of their own” separate from those that are involved in them 
(Bryman and Bell, 2011, p. 21). Whilst, constructionism or subjectivism in contrast is the 
antithesis to objectivism; it indicates that social phenomena and its meanings are constantly 
being constructed by the social actors and they attach meanings to these social phenomena 
(Saunders et al., 2009, Bryman and Bell, 2011, p. 22). That is, human beings not only 
construct meanings of the world they are seeking to interpret but they also make sense of this 
world based on their social and historical perspectives (Creswell, 2009, p.8). We believe that 
particularly the second notion that is, reality as constantly being shaped by her “inhabitants”, 
to be the more influential one in our particular case. We perceive culture as a non-static 
phenomenon that is permanently being influenced and morphed; this assumption influences 
the way we are conducting our research and analyze our findings. In this research, we sought 
to understand how national culture is perceived by not only the microfinance actors but also 
by other citizens within the countries in question, that is, Kenya and Germany. Further, we 
sought to understand what meaning the participant’s of the study attributed to certain 
concepts such as innovation, national culture and microfinance. Still it has to be 
acknowledged that no “pure form” of either objectivism or constructivism should be expected 
to exist, and our notions depict tendencies rather than definite decisions.  
 
Epistemology is concerned with what is considered to be acceptable knowledge in the 
research of choice and what the relationship is between the researcher and the researched. It 
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has three basic philosophical indications: positivism, realism and interpretivism (Saunders et 

al., 2009, Bryman and Bell, 2011, pp. 15-19, Creswell, 2007).   
 
Positivism is described as the application of physical sciences, natural sciences and scientific 
methods in order to study social reality. The knowledge developed from positivism is derived 
from “careful observation and measurement of the objective reality” (Creswell, 2009, p. 7) 
through the gathering of facts and basis of laws or the generation of testable hypotheses 
which can then allow assessment of laws (Bryman and Bell, 2011, p. 15).  
 
Realism views reality as being independent from an individual’s mind. Therefore, reality is as 
one perceives it and therefore that in itself portrays the actual situation as it is (direct realism) 
or that what we perceive as reality in the world is not enough and that the mental processes 
that occur in that perception could alter or distort the actual reality (critical realism) 
(Saunders et al., 2009, pp.114 - 115).  
 
Finally, interpretivism looks at the role of human beings in the society and is mainly 
concerned with the understanding of human behaviour and how they interact and make sense 
of the world around them (Saunders et al., 2009, Bryman and Bell, 2011, p. 16). 
Interpretivism is particularly present in this research as the researchers seek to understand 
how Kenyans and Germans perceive their national culture and in turn how this influences the 
aspects around them in the context of project management in Kenya and Microfinance in 
Germany. An interpretivist approach is taken whilst developing the methods of data 
collection, by seeking to ensure that the participants reflect on their behaviour and how they 
interact with the aspects being researched on. Realism, particularly critical realism, contains a 
range of conceptual implications that are noteworthy to consider, such as reality as a matter 
of perception. This might hold true for the notion of cultural coinage and shall hence be kept 
in mind. Similarly, interpretivism offers interesting viewpoints, such as the notion of sense-
making in regard to inner understanding, but it might be seen as deviating in overly 
philosophical contemplations which this thesis can account for only to a limited amount 
.  
 
Another philosophical consideration to be outlined is Axiology, which is concerned with the 
role the values of the researcher have on the various stages of the research process. This 
research philosophy puts forward the rationale that the researcher’s personal value influence 
each stage of the research process starting from the choice of topic to the data collection 
methods and analysis of the data (Creswell, 2007, and Saunders et al., 2009).  
 
Despite all prevalent contrasting notions, a different approach has been introduced on how to 
view these philosophies: Pragmatism argues that the research question is the most important 
determinant in the consideration of the research philosophy one adopts. Tashakkori and 
Teddlie (1998) argue that the philosophies should be viewed or adopted more as continuums 
than as opposites, that is, research should not be limited to these philosophies but rather 
should be according to what interests the researcher and what is of value to them; the research 
should be undertaken in the methods they deem appropriate and the results applied to ones 
system of values in order to enhance constructive results (Tashakkori and Teddlie, 1998, 
Saunders et al., 2009). We consider this important to consider, given that we originate from 
very different backgrounds (Kenya and Germany) and have been exposed to different cultural 
coinage and experience. The way we view and approach tasks, thoughts, actions and notions 
differ significantly; and sometimes also correspond in the least expected moments. This 
played a vital role in our cooperation and has also coined the retrieving and treatment of the 
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data presented and analyzed in this thesis. We find it a valuable contribution that enabled us 
to review findings from very different perspectives, and support each other in understanding 
the way we made sense of them, separately and jointly.   
 
To depict the research at hand most vividly and take advantage of circumstantial factors, a 
pragmatic approach will be followed, where elements of axiology emerge in the choice of the 
research question and particularly in opting to study the Kenyan and German contexts (which 
are our countries of origin). Furthermore, a subjectivist or constructionism - interpretivist 
approach will be adopted in studying the influences of national culture on product innovation. 
This is due to the fact that culture is a dynamic process and as such in a continuous state of 
construction and reconstruction; while a facilitating model will be used to carve out the 
characteristics of German and Kenyan national culture, it has to be kept in mind culture is not 
static and that this model will act as a point of reference while what it depicts is constantly in 
the process of being formed (Bryman and Bell, 2011, pp. 21-22). In addition, an interrogation 
of the interplay of culture and product innovation looks into recognizing that individuals are 
formed through their interaction with their environment and the cultural values, beliefs and 
norms that are operational in their lives. There is also the recognition that researchers are a 
part of the world in which they are conducting their research and that they are also influenced 
by their own personal, cultural and historical experiences, which in turn implicitly plays into 
meaning attached and the interpretations made in the research. Our intention hence ought to 
be “to make sense of the meaning others have about the world” (Creswell, 2007, p.21). 
 
This research will take an inductive approach, which will aid in better understanding of the 
nature of the problem; this will especially be concerned with the context in which the 
particular events are taking place. The emphasis of the inductive approach is in obtaining a 
better “understanding of the meanings attached to events”, that is, a clearer understanding of 
the context the research is in, collection of qualitative data and the awareness that the 
researcher is indeed part and parcel of the research process. This differs from the deductive 
approach which is based on scientific principles and “the moving from theory to data”, “a 
highly structured approach” and the independence of the researcher in the research study 
(Saunders et al., 2009, p. 127). As outlined before however, we wish to acknowledge that the 
espoused frameworks are to be seen as tendencies rather than definite delineations, and we 
accommodate interplays and intersections of outlining to our best understanding throughout 
the research.  

2.3 Research Method 

A differentiation in research methods might be seen between quantitative and qualitative 
research (Bryman and Bell, 2011, pp.26-27). Qualitative research can be contrasted with 
quantitative research, which emphasizes the explanatory power of numbers rather than words, 
and seeks to test the objective theories deductively. This form of research entails 
measurement, experimentation and control, and surveys; further, there is an emphasis on 
conducting statistical analysis and interpretation to ensure the reliability, validity and 
replicability of data. However, a major shortcoming in using the quantitative approach to 
research is the application of the natural science model to treating the social world thereby 
not acknowledging the differences between the social and natural world (Schutz, 1962) and 
also the heavy reliance on instruments and procedures by “administering research instruments 
to subjects […] and controlling situations to determining their effects.” (Bryman and Bell, 
2011, p. 168). We hence presume that a purely quantitative approach would not be sufficient 
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to answer our research question; a flexible and agile social concept such as culture can not be 
captivated in static numbers alone.  

 

Generally, qualitative methods are distinguished from quantitative methods through the 
meaning that the data in qualitative methods is “derived from unstructured observations and/ 
or interviews” whilst quantitative methods are derived from “questionnaires, structured 
observations or standardized interview schedules” (Dreher, 1994, p. 284). Denzin and 
Lincoln (2005) in their Handbook of Qualitative Research have offered a definition of 
Qualitative Research to be: 
 

“[…] a situated activity that locates the observer in the world. It consists of a set of 

interpretive, material practices that make the world visible. These practices transform 

the world. It consists of interpretive, material practices that make the world visible.” 

(Denzin and Lincoln, 2005, p. 3). 

 
Further, they indicate that the representations of this methodology include field notes, 
interviews, conversations, photographs, recordings and memos. Qualitative research therefore 
involves “the studied use and collection of a variety of empirical materials – case study; 
personal experience; introspection; life story; interview; artefacts; cultural texts and 
productions; observational, historical, interactional and visual texts – that describe  
problematic moments and meanings in individuals lives” (Denzin and Lincoln, 2005, p. 3).  
 
Qualitative research should espouse various characteristics, as outlined by Mason (1996, 
pp.5-6); It should be systematically and rigorously conducted; that is, it should be properly 
planned and should produce valid and reliable data. However, it should be undertaken in a 
strategic yet flexible way bearing in mind the context, this is in line with the emergent nature 
of qualitative research whereby the initial plans, phases and processes can change (Creswell, 
2009, p.176). This is the appeal of qualitative research - because it recognizes the dynamism 
and complexity of the contexts in which it is, therefore allows the freedom to adapt to these 
changes without constraints. It is this pronounced flexibility that led us to aim at conducting a 
qualitative research in this thesis. We perceive that it reflects the nature of our sphere of 
interest, which largely depends on flexibility and the adaptability to change, given that it is 
concerned with the human perception of social reality, significantly better than the more rigid 
and measurement-oriented notion of quantitative research.  
 
Qualitative research according to Mason (1996, pp.5-6) should allow for the “social 
explanations to intellectual puzzles”; the author argues that qualitative research goes beyond 
the descriptions and explanations of the social world but rather it seeks to give an explicit 
explanation of the social world and the logics on which they are based. Qualitative research, 
according to Mason (1996) should be generalizable in the social explanations produced, 
although this has been identified as a challenge. In fact this notion shall be challenged later 
while looking at the research strategy to be employed in this thesis. Indeed, we see no 
contradiction in the conducting of a qualitative research which possesses no generalization 
ability. The authors aim at employing qualitative methods because they enable the 
obtainment of rich and in-depth data and information in studying complex social phenomena 
such as national culture (Tashakkori and Teddlie, 2003). Also, as earlier stated, the flexibility 
and adaptability of these methods are suitable in our research as we seek to explore and 
compare various themes; that is, national culture, innovation, project management and 
Microfinance in the context of Kenya and Germany; which shall further be discussed in 
section 2.4.  
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Another appealing characteristic connoted with qualitative research is “self -scrutiny of the 
researcher and active reflexivity”; that is, the realization that the researcher cannot be 
objective, neutral or detached during the process, that it is an interactive process shaped by 
the researcher’s “personal history, biography, gender, social class, race and ethnicity, and by 
those of the people in the setting” (Denzin and Lincoln, 2005, p. 6); that is the research is 
shaped by the researcher’s frame of reference. Hence, we aim on understanding the research 
process and what role we play in it, acknowledging however the potential boundaries of our 
own ability to grasp this completely.  
  
Finally, an important consideration in undertaking qualitative research is the ethical aspect 
that is the generation of data and analysis in an ethical manner and also by outlining ethical 
research questions. We have exercised caution to protect the privacy of interview partners, 
and employed a mutual control and feedback cycle in all our proceedings, constantly 
monitoring each other. The data retrieved and presented has been analysed under careful 
consideration of potential biases, which are naturally present and have been acknowledged. 
Ethical considerations were furthermore taken into account at all times as shall be illustrated 
in section 5.8.  
 
These are the assumptions underlying this research. Thus, in undertaking a qualitative 
research, the authors believe that the research question outlined can be better explored and 
the social context in which it exists be explained. Qualitative methods in this case would offer 
the preferable option for obtaining good data, enlightening analysis and findings of the 
research. Further, qualitative research allows one to identify interconnections and their 
relations and prove or disprove these by “exploring and analysing the meanings and 
justificatory frameworks” that are attached to the actions of the social actors being researched 
on (Connolly, 1998, pp. 124-125).  
 
A mix of the exploratory and explanatory methods of research shall be applied to this thesis. 
The exploratory method will be undertaken since it is considered the most suitable in 
examining the occurrences in the organisations being studied, where questions will be asked 
with the intention of seeking new insights that will lead to not only the assessment of the 
phenomena in a new light but also bringing us closer to answering our research question 
(Saunders et al., 2009, p. 139). As indicated by Saunders et al. (2009), some of the principle 
ways of undertaking exploratory research shall be used, that is, literature search, and 
interviewing informed persons in the area of research. However, in analyzing the influence of 
national culture and product innovation, an explanatory approach will be taken, whereby the 
study will seek to determine whether potentially a relationship between the concepts of 
culture and innovation might exist. A descriptive research approach will also be employed 
but shall be kept to a necessary minimum in this research, as the purpose is not to elaborately 
describe persons, events or situations but rather to gain new insights and establish the 
underlying relationships established in the research question (Robson, 2002, p. 59). 
 
The Research strategy to be used in this study will be a case study method and data will be 
collected through semi-structured interviews, structured interviews and document analysis. 
Semi-structured interviews are suitable to explanatory studies since they are agile, in-depth 
and based on a framework of questions; further structured interviews will be employed which 
are based on pre-determined and standardized questions; complemented by document 
analysis, this conduct will inform the exploratory element in this study. However, it should be 
noted that the use of document analysis will only be used where insufficient information has 
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been received in the semi-structured or structured interviews and thus will play a secondary 
and complimentary role. 

2.4 Research Strategy  

Due to the nature of the research intended, the research strategy to be employed is a case 
study approach, more precisely a multiple-case study approach. The case study has been 
defined as studying in depth cases that have been chosen with the goal of reconstructing and 
analyzing the cases or case (Hamel et al., 1993). The basis for this choice of this approach 
would be due to the nature of research being undertaken, firstly the research question is 
exploratory and seeks an explanation for a situation, that is, it asks the “how” and “why” 
which are questions likely to favour the use of case study approach (Yin, 2003). Secondly, 
this research strives to examine contemporary events where the relevant behaviours cannot be 
manipulated and case studies have been deemed to be suitable in such circumstances as 
opposed to experiments, surveys or observations (Yin, 2003). The choice of a case study 
research approach is also being used since the kind of data to be collected will be somewhat 
unstructured and a qualitative analysis will be undertaken (Hammersley and Gomm, 2002). 
Yin (2003, p. 53) argues that the use of a “two-case” study is generally more enriching and 
better than a single case study since the analytical benefits derived could be more substantial. 
Hence, we find grounds for our intention to apply a multiple case study approach; this reflects 
the nature of data to be retrieved and data collection method (semi-structured interviews). It 
aids to potentially scrutinize, validate and cross-check findings.  
 
The case study method appears suitable for this research since it enables an in-depth study to 
be conducted; since two contextual country cases are being studied (Germany and Kenya) it 
might hence be possible to identify key conceptual relationships and gain extensive insights 
in the social reality as it is perceived in the respective contexts. Also, multiple actual cases 
are being studied within the countries to ensure that the data collected will be more 
representative (Hammersley and Gomm, 2002, pp. 5 - 6). 
 
The decision to conduct a multi-site case study of both Germany and Kenya was based on the 
argument that cross-checking findings from such potentially heterogeneous environments 
would be more robust (Kennedy, 1979) and bring a better understanding of the relationship 
between national cultures and product innovation in similar studies conducted in other 
countries. The authors believe that the sites chosen do meet the standard proposed by 
Schofield (2002, p. 80) of having the “maximal variation ” or planned comparisons on 
possibly significant dimensions, in this case, the use of enhanced national culture model 
dimensions.  
 
On the other hand, various criticisms have been advanced, as indicated by Yin (2003), against 
the case study methodology. Case studies have been accused of lacking rigor; that is, cases 
were researched on in a chaotic manner and structures and systematic procedures were not 
being followed. To a large extent, case studies have also been viewed as a lesser form of 
inquiry to experiments or surveys (Vissak, 2010). Further, case studies are viewed as having 
little or no basis for scientific generalization; the need for generalization emerged from 
natural scientists and quantitative related studies and it draws on the requirement for the data 
to be externally valid, therefore, to enable the generalization ability of findings to different 
populations and different times (Smith, 1975, p.88, Schofield, 2002, p.68; Donmoyer, 2002). 
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Finally, case studies have been deemed to be too lengthy and producing enormous amounts 
of documents that are unreadable (Yin, 2003, p.11).  
 
However, in addressing the criticisms raised, case study research has been argued to be the 
most ideal when studying cultural settings as is intended in this research (Donmoyer, 2002; 
Yin, 2003). Case studies and particularly the multi-case study can be developed in a manner 
to ensure that it is conducted in a rigorous way, especially through careful planning and 
careful conduction of data collection.  
 
On the generalization ability, Guba and Lincoln (1982, p.238) have argued that the use of 
generalization ability in natural sciences seek a different goal, that is, to develop a body of 
knowledge and hypotheses from their inquiries and this differs from social sciences 
especially in the study of human behaviour, which is naturally never time nor context free 
and therefore generalizations possess little value in the study of human behaviour (Guba and 
Lincoln, 1981, p. 62).  
 
Hence, despite criticism which might have more or less significance in the particular case, we 
assume that a multiple-case study indeed will be able to allow the most in-depth 
understanding of the postulated research problem; semi-structured interviews will highlight 
the issues to be addressed and foster understanding through verbal explanation, not numerical 
depiction. Given the nature of this research and taking the above mentioned pros and cons 
into consideration, we clearly opine for the multiple case study selected methodology as the 
most viable and suitable procedure.   

 

3 Frameworks and Backgrounds 

The following chapter will outline the themes raised in this research by defining and giving a 
background on their perception and relevance to the research aim. It delves into the notions of 
Project management, product innovation, Microfinance and its evolvement and 
manifestations, and national culture of Germany and Kenya. It aims to establish the 
understanding of the concepts referred to in the following chapters and will explain in more 
depth what we consider the background setting of our research.  

3.1 Project Management and Product Innovation 

3.1.1 Project Management Approaches 

To facilitate the understanding of Project Management and its approaches, it is important to 
review its development over the years. Project Management as it is known today is said to 
have been developed between the 1930s and 1950s in the defence, aerospace and engineering 
industries in the United States of America. Project management and its tools and techniques 
root in the development of systems engineering, especially for weapons systems towards the 
end of World War II, and in the Cold War era (Morris, 1994; Cleland, 1994; Blomquist and 
Söderholm, 2002). Morris (1994) even argues that managing projects can in fact be termed as 
“one of the oldest and most respected accomplishments of mankind” and can indeed be traced 
back to the building of the pyramids in Egypt in ancient times. The foundation of projects as 
defined today can be seen in engineering concepts; building and civil engineering industries 
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might be deemed to be the oldest professions applying project management tools and 
techniques. Modern Project management has over the years evolved and is now not only 
applied in the building and engineering contexts, but in the management and organizational 
practice of a range of industries (Morris, 1994 pp. 2 - 6).  
 
Project management can be defined as “the application of knowledge, skills, tools, and 
techniques to project activities to meet project requirements” (Project Management Institute 
[PMI], 2000 p. 6) or as “planning, monitoring and control of all aspects of a project and the 
motivation of all those involved in it to achieve the project objectives on time and to the 
specified cost, quality and performance” (British Standard 6079, 1996). Morris (2007, p. 195) 
has criticised this view of project management for its rigidity and its lack of incorporation of 
a holistic view on the essence of project management; he argues that project management 
should be about “delivering business benefit through projects” which would encompass the 
managing of project definition phase as well as the downstream implementation. The 
interpretation of project management as we regard it for this thesis is that it can be seen as 
interlinked with product development; both conceptualizations stress the integration of well-
wrought planning and controlling functions as influential to successful outcome of a venture 
(Morris, 1994, p. 7). Particularly product innovation approaches might be regarded as an 
example for a project management endeavours.  
 
In understanding Project management the definition of projects is vital. A project has been 
defined by Turner (1999, p. 3) as “an endeavour in which human, financial and material 
resources are organized in a novel way to undertake a unique scope of work, of given 
specification, within constraints of cost and time, so as to achieve beneficial change defined 
by quantitative and qualitative objectives.” PMI (2000, p. 4) defines a project as a “temporary 
endeavour undertaken to create a unique product and service.” Therefore, for our purposes 
we will deduce a project to be an endeavour that is temporary in nature, hence has a start and 
finish, and employs human and financial capacities to deliver a unique product or service. 
 
Project management concepts and tools are widely adopted and utilized in industrialized 
countries; with the growth of projects, scholarly writings developed as well (Sahlin-
Andersson and Söderholm, 2002). It has been argued that Western economies are now 
moving towards “projectified societies” (Lundin and Söderholm, 1998). With the increased 
use of pre-defined project management tools and techniques, projects have been claimed to 
become ever less flexible; an increased reliance on standardized project models and routines 
thereby making projects less innovative (Sahlin-Andersson and Söderholm, 2002 p. 20). 
However, other authors have championed for the use of project management approaches in 
innovation (Biedenbach, 2008; Bessant and Tidd, 2007; Sundström and Victorsson, 2009; 
Lundin and Midler, 1998), although it has been recognised that in highly innovative 
industries these project management approaches might be seen as insufficient (Pons, 2008).  
 
Project management and especially traditional project management has been said to be based 
on “economic rationality and analysis of means” such as the five project management 
processes (initiating, planning, implementing, controlling and closing), time and cost controls 
such as critical path method and PERT (Muriithi and Crawford, 2003 p. 311); and to employ 
scientific, reductionist and deductive reasoning approaches, emphasising efficiency, delivery 
expertise and control to reach fixed goals with a focus on structure (Pollack, 2007 p. 267; 
Morris, 1994). Traditional project management and its tools and approaches have hence been 
criticised for being overly rigid and inflexible and thereby failing to respond to the changing 
needs and application of the discipline (Pollack, 2007; Cicmil et al., 2006). The concepts, 
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tools and approaches of project management might be regarded as embedded in the values of 
the industrialized (Western) countries in which they first emerged; consequently, when 
exploring the utilization of project management approaches in African countries, it can be 
seen that these concepts, tools and approaches are potentially wanting as they are based on 
values different from those espoused in African countries (Muriithi and Crawford, 2003).  
 
The use of the Project Management approaches is not as widespread in Africa as it is in the 
Western countries; however, it is applied, predominantly in construction, engineering, 
information technology and telecommunications industries (Muriithi and Crawford, 2003). It 
has been argued that the uncritical adoption of management approaches and in this case, 
project management, has not only led to ineffectiveness and inefficiencies but also to a 
perception of being subjected  to “culture imperialism” meaning the requirement to accept 
and adopt practices running contrary to the values and assumptions held in the culture 
(Jaeger, 1990 p. 131). However, it is important to critically analyse the presence or lack of 
project management approaches in Africa (represented by Kenya in this study) and to 
determine how they are used. We decided to research on this in a product development 
setting, in particular, product innovation in the microfinance sector. Product innovation and 
the approaches taken towards it, covering the development process from idea generation to 
market introduction, can thereby be regarded as a project management endeavour.  

3.1.2 The Understanding of Innovation 

The term innovation originates in the Latin "nova" and translates to “new” (HBS Press, 2003, 
p. 2). In fact, innovation can be described as “doing of new things or doing of things that 
have already been done in a new way,” (Swedberg, 1991, p. 412). Yet, what “new” is can 
take a number of forms and understandings which are to be described and delineated in this 
section.  
 
Innovation is often equated to creativity; but this is only a facet of it, the two being 
distinguished by Mayfield (2007) as creativity being the generation and development of new 
useful ideas whilst innovation would be the purposeful realization of this applied creativity. A 
clear definition of the term is difficult, given that contextual factors and individual perception 
play into the notion of “newness”; innovation may indeed refer to a new product, new 
proceeding, new market, service, process or structure; it might occur at every stage, every 
place and every decision made and has the potential to alter established thinking rapidly 
(Clemence, 2003; Swedberg, 1991; Sundbo and Gallouj, 1998, Bessant and Tidd, 2007).  
 
Literature affirms an inconsistency in the usage and understanding of the term. Innovation 
can be viewed and defined from different perspectives; the term can relate to a completely 
new invention, a new combination of existing concepts, or a new introduction to a particular 
market that already exists elsewhere (Hauschildt and Salomo, 2007, p. 4). It can also be 
defined as a matter of public perception, irrelevant of the originality of the underlying idea 
(Hauschildt and Salomo 2007, p. 4). Other possible definitions are a novel combination of 
aim and agent or a new combination of product idea and product development process 
(Hauschildt and Salomo 2007, pp. 4-5). Furthermore, innovation might be defined as an 
entire process, inclusive of different sub-processes in sequential succession of resource 
allocation, stretching from idea generation to commercialization (Hauschildt and Salomo 
2007, p. 5). This might indeed be seen as the moment where the innovation process ties in 
with project management.  
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Innovations can take a radical or incremental form; the first refers to something completely 
new which has the potential to change the basis of competition and established thinking, 
while the second refers to the amended exploitation or further development of an existing 
concept of the fundamental innovation (Clemence, 2003; Swedberg, 1991). Generally, 
fundamental innovations pose higher risk of failure but also offer greater chances; they hold 
more potential, to both sides of the scale. In contrast, incremental innovations pose a 
significantly smaller amount of risk and are hence "innovation on the safe side".  
 
A mentally stimulating environment is important to innovative ability; so is the readiness to 
accept failure.  It can be assumed that fate favours the prepared mind and hence, the creation 
of an entrepreneurial atmosphere is relevant. Innovative potential might derive from internal 
or external sources (Sundbo and Gallouj, 1998). Human resources are critical and it is 
imperative to encourage innovators and stimulate idea generation. It is also necessary to be 
open and provide support to creators. To avoid thinking in the track and promote a cross-
pollination of ideas, it can be opportune to follow a networking and exchange-based approach 
(Chell, 2001, Sundbo and Gallouj, 1998). External influence factors might be national 
culture, industry specifics and demands, social rules and regulations and new technological 
logics; customers or clients can also be counted in this category (Sundbo and Gallouj, 1998, 
p. 8-9) 
 
New insights are often derived from combined intuition, based on complementary skill 
combination and joint recombination of existing concepts into new thought patterns (Filaster, 
2007, p. 49). Networking for innovation might thus pose the potential to better explore 
existing internal sources and also incorporate and exploit external knowledge (Gloor, 2006, 
pp. 53-55). This offers the opportunity to derive new impulses and realize their potential. 
 
Due to the intangibility of results, innovations in processes and services might be 
underestimated as compared to product innovations. This neglects the fact that supporting 
processes and service products can be innovative as well. Since the financial service industry 
offers intangible service products, innovation in this field is a highly specific topic that 
deserves focus and presupposes careful definition.  
 
Innovation and Innovation Management are often depicted by examples of manufactured 
products; this suppresses the fact that 70% of the OECD (organization for economic 
cooperation and development) countries' gross domestic product (GDP) derive from the 
service industry (OECD, 2001). Gadrey et al. (1994) contend that economic theories have 
tended to ignore innovation in services or assume that they mainly consist of adopting already 
developed innovation. However, this could be said to be because research has focused the 
character of innovation to be based on manufacturing or tangible goods (Gallouj and 
Weinstein, 1997; OECD, 2001). There has however been a deserved increase in the study of 
innovation in the service sector (Gadrey et al., 1994; Sundbo, 2009; Sundbo and Gallouj, 
1998). 
 
Innovation is important for the growth of a sector and it is important to know how activities 
in innovation are organized in order to establish successful techniques. It is important to 
conduct research on the innovative processes and characteristics in developing and growing 
sectors, and delineate the successful innovative ways in this new sector from those 
perceivable in comparable existing sectors in order to learn (Sundbo, 2009). This will partly 
inform the choice of the Microfinance Sector as a sector for enquiry, due to its dynamism and 
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the fact that it is still a young and developing industry particularly in Europe (Matthäus-Maier 
and Von Pischke, 2009; Bessant and Tidd, 2007). 
 
In regard to the microfinance sector, it is obvious that the definition of innovation might be a 
challenging, yet focus-deserving endeavour in order to determine the innovativeness of the 
sector and review the classification of products as novel. Since products in the sector are 
intangible, the delineation between product and service is ever more challenging; we 
establish the notion that “product” shall refer to an actual offer connoted with “hard facts” 
such as interest rates or payment terms; that is, an actual micro-loan. Whereas the term 
service describes a related process supporting the product; and the term application delineates 
e.g. the customer group or industry served. Furthermore, the delineation of innovation as 
radical (genuinely new) or incremental (recombined or further developed) shall be espoused 
for this thesis. Innovation can apply to products, services and application areas, but is to be 
termed product innovation solely in regard to an actual service product (micro-loan). 
 
Taylor and Wilson (2010) acknowledge that there is a scarcity of research that investigates 
the interplay of culture and innovation. Various scholars have sought to understand 
innovation and culture from different perspectives such as; national innovation rates (Taylor 
and Wilson, 2010), championing strategies (Shane et al., 1995), adoption status of 
innovations (Waarts and Everdingen, 2005), new product development (Nakata and 
Sivakumar, 1996) and product diffusion (Dwyer et al., 2005). Common practice among these 
studies has been to apply dimensions, often the cultural dimensions developed by Hofstede 
(1980) to analyse the aspect under inquiry. In this case, the development of a comprehensive 
model, combining a range of perspective in order to enable extensive insight into the nature 
of the matter has been decided to employ in order to foster the understanding of national 
culture’s influence on innovation.  

3.2 The Evolvement of Microfinance 

3.2.1 Development and manifestations of microfinance  

Microfinance is often referred to as a promising endeavour of rethinking banking for the 
poor; it seems to intervene at the point where conventional systems fail, enabling enhanced 
fairness and transparency (Armendáriz and Morduch, 2010, p. 31; Arun et al., 2009, p. 7). 
The concepts of microcredit and microfinance have gained enormous momentum in recent 
years; recognition of the sector was fuelled by the conferment of the Nobel peace price to 
Mohammed Yunus, founder of the renowned Bangladeshi Grameen bank, in 2006 (Hermes 
and Lensink, 2011, p. 875; Molenaar, 2009, p. 3; Tchakoute-Tchuigoua 2010, p. 436). The 
idea of microfinance as it is viewed today developed out of alternative approaches to 
inefficient systems in regard to reaching the poor, low-income households and small scale 
farmers in the 1980s; particular pioneering roles might hereby be attributed to innovative 
institutions in Bolivia, Bangladesh, and Indonesia (Arun et al., 2009, p. 7; Ahlin et al. 2011, 
p. 105; Zeller and Sharma, 2002). Traditionally, microfinance institutions have had an 
idealistic background motivation and are funded by public or private donors or aid 
organizations; many started as NGOs (Galema et al., 2011, p. 508; Molenaar , 2009, p. 5). In 
principle, the most commonly found organizational forms of access to finance are NGOs and 
cooperatives also known as Savings and Credit Co-operative (SACCOs); also, specialized 
commercial financial institutions and “downscaled” commercial institutions such as 
traditional banks with specialized units exist (Tchakoute-Tchuigoua 2010, p. 437). However, 
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it has been seen that other forms of informal financial access  have been used known as 
rotating and accumulating savings and credit associations (ROSCAs and ASCAs) (Johnson et 

al., 2005, Johnson et al., 2003, Armendáriz and Morduch, 2010 pp. 68-87) which are based 
on individuals forming groups based on social ties in order to provide a means for saving and 
access to loans at low or no interest rates.  
 
While the terms microfinance and microcredit are often used interchangeably, it might be of 
importance to delve deeper in the notion. Armendáriz and Morduch (2010) and Galema et al. 
(2011) outline that indeed a shift from microcredit to microfinance is apparent; while 
microcredit is rooted in poverty reduction endeavours by enabling poor people access to 
micro-loans, microfinance takes the notion further, basically building up a complex sector 
with integration that provides complementary services such as micro-insurances or saving 
accounts (Armendáriz and Morduch, 2010, p. 15; Galema et al., 2011; Barr, 2005, p. 278). 
Microcredit centred on the idea of poverty reduction through entrepreneurship and 
consecutive community building; especially in the rural areas of developing nations, the 
access to capital can be cumbersome, if not virtually impossible (Arun et al., 2009, p.7). Due 
to the inability of poorer clients to present collaterals, traditional banks usually do not provide 
loans to under-privileged customer segments; even if the default risk is bearable, assuming 
that loans are too risky and small, transaction cost are usually too high for commercial banks 
to engage; business with the poor is simply not viable for them (Armendáriz and Morduch, 
2010, p.8; Barr, 2005 p. 279). Even with small means however, independence might be 
possible, and relative wealth established; the idea of microcredit hence bases on the 
assumption that poor people have the capacity for income-generation, yet not the means to 
start generating this income Microfinance on the other hand not only focuses on the angle of 
income-generation in terms of access to loans and credit but also on other services such as 
savings, insurance (Arun et al., 2009, p. 7),  access to housing, business assets and other 
poverty alleviating complimentary services. Microfinance endeavours hence target at 
combating poverty through empowerment and hence enable development for the community; 
group lending is hereby a favoured modus operandi in countries with close-knit communities, 
taking advantage of community bonds, internal selection of group members and peer control 
(Armendáriz and Morduch, 2010, pp. 13-14). The ideological background of microcredit 
hence aims at offering financial means to a customer segment not served by commercial 
banks without taking advantage of their situation, as the much-quoted “credit sharks” (Arun 
et al., 2009). 
 
What sounds like a relatively simple endeavour has indeed complex facets; deviating from 
“pure” micro-lending, a whole microfinance industry began to shape, and realization is 
prevalent that loans alone are not enough to combat poverty at the core. Hence, the 
systematic sector development, enabling for example saving accounts and micro-insurances, 
is underway. In many developing nations, the microfinance sector has already transformed 
into a complex, established industry (Armendáriz and Morduch, 2010; Molenaar, 2009, p. 3). 
This might occur as a favourable development, pointing towards greater flexibility, 
independence of institutions, and increased financial product availability for customers; yet it 
has to be outlined that the transition to independence comes at a cost. Hermes and Lensink 
(2011, p. 878) delve into the matter that the microfinance industry faces a cleavage in regard 
to outreach and sustainability; that is, microfinance institutions that are able to serve a wide 
variety of clients, among those the very poor, are often not able to reach sustainability in their 
own business model and depend heavily on subsidies (Zeller and Meyer, 2002, p. 5). 
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 Sustainable microfinance institutions, however, face the opposite situation; while they are 
independent of donors, they often compromise their outreach, serving merely the “better-of” 
poor. These conflicting goals pose complications that needs to be openly addressed in order 
to be monitored; Hermes and Lensink (2011, p. 878-879) mention the importance of a 
responsive organizational design and policy making. The authors conclude that indeed the 
outreach of microfinance institutions is negatively related with their efficiency (Hermes & 
Lensink 2011, p. 878). While the self-sufficiency of the sector seems favourable at first, the 
notion needs to be carefully reviewed; the same, however, potentially holds true for market 
intervention and subsidizing. The potential problematic issues triggered by the 
commercialization of microfinance is also acknowledged by Armendáriz and Morduch (2010, 
p. 19). The authors outline that the increasing bureaucracy and dependence on external 
ratings might lead to deteriorating conditions for customers, pulling the institutions more into 
the commercial bank segment which originally they intended to revolutionize (Armendáriz 
and Morduch, 2010, pp. 19-20).  
 
Galema et al. (2011) argue that commercialization might support the increase in service 
levels and extension of the product range offered by microfinance institutions (p. 508).  
Tchakoute-Tchuigoua (2010) concludes that indeed the legal status of microfinance 
institutions might have an impact on performance; the author argues that the for-profit status 
is not inconsistent with the social mission, and in fact those institutions possessing for-profit 
status might be more socially efficient than non-for-profit institutions (p.436). This is a 
remarkable finding in a heated discussion that usually assumes that commercial institutions 
display a more favourable financial performance while non-profit organizations show a more 
pronounced social performance (Tchakoute-Tchuigoua 2010, p. 437). Mersland & Strøm 
(2010), in contrast, find no such evidence for differences in performance according to 
ownership in their study.   
 
The inherent potential “mission drift” is examined by Mersland & Strøm (2010), who address 
the matter whether microfinance institutions show an increasing preference towards the 
“wealthier” poor, basing their analysis mainly on average loan sizes. The authors assume that 
in any maturing industry, as which microfinance can be considered in a range of developing 
nations, deviation from the original mission might be detectable (Mersland & Strøm, 2010, 
p.28). The authors outline that due to a lack of rigorous studies on the actual impact of 
microfinance, an idealistic viewpoint still precedes, while only limited evidence of 
effectiveness is presented (Mersland & Strøm, 2010, p. 29). Hermes and Lensink (2011) 
argue in this regard that it is important, yet cumbersome to measure the actual impact of 
microfinance, which turns out to be a complex undertaking (p.878). This is due to the 
multitude of variables influencing the endeavour and the fact that it is virtually impossible to 
compare data sets; the authors argue in favour of a retrospective panel dataset approach, 
where the perceived impact of treatment is evaluated through surveying recipients (p.877-
878).  Mersland & Strøm (2010) reach the conclusion that despite difficulties in measuring 
impact, no drift of mission can be detected; data collected over longer time spans and taking 
into consideration the depth of outreach, does, according to the authors, not hint the existence 
of an ideological dilution (p.30). The complex notion of social and financial performance of 
microfinance institutions can partially be depicted by the implications of the lending 
methodology applied and by prevalent governance mechanisms in place; ownership and legal 
status also play a role (Tchakoute-Tchuigoua, 2010, pp. 436-437). In any case, the 
measurement of interplays between factors poses a complex undertaking, and definite 
answers to the question which impact microfinance has on improving conditions for the poor 
remains partially open.  
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Subsidizing, however, might just as well be seen as potentially problematic. In the line of 
“social benefits beat the cost”, a number of researchers conclude on the fact that indeed 
subsidizing is a favourable means to an end; this might, however, be seen as over-simplistic 
and not capturing the dynamics at work in the industry Armendáriz and Morduch, 2010, p. 
329). Hudon and Traca (2011) argue that a differentiated view on subsidizing is necessary; in 
their study, the authors present evidence for the existence of a positive impact of subsidies; 
this, however, might turn into the opposite, posing a negative effect on efficiency, beyond a 
particular threshold. The right dose hence draws the line between remedy and poison. The 
need to cover transaction cost is an argument often voiced by microfinance institutions; 
indeed, only a marginal number of microfinance providers worldwide can be considered 
independent of subsidies (Hudon & Traca, 2011, p. 966).  
 
Arguments against subsidizing include the classic market economy viewpoint of undercutting 
the market and hence artificially favouring inefficiency (Hudon & Traca, 2011, p. 966), while 
others argue for the case of well-wrought subsidy usage in order to actually increase 
efficiency (Morduch, 2009 pp.17-31), e.g. through trainings (Armendáriz and Morduch, 
2010, pp. 21-22). Under the application of a regression model, Hudon & Traca (2011, pp. 
966-967) argue that indeed limited subsidies have a positive effect on productivity, while 
over-subsidizing produces the oppositional effect and leads to decreasing efficiency of the 
institutions, adding furthermore to the moral considerations outlined before. Hudon & Traca 
(2011) conclude that in order to avoid dependency while at the same time stimulating 
efficiency increase, donors should aim at the creation of “smart subsidies” that enable sector 
development without long-term dependencies (p. 971).  
A nuanced and differentiated view is hence necessary in order to conclude primarily on 
individual levels; the subsidy versus sustainability discussion is relatively complex and a 
general argumentation for or against subsidizing remains potentially indefensible.  
 
While the concept of microfinance as alternative to classic banking and exploitative money 
lenders has received much well-deserved praise as innovative and impactful endeavour, the 
idea behind it is not essentially novel. Molenaar (2008, p. 3) describes the principle existence 
of informal savings- and credit groups worldwide; this is also outlined by Armendáriz and 
Morduch (2010), who exemplify the notion on other forms of cooperative finance in 
developing countries or the savings banks development in the Europe of the 19th century (p. 
81-83). Achieving the instrumentalization of microfinance as a lever to combat poverty in a 
strategic endeavour while simultaneously demystifying banking, however, is a remarkable 
success of the present microfinance endeavours as embodied by institutions such as the 
Grameen bank (Molenaar, 2009, p. 3). Here, the fragility and system-inherent issues of less 
formal initiatives such as credit unions, which typically possess only thin, existing capital 
bases and might face principal-agent-problems particularly as they grow bigger, are 
overcome (Armendáriz and Morduch, 2010, p.87). Microfinance offers a more professional 
and strategic approach to risk pooling and fund management, and also usually brings in 
capital from outside the community (Armendáriz and Morduch, 2010, p.87).  
 
It is hence obvious that despite its pronounced good intentions, microfinance cannot be seen 
as universal remedy to curing poverty. As outlined by Hermes and Lensink (2011, p.), it is 
indeed difficult to prove “rock-solid” impacts of microfinance, while a positive influence is 
still justifiable to be assumed. Another complex matter is the internal set-up and goal 
definition of the lending entities; the question is whether they might aim for sustainability or 
for outreach, and if a trade-off between the ideology and financial sustainability is indeed 
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inevitable. Generally, the legal and economical frameworks in place might not be overlooked, 
which holds true also for cultural aspects. The microfinance sector might furthermore differ 
quite significantly from country to country, which is to be outlined in due course of this 
thesis.  

3.2.2 Microfinance as tool to alleviate poverty and enable social inclusion 

The prime focus of Microfinance in developing countries has been for the alleviation of 
poverty, with a focus on the poor or low income households and those in the rural areas 
(Murdoch, 1999; Zeller and Sharma, 2002; Johnson, 2005). Notable developments occurring 
in Bangladesh through the Grameen Bank, Indonesia through the Bank Rakyat and PRODEM 
in Bolivia in the late 1980s (Zeller and Meyer, 2002, p. 4). The need and demand for access 
to financial services by those considered “unbankable”, has increased with the focus on 
access to credit, saving facilities and insurance (Zeller and Sharma, 2002 p. 25).  
 
Microfinance in developing countries has, as indicated previously, been largely established 
by donor backed NGOs, government, commercial microfinance institutions and village banks 
and they have has some level of autonomy thus been relatively independent from the 
government and its influence (Arun et al., 2009 p. 12; Robinson, 2009). Since microfinance 
in developing countries has been seen in the light of alleviating poverty and financial access 
to those in the rural areas, it can be said that the financial access has been predominantly to 
deal with issues such as food, employment, education, shelter, health, infrastructure, farming 
and other services (Robinson, 2009, p. 52). Service in microfinance has been either through 
centralized formal institutions which are established and governed by laws and formal 
regulations such as banks and Microfinance institutions and partially savings and credit co-
operatives or through decentralized informal arrangements such as ROSCAS and ASCAS 
(Johnson et al., 2005 p. 5).  
 
The predominant approach used in Africa, Latin America and Asia is the group lending 
which involves persons without collateral coming together to form a group in order to obtain 
a loan. This has been the basis of pioneering microfinance models such as Grameen bank, 
“solidarity group” in BancoSol, Bolivia and village banks such as Equity Bank, Kenya 
(Armendáriz and Morduch, 2010 pp. 98-99, Johnson et al., 2005, p. 9). 
 
While microfinance is already an established industry in many developing countries, the 
sector development is far less distinct in Europe as of yet (Jayo et al., 2008, p. 24; Molenaar, 
2009, p. 3). While lately receiving attention on governmental and European levels, with a 
number of projects, initiatives and cooperation forming, the microfinance sector in Europe is 
still relatively young, and institutions providing microfinance are small and possess relatively 
few employees (Jayo et al., 2008, p. 24). The term microfinance often goes connoted with the 
impressive developments in the last decades in developing countries such as Bangladesh; 
participative approaches to organise poor people and increase their collective wealth, 
however, are not essentially new in Europe (Armendáriz and Morduch, 2010, pp. 82-83, 
Molenaar, 2009, pp. 3-4). The rural credit- and savings cooperative movement initiated by 
Friedrich Raiffaisen in the 19th century Germany addressed the matter of social inclusion and 
embedded sustainability through participation (Molenaar, 2009, p. 3). Developing out of 
various endeavours of benevolent assistance to the poor, Raiffeisen founded one of the first 
cooperative lending banks in the 1860s where he was among the first pioneers for the 
systematic development of credit unions in central Europe, whose successors still exist today.  
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The philosophy of Raiffeisen was that independency of the poor was to be achieved; this 
included independence from overcharging moneylenders, but also from politics and even 
from benevolent donors. In line with the German proverb “help yourself, and God will help 
you”, it was Raiffeisen’s belief that only self-attained independence would lead to sustainable 
increase in living conditions; and that what one person alone was incapable of achieving, a 
cooperative union might be able to achieve (Prinz, 2002). His ideas spread to other European 
countries, and institutions in his name are still present today. Despite this remarkable 
developments, however, only to a limited extent have lessons been learned from the early 
developments in order to develop the microfinance sector, as Molenaar (2009, p. 4) argues. 
The financial sector in Europe might be considered well-developed, yet commercialized and 
offers limited flexibility in regard to serving poorer clients;  it excludes a spectrum of 
potentially “risky” clients such as small-scale start-up entrepreneurs and people with 
migration or unemployment background (Jayo et al., 2008). 
 
In the countries of the European Union, a range of comprehensive projects have been started, 
and development funds for the microfinance sector are granted (European Commission, 
2011). Among these is the European Social Fund, which is open for applications from public 
and private organizations (European Commission, 2011). A range of governmental 
endeavours, as for example the microcredit initiative of the German federal government 
(Mikrokreditfonds Deutschland), receive partial funding through the European Social fund 
(DMI, 2011). The European Progress Microfinance Facility, another EU endeavour launched 
in 2010, supports the increase of microcredit availability on country levels and is open to 
individuals with entrepreneurial endeavours, who will be transferred to suitable microcredit 
institutions that can in turn receive support through the Facility (European Commission, 
2011). A range of microcredit networks, such as the EMN - European Microcredit Network, 
aim at supporting endeavours on supranational levels; the EMN is an association of 
microfinance providers from different European countries that aims at promoting the idea in 
Western Europe to enable sector growth for combating unemployment and social exclusion 
(EMN, 2011). Currently, EMN implements the European Commission’s Microcredit 
Development Service as a part of the help desk JASMINE - Joint Action to support 
Microfinance Institutions in Europe (EMN, 2011).  
 
Like in the case of developing nations, it is difficult and not necessarily desirable to come to 
generalizations concerning the structure of microfinance in Europe. Indeed set-ups and 
sector-developments differ largely on individual country levels; this is due to different legal 
and structural frameworks and policies, which poses challenges on European levels 
(Molenaar, 2009, p. 11). Particular differences on more general levels, however, are 
observable between Western and Eastern Europe (Molenaar, 2009, p. 12). Generally it has to 
be stated that the number of specialized MFIs in Europe is relatively small, compared to 
developing countries; the sector development is supported on European Union levels and 
outlined in the Lisbon agenda in order to address social exclusion and enterprise development 
(Jayo et al., 2008, Molenaar, 2009, pp. 8-9). Inclusion of those “by-passed in wealth” is 
therefore a major driver for sector development in the European sphere, particularly in 
Western Europe (Molenaar, 2009, p. 9). 
 
Most non-bank lenders have a limited reach and operate locally (Molenaar, 2009, p. 12, Jayo 
et al., 2008, p. 5). Sector differences are pronounced between the European countries; 
whereas for example Portugal’s microfinance sector is comprised solely of NGOs, Germany 
possesses a legal framework that limits lending to banking or governmental agencies, hence 
requiring different structural set-ups. The UK awards a particular legal status to non-
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governmental lending organizations (Molenaar, 2009, p. 13). In principle, microfinance can 
be provided by a range of institutions, from small NGOs to foundations, government entities 
or credit cooperatives, mainly depending on the legal frameworks and local characteristics of 
the respective country (Molenaar, 2009, p. 13, Jayo et al., 2008, p. 19).  NGOs, nevertheless, 
hold a preceding status on general evaluation (Jayo et al., 2008, p. 18). Overall, the 
pronounced diversity of the sector on European levels has to be outlined (Jayo et al., 2008, 
pp.18-19). Whereas the Western European countries tend to focus on social inclusion and job 
creation, the Eastern European countries attention is more centred on SME support and 
economic development (Jayo et al., 2008, p. 21). This notion does however not necessarily 
possess extensive generalization ability since the focus also depends on individual country 
regulations and frameworks as well as on individual institutions, as outlined before. The 
mission of microfinance in Europe can be summed up as “to support micro-business 
development by providing excluded entrepreneurs with sustainable access to financial 
services” (Jayo et al., 2008, p.21).   
 
Differences on country-level and regions within Europe are distinct; in Western Europe, the 
sector follows a more idealistically driven and governmentally supported path, aiming at 
social inclusion, growth promotion, and employment in line with the Lisbon agenda; 
basically, it aims at creating entrepreneurship where else would be no economic activity 
(Molenaar, 2009, p. 10). The institutions offering microfinance find a niche in the well-
developed financial service markets of the West, which tend to exclude customers that cannot 
provide collaterals or whose monetary requests are too small to be profitable for classic banks 
(Molenaar, 2009, p. 10). Efficiency, however, is an issue of institutions in Western Europe; 
many depend largely on governmental support, hence, they might rather be found on the 
subsidy side of the sustainability-subsidy dilemma mentioned in the previous section.     
 
In Eastern Europe on the contrary, the sector is further developed and has taken a path similar 
to that noticeable in developing countries; that is, a progressing commercialization 
(Molenaar, 2009, p. 12). Indeed, in contrast to western entities, institutions often possess for-
profit status (Molenaar, 2009, p.13, Jayo et al., 2008, p. 11). While efficiency and cost-
coverage are on higher levels in these countries, a compromising of values as depicted in the 
sustainability-subsidy dilemma in the previous section might be present as well. Generally, 
the institutions found in Eastern Europe tend to be bigger and more developed than their 
Western counter parts, which are still in development and often framed in and based on 
longer-term projects such as initiatives of the European social fund and similar endeavours 
(Molenaar, 2009, p. 13, Jayo et al., 2008, p. 6). It has to be mentioned that in contrast to 
many developing countries, where microfinance institutions are already established in the 
market, the European endeavours are taking place on a relatively small scale; in terms of 
numbers, only 15% of institutions surveyed by the European Microfinance Network in 2007 
employed more than 20 people, with a great majority (68%) employing less than five (Jayo, 
2008, p. 25).  
 
Self-sufficiency versus subsidy dependence is another challenging aspect; the latest EMN 
study outlines a notable increase in self-sufficient microfinance providers, pointing out a 
progressing sector development which however also brings the critical aspects of 
commercialization to the fore (Joya et al., 2008, p. 44). Again, it has to be stated that the 
discussion concerning subsidizing versus self-sufficiency has to be reviewed critically and in 
a differentiated way in order not to jump to conclusions. While the commercialization of the 
sector brings the critical aspects mentioned in the previous section to the fore, that is, the 
price for donor independency might indeed be compromising of value and mission, it also 
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might also produce a number of favourable developments. As Galema et al. (2011) outline, 
more efficiently working microfinance institutions can be an attractive portfolio addition for 
investors (p. 514).  
 
Micro-finance institutions in Europe tend to engage in particular customer segments, such as 
youth, migrants, or elderly, they possess a range of common traits; their primary aim is 
business creation and enterprise development, targeting start-up companies as well as existing 
businesses, with pronounced focus on SME support (Joya, 2008; Molenaar 2009, p. 14). 
Dissimilarities to developing nations are also clearly detectable; while group-based lending is 
a success model in many developing nations, particularly those with close-knit communities, 
and this is not the case in Europe, where individual loans are clearly in superior number (Joya 
et al., 2008, pp. 38-41, Molenaar 2009, p. 15). Also, despite particular inclusive focus, 
women remain underrepresented in comparison to numbers reported in developing countries 
(Molenaar 2009, p.15; Joya et al., 2008, p. 28). While in the developing world, group lending 
is a prevalent form, taking advantage of self-selective powers in close-knit societies, this is 
not the case in Europe, where individual loans are more prevalent (more than 90%) and 
collaterals and guarantors signify a certain amount of security offered (Joya et al., 2008, pp. 
38-41). Furthermore, guarantee programs are in place in many European countries and on 
European levels. According to the European Microfinance Network, a great number of loans 
(around 40%) are given out without any security; peer group guarantees are rather rare in 
comparison (Joya et al., 2008, p. 38).  
 
It has to be stated that Microcredit in Europe does not take the grass-root approach it has in 
the developing countries that started the latest movement; despite the fact that the sector is 
very young in Europe, it is provides a range of services beyond monetary implications; this 
might be attributed to the existing legal frameworks and financial institutions which have to 
be accommodated in this context. Hence, the sector did not develop from microcredit to 
microfinance, as has been outlined in the previous section, but took a rather service-based 
approach right from the beginning, while the product range, due to existing legal restrictions, 
is extremely limited in comparison to developing countries (Joya et al., 2008, p. 22). Only a 
small number of institutions focus solely on provision of funds, but offer a range of 
supportive services (Joya et al., 2008, p. 22-23). Differences might be found in the Western 
and Eastern part of Europe; while the East developed more similarly to developing countries’ 
in Asia, Africa and Latin America, that is, the bottom-up approach, the West might be 
regarded as having employed a rather steered top-down approach (Joya et al., 2008, p. 22; 
Moleneaar, 2009). According to the EMN, the sectors of Eastern and Western Europe are 
converging over recent years, potentially attributable to the European Union framework in 
which they operate (Joya et al., 2008, pp. 6-7).   
 
Generally, a range of differences between the microfinance sectors of different countries and 
continents might indeed be attributed to macroeconomic factors (Ahlin, Lin & Maio, 2011, p. 
105). Context and content can therefore be seen as interdependent. The authors argue 
therefore that the performance of microfinance institutes should always be reviewed under 
consideration of their socio-economic surrounding (Ahlin, Lin & Maio, 2011, p.107). This 
important aspect is also stressed by Arun (2005, p. 355). A functioning regulatory framework 
that accommodates country-specific and sector-specific aspects is deemed important for 
overall sector development (Arun, 2005, p. 355). The microfinance sector, in the developing 
as well as the industrialized parts of the world, is regarded as particularly innovative and 
unconventional (Armendáriz and Morduch, 2010; Galema et al., 2011). The institutions tend 
to bring in a range of novel approaches, and as the sector develops, the status quo of the 
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existing financial market is challenged; the perceived newness of the sector and the novelty 
actually added is to be highlighted in the empirical part of this thesis. 
 
It is worth noting that different approaches to Microfinance have adopted in Europe and 
Africa, social inclusion and poverty alleviation respectively. However, the growth and 
adoption of Microfinance has differed in the two continents, this can be attributed to the need 
for Microfinance, regulatory frameworks and economic conditions of the regions.  
 
There also seems to be a different in the innovative approaches taken in both regions which 
will be highlighted whilst looking at how microfinance is approached in Germany as a 
representation of European – industrialized (North/Western) approach to Microfinance and 
Kenya as a representation of the African – developing (South) approach. 

3.3 Overview of the countries: Kenya and Germany  

3.3.1 The German background 

Germany is a federal republic located in central Europe. The country stretches over 357,022 
square kilometres, and has 81,471,834 inhabitants, 91.5% of which possess German 
citizenship; the greatest immigrant group is Turkish, followed by large communities of 
Greek, Italian, Polish, Russian, Serbo-Croatian and Spanish decent (CIA, 2011). State and 
church are separated; religious belief is mainly Christian, with equal measures of Protestants 
and Roman-Catholic (34%), a small population of Muslim faith, and a large proportion of 
unaffiliated or other (28%). Urbanisation is pronounced with 74% of population living in 
cities; generally, living standards can be considered state-of-the-art in both urban and rural 
areas. The federal republic of Germany is comprised of 16 states (CIA, 2011; Blankenship & 
Tinkler, 1993).  
 
Germany was re-united in 1989, after 40 years of East-West separation following the Second 
World War. The country had been divided between the allied powers into four zones of 
occupation after 1945; the British, French and American were integrated to form the federal 
republic of Germany (FRG) in 1949, whereas the Soviet zone became the German democratic 
republic (GDR). During the cold war, interaction of East and West Germany was limited to a 
minimum extent (Blankenship & Tinkler, 1993; CIA 2011; Tenbrock et al., 1966, pp. 42-48). 
Today, Germany is the largest European economy and among the most densely populated 
nations in Europe; the country is part of the European Union and plays a significant economic 
and political role in the confederation (CIA, 2011). Germany is a leading exporter of 
machinery, vehicles, chemicals, and household equipment and possesses a highly skilled 
labour force; the nation faces significant demographic challenges such as decreasing birth 
rates and ageing population which pose pressure on social welfare systems (CIA, 2011; 
Statistisches Bundesamt, 2011). The integration of the eastern German economy furthermore 
proves to be a cumbersome long-term process (CIA, 2011).  
 
Hall and Hall (1990, pp. 22-23) describe Germany as a low-context culture. This might 
explain the perceivable “fact-orientation” of Germans; the structure and detail-level of 
information is crucial, and transparency and objectivity are high-held values. Respect for 
privacy and personal space is granted and expected, which might lead to the perception of 
Germans as being distant and reserved (Blankenship & Tinkler, 1993; Hall and Hall, 1990, 
pp. 38-39). Structure and order are prevailing features of German culture; Hall and Hall 
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(1990, p. 43) describe Germans as very structured, with a preference for sequential timing, 
and compartmentalization of information and activities; the authors outline that despite these 
technicalities, the history of creative arts in Germany is remarkable. This seemingly paradox 
notion of a rich historical and present development in arts, music and poetry in a “fact-based” 
culture is also addressed by Blankenship & Tinkler, who acknowledge the appreciation arts 
and cultural heritage receive in the country (1993, p. 8). Germans might else be regarded as 
very serious; the importance of work is placed highly in society (Hall and Hall, 1990, p. 62). 
Efficiency is deliberately pursued in business matters; frankness, honesty and directness can 
be seen as the major values governing interpersonal relationships (Hall and Hall, 1990, pp. 
62-65).  Laws, rules and regulations might be seen as extremely detailed, prominent, and 
rigorously enforced; Germans can be described as “oriented toward procedures but bending 
over backwards to be fair” (Hall and Hall, 1990, p. 76). While hence not necessarily leaving a 
cordial impression, Germans display their profound preference for logic; as Hall and Hall 
(1990, p. 78) outline, “Whatever Germans do, there is a reason for it”.  
 
National culture often is, however, not homogeneous, but possesses facets and sub-cultures. 
Blankenship & Tinkler (1993) describe national culture as determined by characteristics that 
differentiate a country from its neighbours, including a variety of aspects such as e.g. history, 
education, architecture, family celebrations, traditions, and art. Given the geographic 
diversity as well as recent history, it might be assumed that the German culture is indeed 
heterogeneous. This might affect differences between east and west, north and south, as well 
as demographically coined variations and urban-rural deviations. Blankenship and Tinkler 
(1993, p. 8) outline the relative independency of the federal states; they anchor this in the 
notion that governmental directive is not very pronounced, giving each state a high degree of 
discretionary within the federal frameworks. Culture furthermore is not static, but subject to 
change, and might be influenced and transforming over time (Blankenship & Tinkler, 1993, 
p. 9). Emblematic features and characteristics of nations are hence difficult to determine, and 
care must be taken not to prejudice and generalize (Blankenship & Tinkler, 1993). 
Stereotypical categorizations exist of virtually every country; Blankenship & Tinkler 1993, 
p.9) exemplarily name the Oktoberfest as a well-known “German custom” – whereas, in fact, 
this is a regional endeavour that has limited representative value for other federal states. The 
authors therewith address the topic of non-homogeneity of national cultures; cultural 
differences within nations can indeed be pronounced and root deeply in history and conduct. 
This has to be taken into account when arriving to conclusive statements regarding a national 
culture; national cultures possess rich facets and detailed inherent deviations virtually 
impossible to grasp (Blankenship & Tinkler 1993; Hall, 1981, p. 14; Hall and Hall, 1990; 
Hofstede, 1991, p. 10; Trompenaars, 1997).  
 
Organizational culture is potentially influenced, but not solely determined by national culture. 
Trompenaars & Hampden-Turner (1997, pp. 157-158) determine four basic manifestations of 
organizational culture: the Family, the Eiffel tower, the Guided missile, and the Incubator. 
These describe the characteristics of the relationship of organization and individual; they 
differ in the degree of which orientation is towards people or towards role, and towards 
hierarchy or towards egalitarianism (Trompenaars & Hampden-Turner, 1997, p. 159). While 
pure forms do virtually not exist, there can be country-specific tendencies; Germany can 
hence be found to display an Eiffel tower corporate culture orientation (Trompenaars & 
Hampden-Turner, 1997, p.179). Hereby, task-orientation outflanks people-orientation. 
Systematic planning is of pronounced importance; elaborate hierarchical supervision ensures 
transparency and controllability. Structurally well-wrought, each component works towards 
another; roles are functional, and individuals can be replaced without threat to the system 
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(Trompenaars & Hampden-Turner, 1997, pp.158-159). While this might appear misanthropic 
at first glance, it ensures a pronounced degree of objectivity and might hinder corruption and 
personality cult (Trompenaars & Hampden-Turner, 1997, p. 167). Change is challenging to 
implement, since it requires restructuring, which triggers immense amounts of bureaucratic 
activity such as the rewriting of processes and procedures (Trompenaars & Hampden-Turner, 
1997, p. 169). Unstructured circumstances tend to confuse Eiffel tower employees, which 
might limit flexibility and reactive ability (Trompenaars & Hampden-Turner, 1997, p. 169).  
 
This reflects that Germans generally show preferences to avoid uncertainty (Hofstede, 1997, 
pp. 121-123). Still, a high degree of personal freedom is appreciated, micro-monitoring 
rejected; the Eiffel tower employee is driven by a pronounced feeling of duty, not control. 
Germans in fact score among the highest percentage rates in the category of self-directedness 
at work in Trompenaars & Hampden-Turner’s study (1997, p. 162). Status in the Eiffel tower 
culture is appreciated, but it must be earned; structure and strategy are closely intertwined 
(Trompenaars & Hampden-Turner, 1997, pp. 168-169). Rationality and transparency are key 
values (Trompenaars & Hampden-Turner, 1997, p.167; Hall and Hall, 1990, pp. 62-65). 
Planning and organizing might be seen as “German traits”; they find depiction in the rational, 
planning-focused Eiffel tower culture. This might have earned the Germans their reputations 
as “technicians” – a rather rational and task-centred, not overly cosy corporate cultural 
coinage and cultural context. Germans and German work ethics might hence be seen as “easy 
to admire, yet hard to love”.  

3.3.2 The Kenyan background  

Kenya is an African country situated in the Eastern part of the continent. The country became 
independent from British colonial rule in 1963. It has a total of 580,367 square kilometres 
(CIA, 2011) and is bordered by Ethiopia to the north, South Sudan to the north west, Uganda 
to the west, the  Indian Ocean to the east, Somalia to the Northeast and Tanzania to the south 
(Google, 2011). The capital city is Nairobi and although it previously had eight 
administrative regions namely Coast, Central, Eastern, Nairobi, Rift Valley, Western, Nyanza 
and North Eastern (Sacmeq, 2011) the territory within Kenya has now been divided into 47 
counties (Constitution of Kenya, 2010). Kenya has a population of approximately 40.5 
million people (World Bank Group, 2010) with Ninety eight percent of the population 
comprising forty-two indigenous ethnic groups.  Two percent of the population comprise of 
Arabs, Asians and Europeans (Mwakikagile, 2007). It has Kiswahili as its national language 
and English and Kiswahili as its official languages (Constitution of Kenya, 2010).  
 
In the pre-colonial era, the forty three ethnic communities existed as independent societies 
with their own culture and political system; the traditions, values and cultures of these 
societies are still prevalent (Spear, 1981; Mutua, 2008). These traditions and cultures are still 
seen as a major force in the ethnic communities in Kenya, and to varying extents, many of 
these communities still uphold the values and cultures of their forefathers. This can be seen in 
how Kenyans view decision making, it can be said that decision making is predominantly 
viewed as an inclusive process where everyone must have their say which embodies the 
“baraza” principle of community meetings or council of elders where everyone was invited to 
have their say before a group decision was made. Thus, decision making has to be 
consultative and there are efforts to reach a consensus (Trompenars and Hampden – Turner, 
1997, p. 60) although ultimately the leader can make their own decision. This is characterized 
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by how meetings are conducted at the workplace and Kenyan’s love for long speeches during 
ceremonial functions (Barsby, 2007 p. 42).   
 
Colonialism came with not only a change in the economic and political framework of the 
societies but also a change in the century old African religions and cultures which were 
condemned by the colonialists. These African religions and cultures were replaced with 
Christianity and Western European culture which was perpetuated through the schools and 
churches as a means of control and replacing indigenous value systems (Ntarangwi, p. 221). 
This Westernization leads to the degradation of the African cultures thereby creating new 
cultural loyalties, value systems and consequently subcultures within Kenya (Maloba, 1995). 
In fact, it has been found that tendencies of both individualistic and collectivity have been 
identified within the Kenyan culture although collectivity seems to be more predominant 
(Nyambegera et al., 2000, p. 649).  
 
Having the forty three indigenous ethnic groups within one geographical location known as 
Kenya can be said to be a colonial construct, Mutua Makau (2008) argues that actually a 
majority of African states, Kenya included, are recent creations whose citizenry has “been 
manufactured or invented”. Over the years after colonialism there were various initiatives to 
build the nationalism of Kenyans and give a largely heterogeneous society a common 
identity. Some of the post-colonial initiatives that can be said to have had a major influence 
on what can be termed as Kenyan culture were seen as for example, nation building  which 
“required that men of vision and men of public affairs be at the helm to define immediate and 
finite ends and to devise the means to those ends.” (Ochieng, 1995 p. 91).  A particular 
movement known as “harambee” (meaning “let us pull together”) emerged; the spirit of 
Harambee symbolized the attitude and effort of the people in helping to build and strengthen 
their nation by not waiting for the government to try to solve an issue but rather for the 
people to help themselves and their neighbours in bettering their lives (Hughes, 1971 and 
Maxon, 1995). Harambee continues to be a philosophy prevalent in Kenya and can be said to 
have been founded on the already existing communalism and collectiveness of the 
communities.  
 
Familial and tribal relationships in Kenya are deemed very important and in fact most people 
in Kenya identify more with these affiliations rather than with the nation. Loyalty to the 
group is expected in all realms of one’s life, for example politics in Kenya is still determined 
not on ideological considerations but on the tribe of the party or politician (Makau, 2008). 
Further, respect of elders and those in authority is deemed important and this is still embodied 
in the relationships within the family, society and the workplace, which indicates a level of 
ascription in the culture (Trompenars and Hampden – Turner, 1997, p. 106). Also, resources 
within a family must be shared and it is often the case that the community will raise money to 
educate a person and they in turn on obtaining gainful employment will share their income or 
support other members of the community (Hofstede, 2001, p. 229).  
 
The concept of “harambee” can be said to have persisted over the years and a Kenyan culture 
that is a distinct outcome from this is the principle of work hard to in order to realise one’s 
full potential as consistently requested by the President, Mwai Kibaki (State House, 2003-
2011). Kenyans can indeed be said to be very hard working and even to some “aggressive” 
(Mwakukagile, 2007) which can also be attributed to the fact that 46 % of Kenyans live 
below the poverty line (NESC, 2010) and there is no social security system whilst the cost of 
living especially for health care and education are quite high (Barsby, 2007). Trompenars and 
Hampden Turner have also argued that the “assertion for freedom” and fight for human rights 



30 
 

and justice can play a significant role in exhibiting “inner direction” and in their study 
Kenyans seem to have a moderately high belief that they are have a role to play in what 
happens to them (Trompenars and Hampden – Turner, 1997, p. 144, 216) 
 
Other values that can be said to be typically Kenyan are the orientation of time known as 
“African timing” or “Swahili timing” whereby the attitude towards time is relaxed and casual 
and being late is the norm that is seen as acceptable. This has been attributed to various things 
among them operating on the traditional time system of “dawn to dusk to dawn, rather than 
midnight to midday to midnight” as well as the world time system (Barsby, 2007). Another 
value of Kenyans would be to hospitability, sociability and humour which can be attributed to 
the importance of tourism as an economic activity in Kenya and the view that it is important 
to see humour in situations even when times are difficult (Wainaina, 2003).  
 
The search for a true Kenyan National culture has persisted over the years after colonialism 
and the question of whether indeed Kenya does have a homogeneous culture has been 
questioned. For instance Gray et al.  (2008) argues that a singular cultural identity is “still a 
distant dream.” This singular cultural identity has been said to be marred by the various 
political and economic interests of the political class in Kenya (Iraki, 2010 and Makau, 
2008); coupled with the ethnic clashes that occurred in Kenya in 2007 over the disputed 
results of the general elections, land issues and social injustices (Iraki, 2010 and Al Jazeera, 
2011). However, as indicated by Nyambegera et al. (2000) although the Kenyan culture is not 
homogeneous, as it has been shown and shall continue to be advances in this thesis, an 
overall national cultural pattern is discernable in Kenya.  
 
Indeed a Kenyan National culture can be deemed to exist, in fact as Bateson stated as 
advanced by Hofstede (2001, p. 13) “however heterogeneous a nation may be composed, its 
parts interact and thus affect each other.” Furthermore, there are certain historical traditions 
and occurrences, socioeconomic, linguistic, political and educational structures or factors 
(Hofstede, 2001) that are shared by if not all members of the Kenyan population; at least a 
statistical majority that would lead us to conclude that a Kenyan culture actually does exist.  
 
It can be argued that the study of African culture in the management context has largely been 
ignored and little can be said to have been written. Most of the culture models that have been 
developed have either taken a predominantly Western perspectives (Nyambegera et al., 2000; 
Gray et al., 2008) and at times an Eastern/Asian perspective (Bond, 1996) but has barely 
touched on African perspectives or when referred to clumped up in regional clusters 
(Hofstede, 2001). This very reason has enabled us to see a gap in literature and seek to 
understand culture in not only a Western context but also an African context.  

3.4 The understanding of culture  

While developing our understanding of culture and in this case national culture, we analyzed 
the various seminal works and the arguments that were advanced. It is evident that the 
constructs of the understanding of culture by the various authors is largely based on the 
context in which they are conducting their research. For example for, Hofstede and Schwartz 
it was predominantly in dealing with national cultures from an organizational perspective as 
compared to House et al. who conducted their investigations by considering not only 
organizations but also the Leadership aspects.  
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Therefore, in reflecting on what the meaning of culture is we adopted an understanding that; 
  
Culture is the patterns of thinking and behaviour in use and espoused by people in a group or 

particular society that is modelled around their shared values, beliefs, symbols and practices 

that distinguishes them from other groups of people and societies (Kluckhohn, 1951; Kroeber 
and Parsons, 1958; Argyris and Schön, 1974; Schwartz, 1999; Hofstede, 1997).   
 
This definition of culture will dictate how we approach the research and how we investigate 
the national cultures in question, that is, Germany and Kenya in relation to innovation in the 
Microfinance Sector of both countries. 

4 Facilitating Model Development 

This chapter depicts the development of a cultural model from a combined African-European 
perspective. It takes into account the works of renowned authors in the field of culture and 
aims to facilitate the understanding of national culture and how it might influence 
innovativeness.  

4.1 Introduction  

In developing the cultural model dimensions we took into consideration the seminal works of  
Hofstede (1997, 2001), Schwartz (1999, 2006), House et al. (2004), Trompenaars and 
Hampden-Turner (1997), Hall (1976,1990) and Hofstede & Bond (1988). A dimension being 
the aspect of a culture that can be measured in relation to other cultures (Hofstede, 1997). In 
developing the model to be used in this thesis, the following issues were kept in mind. Firstly, 
there has been ongoing criticism of the existing cultural dimensions developed; specifically 
on the scarcity of the number of dimensions and especially on the challenges faced by the 
dimensions developed by Hofstede (McSweeney, 2002; House et al., 2004). Secondly, 
cultural dimensions have been developed depending on the bias of the researcher, that is, the 
area being investigated by the researcher and thus the same dimensions have at times been 
used to investigate different things. For example, the tradition vis-a-vis secular rational 
dimensions were adopted by Inglehart (Inglehart and Baker, 2000) but mainly referred to 
religion whereas the same dimensions were adopted by Schwartz but were more loosely 
based on the society generally (Schwartz, 2006). Therefore the dimension we develop will 
see to address the challenges of the Hofstede dimensions by enriching his dimensions with 
other dimensions developed by authors in culture and taking into consideration the suitability 
of the model in relation to the context of innovation in the Microfinance Sector. It is also 
aimed to address the fact that most research in the area of culture has been done from a 
European or other singular perspective. To address this, we aim to combine an African and 
European perspective, feeling the need to review culture through this potentially slightly 
more faceted lens. We hope therewith to make a small contribution that might shed a slightly 
different light on the seminal works present in the research area.  

4.2 Ambiguity Disposition  

This first dimension is the degree to which a national culture can tolerate levels of ambiguity 
and the need to seek feedback from their environment; it is based mainly on Hofstede’s 

Uncertainty avoidance and House et al.’s Uncertainty Avoidance.  
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The concept of uncertainty avoidance in national cultures was developed by Hofstede 
although it had previously been widely discussed in the natural and social sciences literature 
(House et al., 2004, Hofstede, 2001). The term uncertainty avoidance has been described as 
“the extent to which members of collectives seek orderliness, consistency, structure, 
formalized procedures and laws to cover their daily lives” (House et al., 2004, p. 603). 
Hofstede (2001) describes the concept of uncertainty avoidance, which, based on data from 
his IBM studies, depicts such national culture-related differences in ambiguity disposition 
(pp. 145-181). Hofstede (2001) argues that this dimension does not consider uncertainty in 
itself but rather how people or a culture deals or copes with the uncertainty that occurs in 
their daily lives such as technology, law and religion. Also, it can be said that it is how people 
reduce the anxiety or stress of the uncertainties or unknown situations in life. It was found 
that national cultures with strong uncertainty avoidance tend to avoid as much as possible 
ambiguous situations and therefore develop mechanisms that ensure that there is structure in 
their organizations, institutions and relationships this ensuring that situations are clearly 
predictable and interpretable for example bureaucracy; persons in these cultures tend to seem 
emotional, busy, active, fidgety and aggressive (Hofstede, 1997, 2001). On the contrary, 
weak uncertainty avoidance cultures tend to have low sense of urgency and anxiety and the 
people are seen to be more easy-going, indolent, quiet, controlled and lazy (Hofstede, 1997, 
2001).  Hofstede (1997, 2001) clearly distinguishes uncertainty avoidance from risk in that 
uncertainty avoidance and risk both elicit different feelings and are directed towards different 
objects. Whilst uncertainty avoidance induces anxiety on what is unknown, that is, anything 
can happen that is unknown; risk is about probabilities and it induces fear, risk can be 
anticipated and even at times known.  
 
This dimension was enhanced by that developed by House et al. (2004) that looked at 
uncertainty avoidance in terms of feedback seeking. Uncertainty avoiding cultures have been 
said to seek more feedback from their environment and search for information through 
inquiry or monitoring (Ashford and Cummings, 1985). Whereas, cultures low on the 
uncertainty avoidance tend to moderate their feed-back seeking behaviours and have 
tolerance for ambiguity (House et al., 2004, p.604). House et al. also recognise the role of 
this dimension in introduction of innovation activities in organisations and they put forward 
the argument by Dimaggio and Powell (1983) that “in conventional organisations, innovation 
is frequently difficult to develop because employees usually want to hold to established 
procedures on which past organisational legitimacy has been based.” 
 
A nation’s or individual’s disposition towards ambiguity can be considered relevant for 
innovative ability; innovation means impeding virgin territory, which poses a great deal of 
uncertainty that can introduce unanticipated changes (Venkataraman et al., 1993).  

4.3 Autonomy and Communitarianism  

The second dimension is the societal ties and relationship one has with others; focusing on 
individual vs. the group and Individual goal pursuit. It is based on Hofstede’s Individualism 

vs. Collectivism; House et al. Individualism and Collectivism; Trompenaars and Hampden-

Turner’s Group and the Individual and Schwartz’ Autonomy vs. Embeddedness. 

 
The cultural characteristics discussed in this dimension have evoked numerous debates, 
analyses and criticisms, both theoretically and empirically in literature. This might be due to 



33 
 

the notion that the notion seems to have far reaching implications in economic, social and 
organisational constructs (House et al., 2004). Hofstede (1980, p. 51) defines Individualism 
as pertaining to societies where the ties between the individuals are loose and everyone is 
expected to look out for themselves or his/her immediate family; as opposed to Collectivism, 
where people in the society are not only integrated into strong cohesive in-groups, but also 
one is expected to continue to protect these in-groups throughout one’s lifetime with the 
exchange for unquestioning loyalty. Hofstede (1997) looks at the individualist pole in terms 
of personal time, freedom and challenge whereas the collectivist pole is composed of 
training, physical conditions and use of skills. Parsons and Shils (1951) take the view that 
individualism is the “prime orientation to the self” whereas communitarianism would be the 
“prime orientation to common goals and objectives.”  
 
The dimension as envisaged by Hofstede has received numerous criticisms on account of 
reliability, validity, generalizability and robustness (Schwartz, 1994; Smith and Schwartz, 
1997) this has led Schwartz to introduce the dimensions of autonomy which relate to 
intellectual and affective autonomy and embeddedness. Where autonomous cultures were 
those where the members were viewed as autonomous or bounded entities that ought to 
cultivate their own preferences, feelings, ideas and abilities and discover their uniqueness. 
Further, he argued that there was a difference between intellectual and affective autonomy 
whereby intellectual autonomy encouraged individuals to pursue their own ideas and 
independent intellectual directions through curiosity and broadmindedness whilst affective 
autonomy encouraged individuals to pursue positive experiences for themselves through 
pleasure, exciting and/or varied life. Conversely, embeddedness of a culture viewed entities 
“embedded in the collectivity” where the meaning of life was derived from the social 
relationships and identification with the group, participating in a shared way of life and 
striving towards the same shared goals (Schwartz, 2006, p. 140). 
 
The dimension on Hofstede was criticised on account of its heavy reliance on work-related 
aspects and also whether this dimension distinguished between individuals and societies 
(Triandis, 1995). Some of these shortcomings motivated the authors to enrich the various 
dimensions to develop a model that would try to incorporate the vital aspect that would best 
be used within this cultural dimension, to investigate on its influences on innovation. Further, 
the aspects that have been traditionally envisioned for the individualism and of collectivism 
have been closely associated with characteristics of a modernising society or connotations of 
politics, precisely “failure of the communist experiment” respectively (Trompenaars and 
Hampden-Turner, 1997, p. 52). Therefore, the terminologies did not seem suitable for the 
dimension, which led to adopting the term communitarianism from the definition offered by 
Parsons and Shils and the term autonomy as put forward by Schwartz.   

4.4 Authority and Sway   

The third dimension indicates the unequal power relations and hierarchies existent in a 
society, coupled with the extent of acceptance and legitimization present within the society or 
culture for this inequality. It is based on Hofstede’s Power Distance and Schwartz’s 

Hierarchy and Egalitarianism.  

   
In studying national culture, Inkeles and Levineson (1969) identified the aspect of relation to 
authority as one of the common basic world problems that has consequence for the 
functioning of societies, groups of societies and individuals within these groups. This 
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dimension draws from the dimensions Power distance as envisioned by Hofstede (1997, 
2001) and House et al. (2004) together with the dimension of Hierarchy/Egalitarianism as 
advanced by Schwartz (2006). This dimension has been associated with inequality and is 
defined as the extent to which one determines or directs the behaviour of another person, 
thereby creating an imbalance between the two where one has more power over the other and 
this disparity in power and the authority wielded is endorsed and accepted by the persons and 
the community in which they live (Mulder, 1977, p.90; Hofstede, 2001; House et al., 2004). 
Power distance has been closely related to social inequality because it is used to depict 
hierarchies and aspects of monolithism versus pluralism; monolithism meaning power is held 
by few people, and pluralism indicating that competition between groups and leaders is 
encouraged (Gasse, 1976, p. 6; Hofstede, 2001, p.84). Also, where there is dominance 
behaviour and the power is distributed unequally and usually in the extents of wealth, 
prestige and power and where the “less powerful members of institutions and organizations 
within a country expect and accept that power is distributed unequally” (Hofstede, 2001, 
p.75; 1997, p.29).  
 
Schwartz (1999, 2006) examines the dimensions of hierarchy and egalitarianism which also 
consider the aspects of equality amongst human beings whereby egalitarianism seeks to have 
people recognise each other as moral equals sharing the basic interest as human beings and 
uphold values such as social justice, equality, responsibility, help and honesty. Whereas, 
hierarchy deals with the unequal distribution of power, roles and resources and this is seen as 
legitimate and the obligations and rules attached to these roles are to be complied with, these 
differences in power, roles and resources must be used disproportionately to the social 
benefits generated by such influence (House et al., 2004, p.527). The values associated with 
hierarchy are social power, humility, authority and wealth (Schwartz, 2006, pp.140-141). 
 
The dimension of authority and sway can be deemed to indicate the unequal power relations 
and hierarchy present in a society coupled with the extent of acceptance and legitimization 
present within the society or culture of this inequality or hierarchy. So as to understand the 
dimension further, the authors have undertaken research on the implication of Power distance 
and hierarchy in the society, organisations and the family (Hofstede, 2001; Schwartz, 2006; 
House et al., 2004). This has been done by administering questionnaires to organizations 
(IBM for Hofstede, Globe for House et al.), students and teachers (Schwartz) and individuals 
(House et al.), these studies were conducted predominantly by using qualitative approaches 
of data collection and analysis of the data. In the case of this research, the dimension shall be 
evaluated and tested by information obtained from individuals and organizations; a 
qualitative approach has been adopted as outlined in Chapters 2 and 5. 
 
Authority and sway has been identified as an important element in evaluating the national 
culture in relation to organizations and workplaces (Hofstede, 2001; House et al., 2004; Hall, 
1990) but also for evaluating innovation (Shane et al., 1995, 1994; Dwyer et al., 2005).  
 
Hofstede argues that in high power distance cultures the members accept large distances of 
power among the various levels of hierarchy and in fact the subordinates in these cultures 
accepted artefacts such as ranks, titles and corresponding privileges and status. Further in 
high power distance cultures the subordinates were significantly dependent on their bosses 
and the bosses can decide based on their personal preference or on majority vote without 
consulting or discussing their view (House et al., 2004, p. 529). Furthermore, the hierarchical 
system is based on seniority, social power and humility of subordinates (Schwartz, 2006, p. 
141). Conversely, in cultures with lower power distance, there is the expectation of equal 
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treatment on the basis of self-worth and one’s contribution to the society or organization, 
regardless of one’s status, seniority or age. In these cultures, there is limited dependence on 
the bosses and subordinates can easily approach and also criticise their bosses; furthermore, 
subordinates prefer consultations during decision making (House et al., 2004, p. 529). This is 
coupled with egalitarianism values which emphasize helpfulness, loyalty, honesty, 
responsibility, social justice and equality (Schwartz, 2006, p. 141).   

4.5 Time Perception and Planning 

The fourth dimension is concerned with perception of time as sequential or synchronous; 
time planning horizon (actions influence future - long-term/short term planning) and value 
attributed to time. It has been based on Hofstede and Bond’s Long term – short term 

orientation or the Confucian orientation, House et al.’s Future orientation, Trompenaars and 

Hampden – Turner and Hall’s time perception/ attitude towards time. 

 
Time, as Einstein claimed, is relative. This notion has been seconded by authors in the field 
of cultural research, which outlined that the perception and attitude towards time and 
planning indeed differs amongst nations (Trompenaars and Hampden-Turner, 1997; House et 

al., 2004; Hofstede, 1997, 2001).  
 
Our dimension of time perception and planning was derived from the dimensions Long- vs. 
Short-term orientation (Hofstede, 2001), Confucian orientation (Bond, 1996), Future 
orientation (House et al., 2004), Trompenaar’s time as sequence vs. synchronization (1998) 
and Hall’s monochronic vs. polychronic time (1960, 1976, 1990). Initially, Hofstede had not 
included the dimension of long term vs. short term orientation and this new fifth dimension 
was developed as a consequence of the realization that the dimensions initially developed 
were done so by questionnaires and values based on Western mind-sets. Hofstede indicates 
that “when the surveys were administered, not only Western but also Eastern respondents 
were confronted with Western questions,” which could be attributed to the cultural bias in the 
minds of the researchers (Hofstede, 1997, p. 14, 2001, p. 352). Thus, the new dimension was 
discovered by Bond (1996) after undertaking a Chinese Value Survey that studies the value 
of people using a questionnaire formulated using the “Eastern” or Chinese mind frame.  
 
Long–term orientation can be defined as “the fostering of virtues oriented towards future 
rewards, in particular, perseverance and thrift...” and short term orientation thus being “the 
fostering of virtues related to the past and present, in particular, respect for tradition, 
preservation of ‘face’ and fulfilling social obligations” (Hofstede and Bond, 1988; Hofstede, 
2001, p. 359). This dimension seemed to be based on “items reminiscent of the teachings of 
Confucius” with values such as persistence and thrift to personal stability, ordering and 
observing relationships by status and having a sense of shame for the long term orientation; 
and personal stability and steadiness, respect for tradition, protecting ones “face” and 
reciprocation of gifts, favours and greetings for short term orientation (Hofstede, 2001, 
p.354).  
 
The Globe study also developed their understanding of this time perceptions and planning by 
developing the dimension on future orientation. It would seem that their dimension is 
supported by the argument advanced by Kluckhohn and Strodtbeck (1961), that societies deal 
with the concepts of past, present and future in accordance with their basic value orientations; 
thereby having different orientation depending on whether they were a past oriented society, 



36 
 

present oriented society or future oriented society. They argued that past oriented societies 
used the past to anticipate what lay in the future, whereas present oriented societies resolved 
the current problems without due regard for the implication in the future whilst future 
oriented societies focus their long term implication on past and present actions. This gives a 
clear indication on the Future orientation dimension as developed by the Globe study which 
they have defined as “the extent to which members of the society or an organization believe 
that their current actions will influence their future, focus on investment in their future, 
believe that their future matters, believe in planning for developing their future, and look far 
into the future for assessing the effects of their current actions” (House et al., 2004, p. 285).  
 
Trompenaars and Hampden- Turner (1998) developed a dimension that looked at a different 
aspect of time, that is, in terms of time horizon which relates to “the length of the planning 
horizon” where the time horizon is measured as the average of the time horizon for the past, 
present and future. They developed the concepts of sequences and synchronization, where in 
sequential cultures, time is viewed as “either a series of sequential events occurring at regular 
intervals or as cyclical with repetitive patterns, both of which can be worked out in advance” 
and in synchronized cultures, “time is seen as requiring several activities to be performed in 
parallel” thus being more difficult to plan in advance (Trompenaars and Hampden-Turner, 
1998; House et al., 2004, p.286). 
 
The concept of time as monochronic and polychronic was developed by Hall (1960). This 
perception of time varies from what has been developed by the previous authors because it 
looks at the value a culture will attribute to the literal time. That is, for a monochronic culture 
time is envisioned and being linear and a sense of urgency is created because time is viewed 
as a commodity or resource to be saved, wasted or spent hence the idiom “time is money”, it 
connotes careful planning and scheduling and ‘time management ’ this is typically seen in 
North America and North-Western Europe. Whereas, polychronic cultures view time as 
ongoing, expansive and unlimited thereby the sense of urgency is reduced, interaction is 
valued over time and material things and there is the sense that things will get done at their 
own time (Hall, 1960). 
 
In developing our dimension we were keen to incorporate these various perceptions of time 
and how they are perceived; this is because time perceptions and planning are deemed 
important in analysing not only the organizations approaches to intertemporal choices, that is, 
in this case determining short term versus long term decision making in management for 
resource allocation, exploration of product markets and whether to pursue more innovations 
and experimentations (Laverty, 1996, p. 828; House et al., 2004); but also in determining 
whether a national culture’s attitude in terms  of this dimension would be advantageous to or 
hinder innovation especially in light of the context of Microfinance. The perception of time 
and attitude towards planning might therefore pose a significant effect on innovative ability. 
Innovation is often equated with creativity, yet connoted with spontaneity to develop and 
market a new product, however, includes a tremendous amount of time planning processes 
(Mayfield, 2011). 
 
Further, we believe that in the analysis of the countries chosen for this study, Kenya and 
Germany, this dimension of national culture will be interesting to observe as it will probably 
differ for the two countries and to see whether it is an influencing factor in the nature and 
speed of innovations in the two countries.  
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4.6 Social Behaviour 

This fifth dimension is the relationship of individual with environment: inward-directed or 
outward-directed. It also relates to behaviour and its perception by society and indicates 
whether environment "shapes" or "is shaped". It is based on Trompenaar’s attitude towards 

environment and House et al.’s Humane orientation.  

 
Trompenaars and Hampden-Turner (1997) describe the relationship of individuals and 
organizations towards their environment as basically dichotomous: whether inward-directed 
or outward-directed. An outward-directed person will understand the environment’s forces as 
inevitable and adjust to these circumstances. Smart adjustment, not fierce control, is central to 
outward-directedness; the organization is seen as a part of the environment (pp. 141-142). 
Typically, many Asiatic cultures show a more outward-focused tendency, which also 
manifests in business conduction and customer care that is fundamentally different from the 
typical American or Western European approach. Even critical events are seen as potential 
opportunities; nature’s twists and turns are accepted and accommodated, flexibility is 
pronounced. Trompenaars & Hampden-Turner (1997, p.146) relate to this with the metaphor 
the surf-rider keeping his balance in the waves. Subduing to the environment completely, 
however, might pose the risk of avolition and resignation. Also, differentiating between mere 
acceptance and actual internalization poses a challenge (p.149).  
 
In contrast, an inward-directed cultural coinage, as it is often found in the cultures of Western 
Europe or the USA, will drive the individual to strive for control; the notion of “fate” in these 
cultures is largely neglected, the drive to master surroundings pronounced (pp.142-144). 
These cultures tend to display a mechanistic approach towards their environment; the 
surroundings have to be shaped, chaos to be eliminated; appreciation for quantification is 
pronounced (pp.146-147). The concept of strategy is rooted in inner-directedness; the 
assumption that the environment can be changed by taking well-wrought action underlies the 
notion. Potential lack of compassion, objectification of the environment and limited 
adjustability are amongst the major critique points of inner-directedness (pp.148-151).  
 
The potential conflict between these cultural mindsets is relatively obvious; an inner-directed 
individual might find the outer-directed person guilty of using “cheap excuses”, blaming 
circumstances for personal failure. The same works vice-versa; an inner-directed person 
might appear fierce and ignorant to an outer-directed individual.  The middle ground, were 
intervention is possible without seizing control, where pro-active shaping does not withstand 
flexible adjustment towards outward forces, is indeed not easily reachable (p.147).  
 
This dimension can also be enriched by also looking at the Humane orientation dimension of 
House et al. (1999, 2004) which looks at the relationships of humans amongst each other and 
the extent to which societies or organizations encourage and reward persons for being 
generous, friendly, kind, fair, and altruistic to others.  This would be not only how persons 
interact with their environment externally and internally, but also how they interact with 
people socially and humanely as well. This perspective would be interesting in seeing how 
self-interest, stress, social support, discrimination, personal, psychological and pathological 
problems are dealt with by the society and organisations.  
 
Whether we see ourselves as masters or subordinates of our surrounding might shape how we 
pursue innovation. A more inner-directed culture try to act through control; processes and 
regulations might play a significant role in this culture (Trompenaars and Hampden-Turner, 



38 
 

1997, pp.169-171). Many organizations possess a specified innovation process; this can e.g. 
be required for certain certifications. It is, however, doubtful how innovative the approaches 
generated by a standardized process indeed might be. The same holds true for an overly 
pronounced outer-focused orientation; if nature is seen as what happens and cannot be 
altered, limited action to shape and form, hence innovate and shape can be expected. Further, 
the way people deal with each other socially may have a role to play in how innovation is 
progressed for example in terms of tolerability of mistakes being made (House et al., 2004, p. 
571). Finding the middle ground, however, remains a challenging endeavour.  

4.7 Performance Orientation  

The sixth and final dimension outlines the importance of achievement - pleasure in 
progressive improvement and extent to which a community encourages and rewards 
innovation, high standards and performance improvement. It also contrasts achievement and 
ascription. It is based on House et al.’s Performance Orientation and Trompenaars and 

Hampden – Turner’s Achievement vs. Ascription. 

 
This dimension is identified by House et al. (2004, p. 569) as the “extent to which a 
community encourages and rewards innovation, high standards and performance 
improvement.” This dimension has been analysed in relation to the need for achievement 
where people tend to derive pleasure from progressive improvement in tasks, taking personal 
responsibility for their actions, searching for information of making things better and 
generally innovativeness. (McClelland, 1987, p.228; Trompenaars, Schwartz and Bilksy, 
1987). This dimension has been further enhanced by Trompenaars and Hampden –Turner 
(1997) who, based on the works of Parsons and Shils (1951) developed the dimensions 
achievement and ascription. Where achievement oriented cultures accord status on account of 
the accomplishments of a person, where the person is evaluated on how they perform their 
duties and whether or not they produce results. In contrast with an ascribing culture that 
accords status mainly on the basis of who an individual is. Characteristics such as age, class, 
gender, sex, social and family connections, seniority, alma mater and profession are critical in 
bestowing social status (House et al., 2004, p.242; Trompenaars and Hampden-Turner, 
1997).  

 

Furthermore, the value attached to feedback and evaluation varies in both cultures, for 
achieving cultures feedback and evaluation is important so as to discover what they are doing 
right or wrong and for self-improvement (McClelland, 1961; Schneider and Barsoux, 1997). 
Ascribing cultures on the other hand look down upon the notion of evaluation since they view 
it as an evaluation of who the person is rather than what they are doing (Schneider and 
Barsoux, 1997).  
 
Although the dimension of performance orientation as developed by House et al. (2004) 
introduces valid aspects, it was felt that it lacked some depth in its definition and application 
to the study, therefore it was deemed imperative to enrich the dimensions with Trompenaars 
and Hampden –Turner (1997) related perspectives on achievement and ascription. 
 
This dimension is particularly interesting because it directly impacts not only on the culture 
of a nation but also how this culture can have a direct impact on how organizations and 
business is conducted (Trompenaars and Hampden-Turner, 1997). This can be particularly 
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useful in understanding how innovation and innovators are treated within the organization 
and whether this innovative spirit is fostered or not.  
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Table 1: Summary of the Facilitating Model. 

 

 Main Contributors Definition Description Implication (to Innovation) 

Ambiguity Disposition  Hofstede and House et 

al. 

The degree to which a 

national culture can 

tolerate levels of ambiguity 

and the need to seek 

feedback from their 

environment 

This is how people deal with uncertainty and 

the unknown in life. It is also the degree to 

which people seek feedback from their 

environment through inquiry or monitoring.  

The nature of innovation is to develop or 

apply newness, which implies change, thus 

some level of ambiguity. Therefore the 

disposition to ambiguity is relevant in 

determining how innovative a culture is. 

Autonomy and 

Communitarianism  

Hofstede and Schwartz  The societal ties and 

relationship one has with 

others.  Focus on 

individual vs. the group. 

Individual goal pursuit. 

This is how a person associates with their 

society and the ties to it whether strong or 

loose. It also looks at how the individual 

pursues their personal goals and objectives or 

shared objectives of the group. 

Since innovation is dependent on the 

development of ideas. Autonomy in many 

cases has been seen to enhance innovation, 

however arguments are that in some forms 

of innovation communitarianism could also 

enhance innovation. 

Authority and Sway   Hofstede, House et al. 

and Schwartz 

It indicates the unequal 

power relations and 

hierarchy present in a 

society coupled with the 

extent of acceptance and 

legitimization present 

within the society or 

culture of this inequality or 

hierarchy.  

This dimension looks at extent of inequality 

and to which one determines the behaviour of 

another by creating imbalance between two 

people in terms of power, resources and wealth. 

It touches on issues of social justice, hierarchy, 

distribution of power, equality, responsibility, 

help, loyalty and honesty. 

Innovation in organisations requires a 

certain environment in order to flourish. 

Authority and sway will influence how 

innovation takes place and is approached in 

the organization. The national culture of 

those within the organization comes into 

play. 
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Time Perception and 

Planning 

Hofstede and Bond’s 

Long term – short term 

orientation or the 

Confucian orientation, 

House et al.’s Future 

orientation, 

Trompenaars & 

Hampden – Turner and 

Hall’s time 

perception/attitude. 

Perception of time as 

sequential or synchronous. 

The time planning horizon 

(actions influence future - 

long-term/short term 

planning). Value attributed 

to time.  

The perception of time can be sequential (one 

event follows the other, presupposes planning) 

or synchronous (parallelity of events, more 

flexible planning). The time planning horizon 

relates to the extent to which members of the 

society believe that their current actions will 

influence their future and focus on investment 

in their future, assessing the effects of their 

current actions. Basically long-term/short term 

planning. This dimension also reflects the value 

attributed to time.  

The value attributed to planning is reflected 

in the innovation process. Present and future 

orientation can be seen as influencing the 

agenda of how endeavours are pursued 

(nature and speed). 

Social Behaviour Trompenaar’s attitude 

towards environment; 

House et al.’s Humane 

orientation  

Relationship of individual 

with environment: inward-

directed or outward-

directed. Relates to 

behaviour and its 

perception by society. 

Indicates whether 

environment "shapes" or 

"is shaped". 

Relationship of individuals towards their 

environment: inward-directed (self-controlled, 

in charge) or outward-directed (outward-

controlled, part of environment). It also relates 

to the way individual's behaviour, such as 

altruism or self-interest, are perceived and 

responded to by society. 

The way people deal with each other 

socially may have a role to play in how 

innovation is progressed for example in 

terms of tolerability of mistakes being made 

(which is important for innovative "trial and 

error"). The value attributed to social 

behaviour and whether the environment is 

perceived as "shapable" or "shaping" might 

relate to how innovation is pursued.  

Performance 

Orientation  

Hofstede and Bond’s 

Long term – short term 

orientation or the 

Confucian orientation, 

House et al.’s Future 

orientation, 

Trompenaars & 

Hampden – Turner and 

Hall’s time 

perception/attitude 

Importance of achievement 

- pleasure in progressive 

improvement. Extent to 

which a community 

encourages and rewards 

innovation, high standards 

and performance 

improvement. Contrasts 

achievement and 

ascription.  

This relates to the need for achievement where 

people tend to derive pleasure from progressive 

improvement in tasks, taking personal 

responsibility for their actions, searching for 

information of making things better and 

generally innovativeness. It defines the “extent 

to which a community encourages and rewards 

innovation, high standards and performance 

improvement.” Contrasts achievement and 

ascription.  

Relates to performance and the way 

endeavours to improve the status quo are 

carried out. Directly links to innovation and 

its perceived value and contribution for 

society.  
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5 Methods applied 

This section addresses the methods applied during this study, the preconceptions employed, 
and the grounds for selection of participants and the conduction of transcriptions and 
translations.  

5.1 Introduction  

This Chapter seeks to address the characteristics of the methodology employed in this 
research. It outlines the steps that were undertaken throughout the research process and 
highlights the grounds for considerations and decisions. The methods employed to identify, 
select and contact sources of empirical data are described, and explanations are given in 
regard to transcription and translation of the interviews. The chapter furthermore explains the 
grounds for analysis and concludes with the ethical considerations that were taken into 
account. What has to be outlined is that the approaches to data collection in Kenya and 
Germany partially differ due to the fact that the cultural setting and also the backgrounds of 
both interviewer and interviewees differ. While interview guides were drafted based on the 
mini-research question catalogue developed jointly by both researchers, it was decided early 
on that in order to accommodate different facets and codes of conduct in the countries, the 
respective “cultural expert” would be relatively free in adjusting questions on this common 
base as felt need. Hence, questions in Kenya were partially more extensive in order to 
retrieve the desired information, whereas the German approach was of rather concise, “to-the-
point” nature. These differences in approach do not inhibit comparability of the data set, but 
to the contrary underline the point made before: that it is important to accommodate cultural 
differences and not apply a “one size fits all” approach, and that it is particularly worthwhile 
to review these differences from a combined African-European perspective. The methods 
applied as outlined in the following chapter aim to accommodate this differentiated 
perspective.  

5.2 Research Assumptions  

When we began our deliberations concerning potential thesis topics on Project management 
in Microfinance, we found out that we were looking at things in very different ways; this we 
attributed not only to our different personalities, but to reasons beyond that: our cultural 
coinage. While this posed difficulties at first, we realized that it could in fact pose an 
opportunity to be seized. Since research about culture in project management is limited, we 
found it a chance to add to the existing body of knowledge, under exploitation of one of the 
most prominent characteristics of our cooperation – different cultural heritages and the 
resulting different world views. We found it particularly interesting to look into the concept 
of national culture, the approach to novelty and the integration of culturally foreign concepts. 
Since we felt that we could indeed make a contribution and need not walk the beaten path, we 
decided to integrate a range of aspects that had, to our knowledge at the time, not been 
combined before, that is, relating the concepts of national culture, product innovation, Project 
management and Microfinance. To our knowledge, little has been written about structured 
approaches to innovation in microfinance in regard to cultural matters. We furthermore 
decided to build a model that would incorporate both an African and a European frame of 
reference in viewing cultural aspects. This is a shortcoming we found in existing research on 
culture that we felt needed to be addressed. We assume that we are touching on a variety of 
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matters that have not yet received extensive scientific attention and we hope to be able to 
make a contribution in these regards.   
 
We perceived a range of gaps in existing research; firstly, not much has been written about 
national culture in a Project management context. Secondly, product innovation in 
Microfinance has not received scientific attention, especially in regard to product innovation 
as a Project management endeavour. Thirdly, cultural matters have mainly been described 
from a European perspective in existing literature; a range of texts on culture are written from 
other perspectives; to our knowledge, an African and European perspective have not been 
combined before, which we see as enriching the existing body of knowledge.  

5.3 Research Preconceptions  

We were interested in project management due to our study background. Since one of us had 
been working with service innovation and in finance beforehand, and both of us were 
particularly interested in matters regarding smaller enterprises and in economic development, 
we decided to look at SMEs in the Microfinance sector. Accommodating that we come from 
different countries (Kenya and Germany), we decided to do a country comparison for the 
sector. Due to the nature of our studies, we wanted to research on Project management 
endeavours in the wider context (tools and techniques). An interest in culture developed from 
guest lectures that discussed cultural aspects and our general multi-cultural environment in 
the course, as well as our cooperation - seizing the chance of having different view points 
instead of trying to overcome differences in perception.  

5.4 Data Collection 

Data collection for qualitative research can be collected in various ways such as observation, 
sampling, field notes, un-structured interviews, semi-structured interviews and audio visual 
materials (Padgett, 1988; Creswell, 2009). The data collection steps include, but are not 
limited to, boundary setting for the study, collecting the information using the various means 
and recording the information with the established protocol (Creswell, 2009 pp. 178). In this 
research we opted to use semi-structured interviews, supported by the employment of 
structured interviews and document analysis. Semi-structured interviews are a list of themes 
and questions on the topic one seeks to cover, they allow the interviewee to freely discuss the 
area of questioning and respond as they please with the interviewer taking up interesting 
leads that arise in this discussion. (Bryman and Bell, 2007; Jankowicz, 1991; Saunders et al., 
2009). Generally, the interviewer uses these questions as an interview guide, that is, a list of 
comparatively specific questions. However, they are not compelled to strictly adhere to this 
guide and the interview is usually conducted in a flexible and adaptable manner, thereby 
allowing the interviewer to “following” the interviewee’s replies (Bryman & Bell, 2007, 
Jankowicz, 1991).  The order of questions may also be adjusted or rearranged depending on 
the course the discussion takes allowing for greater flexibility during the interviewing process 
(Bryman & Bell, 2007, p.473).   
 
Semi-structured interviews were predominantly used in this research with structured 
interviews being adopted for some of the respondents according to their specific requests; this 
was the case when interviews could not be done verbally due to time constraints on the 
participant’s side, but had to be conducted via email instead, which was the case thrice. The 
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semi-structured interviews as well as structured interviews are partially supported by the 
analysis of company documents referred by the respondents.  
 
To shed light on the issue of the perception of national culture, it is aimed at supporting this 
empirical data by smaller field interviews with Kenyan and German individuals to derive 
insights in the homogeneity of the respective national culture. This information is collected 
via structured interviews and displayed in a table to enable a concise overview. The 
information was collected via email in Kenya and via Skype interviewing in Germany. This 
is due to the nature of the questions and the cultural context; there was a felt need to conduct 
verbatim interviews in Germany in order to avoid the receipt of potentially overly concise 
answers, which a complex thematic topic such as culture and innovation might trigger in this 
culture if not explained properly. This issue was not seen as problematic in Kenya, where a 
more extensive question catalogue was developed that enabled holistic insights; this, 
however, was felt inappropriate for the German context, where concise expression is held in 
high esteem.  

 

For the main research, an interview guide was developed with the following questions in 
mind “Just what about this thing is puzzling me?” and “What do I need to know in order to 
answer each of the research questions I am interested in?” (Lofland & Lofland, 1995, p. 78; 
Bryman & Bell, 2007, p. 475). In developing the mini research questions, they were reflected 
upon in relation to the main research question, the model adapted for investigating the role of 
national culture and innovation and to ensure that the interview guide encompassed all the 
areas to be addressed.  In selection of the actual questions, the techniques offered by Lofland 
and Lofland (1995) of jotting down the questions that arose during the puzzlement process, 
sorting and ordering of the jottings of both authors in order to develop the interview guide, a 
semi-structured interview question guide was used. The semi-structured interview question 
development guide can be consulted in Appendix 2, and the interview guides in Appendices 3 
and 4.  
 
Saunders et al. (2009, p.321) indicate that interviews can be classified into standardized 
interviews which are interviewer administered questionnaires, and non-standardised 
interviews which are further classified into one-to-one and one-to-many. One-to-one 
interviews involve either face-to-face, telephone or internet and intranet mediated (electronic) 
interviews. Whereas one-to-many involve group or internet and intranet-mediated (electronic) 
group interviews which entail focus groups. For purposes of this research, we conducted one-
to-one telephone and internet-mediated (electronic) interviews and standardized interviews 
administered as surveys. This is because of logistical purposes, the interviewees are in Kenya 
and Germany and the interviewers were unable to travel such distances in order to obtain face 
to face interviews. Therefore, the internet software Skype and telephone was used to conduct 
the interviews with selected participants. Data was recorded by means of audio recording the 
conversation and/or note taking as well (Saunders et al., 2009). The verbal interviews took 
approximately one hour each and were no more than two hours or less than thirty minutes. 
For the structured interviews, the interview guide was sent via email and the response 
received through the same means and follow-up questions were sent via email or were 
conducted through the telephone to clarify and seek more information.  
 
Ten individual interviews with representatives of microfinance providers within the countries 
were conducted (four in Kenya and six in Germany). The findings derived will be analysed 
and applied to the respective theoretical model. Utmost care will be taken to treat the data 
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confidentially and ethically correct. The authors apply a mutual supervision system (four-
eyes-principle) to ensure this.  
 
Further, so as to supplement the interviews conducted document analysis was undertaken; 
this was mainly in cases where the respondents directed us to official company documents for 
more information or to have a better understanding of certain aspects. Although document 
analysis was not done in all cases it was necessary in some of the cases where the interviews 
did not avail sufficient information and where specific referrals were made to these 
documents for more information.  

5.5 Participant selection  

In Germany, the website of the umbrella association DMI was consulted in order to gain an 
overview of the MFIs active in Germany. Those have been researched on individually via 
their respective websites in order to obtain basal information and review suitability (structural 
set-up, size, geographic location). A pre-selection of 20 MFIs from different geographic areas 
was made and the respective institutions approached via email. This relatively high number 
was approached since it was expected that many would not or not positively respond, which 
is understandable since the sector is growing quickly and work-loads are potentially high. 
This first approach resulted in the obtainment of three interview partners. In order to enhance 
this number, a second round of 16 emails was sent out, taking into consideration this time 
also references and recommendations given by interview partners of the first set. Altogether, 
six interviews were conducted within a time-frame of two and a half weeks. Interview 
partners were Managing Directors, Project Managers, and Account Managers. Decision to 
participate was taken without the need for further consultation with superiors, which might be 
attributed to the independency of respondents and the flat hierarchies of the enterprises. 
Provision of proof of the researchers’ authenticity was not required in any case.  
 
In Kenya, the companies were identified from the website www.mixmarket.org, which lists 
the main microfinance institutions in Kenya and their respective contacts. Initially, a sample 
of 5 organizations was selected and due to the difficulty of getting responses an additional 18 
organizations were contacted. Therefore, a total of 23 organizations were contacted including 
the Association of Microfinance Institutions in Kenya. Contact was made using an 
introductory email followed by a telephone call since many emails were not responded to. It 
was necessary to consistently follow up on respondents with telephone calls and there was the 
need for an introductory letter from the University in some cases (See Appendix 1). It was 
important in Kenya to channel the requests through the Chief Executive Officer (CEO) or 
other head of the organization, the Human resource or operations manager. They would then 
direct you to the person to be interviewed. The persons interviewed ranged from a CEO to a 
researcher. Following up was required via telephone and emails in order to obtain responses; 
this took approximately one month.  
 
See Table 2 at the end of the chapter illustrating the Participant’s background.  

5.6 Transcription 

In undertaking transcription for this research the approach taken was based on the arguments 
advanced by Kvale (1996, p. 166) that transcription is the beginning of analysis and that since 
completeness is a fete that cannot be achieved, the researcher should focus on “What is useful 
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transcription for my research purpose?” (Lapadat and Lindsey, 1999, p. 74). Further, we 
believe that our research purpose influenced the way in which we chose to undertake our 
transcription (Lapadat, 2000, Davidson, 2009 p. 42). Since the aim of the thesis is to establish 
the role of national culture in approaching novelty and integrating foreign concepts as 
exemplified by innovative endeavours in the microfinance sector in Kenya and Germany, 
which bases analysis on a facilitating model, it was seen as not critical to undertake an in-
depth conversation analysis of the transcripts. Transcription was viewed as a step in analysis 
and it was more beneficial to draw out the essence of the conversation rather than have a 
verbatim transcription. As put forward by Marshall and Rossman (2006, p. 110), transcribing 
is not a mere technical task, but an endeavour that presupposes judgement and interpretation.  
 
We thus recorded the conversations either using tape recorders or web-based recorders during 
the interviews to capture the contents of the conversation. To supplement the recordings, the 
researchers employed note taking techniques. During the transcription we begun by first 
listening to the interviews in order to reflect on what had been said by the interviewer and 
interviewee. This was followed by step by step listening of the interviews whilst grouping the 
responses according to the questions asked; it should be noted that the interview guide was 
used to aid transcription. As Marshall and Rossman (2006, pp. 110-111) outline, tape 
recordings of conversation bear the risk of not “capturing” visual clues given by the 
respondents during the interview; since no interview for this study was conducted face-to-
face, but via telephonic measures, we assume that this critique is neglectable.  
 
For every question the interviewer asked, a transcription was made on the essence of the 
response, with a summary being done in some instances (for conciseness matters, in cases 
where not all information added to the cause) or rephrasing in other instances (mainly for 
privacy protection matters). Interesting quotes and phrases made by the respondent were 
indicated in verbatim noting exactly where this was to be found in the recording for future 
reference. There were numerous instances where the recordings were played back during the 
transcription in order to understand and clarify what the respondent had said and in other 
instances due to recording quality. This playing back of recordings was crucial in developing 
a thorough and accurate transcription (Braun and Clarke, 2006 p. 88; Marshall and Rossman, 
2006, pp. 110-111); and in reflecting on what the respondent was saying. The interviews 
undertaken in Germany were transcribed first in the original language and then translated into 
English, as shall be discussed in section 5.7. The interviews undertaken in Kenya were 
conducted in English, which is an official language in the country. Once transcription was 
done, the transcripts were reviewed jointly and cross-checked with the recordings and notes 
to ensure that sufficient and accurate detail had been captured in the transcripts (Braun and 
Clarke, 2006, p. 96).  
 
In view of the fact that we are undertaking a thematic analysis, although it has been advanced 
that non-verbal utterances are important for the transcripts (Braun and Clarke, 2006 p. 88), in 
our case we did not include them as we did not see them as relevant in our analysis. This is 
also informed by the fact that the interpretation of linguistic patterns presupposes a 
professional expertise that we do not possess (Marshall and Rossman, 2006, p. 110). 
However, during the transcription we tried to ensure rigour by as far as possible retaining the 
information in a manner that was as “true to its original nature” as was practically possible 
for the purposes of our research; the transcription process was viewed as a step in analysis of 
the data and allowing a further understanding and interpretation of the data (Braun and 
Clarke, 2006, p. 88). 
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5.7 Translations 

Language is an important vehicle of communication and content conveyance and poses 
particular challenges in the case of translations (Hofstede, 2001, pp. 21-23; Marshall and 
Rossman, 2006, p. 110). Frames of reference might be different; expressions are not literally 
translatable due to the perceived inherent meaning and its importance; hence, according to 
Hofstede (2001, p. 22), it is crucial to choose a good translator with insight in both the 
language to be translated in and from. This ensures cultural familiarity, which is important 
since translations have contextual implications beyond verbatim expression and an unsuitable 
translation might cause data to get “lost in translation”; this is because the meaning is filtered 
according to the culturally coined value system possessed by the translator. Back-translations 
are a control mechanism to check translation quality; these are however time-intensive since 
they presuppose checking by another bilingual, comparison to original and discussion of 
unclear matters (Hofstede, 2001, pp. 21-23). Marshall and Rossman, (2006, pp. 111-113) 
discuss the issue of translation from a differentiated view-point; they outline the matter as 
being subtle and complex, and to be approached with care. It can be discussed, although 
controversially, whether it is recommendable to outline the translation act; whether the 
researcher should also be the translator; and whether the translator should be consulted for 
analysis (Marshall and Rossman, 2006, pp. 111-112; Temple and Young, 2004). We have 
taken the decision that due to the potential changes in content and meaning, it is absolutely 
necessary to clearly state whether translation has been undertaken, which is the case in all 
interviews conducted in Germany. Furthermore, we decided that the inclusion of an 
experienced external translator might help to overcome potential bias of the researcher, 
overweighing thereby the potentially positive aspects of self-translating. The translator would 
not be included in the actual analysis process, but would be asked to cross-check and verify 
that the translations were used in the correct context at the end of the study.  
 
Since people are more likely to respond openly in their own language due to familiarity and 
ease, it is recommended to interview in this language, even although this might imply the 
necessity for translation (Marshall and Rossman, 2006, pp. 111-112; Hofstede, 2001, pp. 21-
23; Temple and Young, 2004). Since we are researching on culture and consider language to 
be an important aspect of it, we decided to interview in German, even though respondents 
might have been able to respond in English. Reflecting on one’s personal and cultural values 
was something that we considered virtually impossible in another language (Hofstede, 2001, 
pp. 22-23). Culture can be seen as being embedded in our inner circle of identity, and 
language being a means of expressing personal thoughts and feelings; we hence concluded it 
unfavourable to deprive our research of the potential to gain deeper insights by enforcing the 
use of a foreign language, which not all interview partners might feel comfortable with, and 
which would also omit the “cultural common ground” of interviewer and interviewee; 
therefore, we decided for interviewing in the native language of both interviewee and 
interviewer, and for taking care for well-wrought translations subsequently.  
 
Hence, interviews were conducted in German; they were recorded and taken notes of, and 
subsequently transcribed in the original language, by the interviewer. The translation into 
English was done by another native speaker of German, who possesses a university degree in 
international communication and used to be a professional translator for English and Spanish; 
to ensure validity, those translations were cross-checked by a second native speaker of 
German who works in the quality department of a large multinational company and reports 
directly to an English-speaking superior, hence, uses English for daily professional 
communication purposes. Hence, we decided to opt not for back-translation process, but for 
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the employment of a double-loop checking mechanism through two bilinguals. Moreover, the 
translations and translation-checks were again reviewed by the German research team 
member, compared to the original, and discussed with the translator/controller when matters 
were unclear; which was rarely the case, due to the professionalism of the involved 
translators, and their familiarity with the research topic as well as the verbal expression style 
of the interviewer. Furthermore, the first translator was also asked to review the interview 
recordings in original language in order to check the quality of transcripts.  
 
With this undertaking, we aim on achieving presentation ability and comparability of the data 
sets, although we are aware that due to the different frames of reference in place, objectivity 
and neutrality are neither achievable nor desirable. Still, we aim on presenting material that 
has been checked for validity and possesses significance.  

5.8 Data Analysis  

In regard to data analysis, it should be outlined that the novel way of analysing data via an 
African-European cultural dimension model might indicate interesting starting points for 
future research in the area of culture in project management.  
 
Thematic analysis was used to analyse the data collected in this research. A thematic analysis 
has been defined as “a method for identifying, analysing and reporting patterns (themes) 
within data” (Braun and Clarke, 2006 p. 79). This method was chosen mainly due to the 
advantages it offered in our area of inquiry, since we were analysing various concepts 
(culture; innovation; the interplay of culture and innovation as a project; innovation in 
microfinance); this approach was attractive due to its flexibility and appropriateness in view 
of the researchers being novices in undertaking qualitative research (Braun and Clarke, 
2006). Two different types of thematic analysis approaches were carried out; a theoretical 
approach for the main research and a latent thematic analysis for the culture inquiry.  
 
The theoretical thematic analysis was undertaken since the data collected was to be analysed 
on the basis of an already established theoretical framework developed, in this case the 
facilitating model. In conducting the analysis, a five-step process was derived from the 
phases of thematic analysis as outlined by Braun and Clarke (2006, p. 87). The use of 
Microsoft excel was essential in undertaking the analysis; a visual representation using tables 
was found to be ideal bearing in mind the amount of data to be analysed and that the analysis 
required comparison of two countries, various themes against each other and the data with the 
themes as against the facilitating model. Use of tables enabled the researchers reduce the 
complexity and allow increased ease of analysis. 
 
The first consideration was the transcription as outlined in part 5.6, which was the first step 
towards interacting and scrutiny of the data. Secondly, the main themes to be considered in 
accordance with the research question were identified as the themes to be identified in the 
data. These themes were also derived from the main topics that were covered in the interview 
guide. Thereafter, these themes were used to code the data and identify what was most 
interesting from the data in reference to the main themes identified. This allowed the different 
data sets to be represented together to enable the researchers see a thematic pattern in the data 
from all the respondents. The fourth step entailed reviewing the themes together with the data 
collected that is analysing what the respondents have said regarding the theme and checking 
whether this is relevant or not; this also allowed the identification of repeated patterns of 
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meanings (Braun and Clarke, 2006, p. 84). This was also important in analysing the data from 
the two countries to ensure that none of the components of the data were missing; if they 
were this would prompt follow up questions to be sent to the respondents. Finally, the data 
was analysed by matching it with the culture facilitating model that was developed. In this a 
three dimensional analysis was undertaken with three main themes namely; National culture 
overview, innovation process and product development and Microfinance were analysed 
against the six cultural dimensions identified according to the two countries (See Appendices 
10 and 11). This was then reduced into a narrative in the main report.   
 
For the mini inquiry into culture a latent thematic approach (Braun and Clarke, 2006 p. 84) 
was taken on with the intention of establishing the underlying values, assumptions, ideas and 
perceptions held on national culture and innovation. There was a need to interpret certain 
themes that came up in the data in order to deduce the presence of national culture for 
example symbols, heroes and the work environment conditions. The use of Excel tables was 
used in the analysis as presented in parts 6.2.1 and 6.2.2. The method used for analysis in the 
cultural inquiry followed the same general framework as that identified above. 
 
Figure 2 - Data Analysis: Steps 

 
 

 

Source: own illustration based on the findings of Brown and Clarke (2006).  
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Table 2: Participants Background  
 

 Age  Gender  Occupation  Position Organizational Set-up 

Respondent 1 29 F Multilingual communication 
specialist 

Account Manager Micro-credit Dependent foundation (Ltd.), 2 HQs in Germany, altogether 4 
employees (incl. Superiors) 

Respondent 2 48 F Lawyer Project Management 
Microfinance 

Company alliance of seven Ltd. (risk mitigation). Fluctuating 
number of employees (currently 3).  

Respondent 3 34 M Qualified bank clerk, IT 
specialist 

Consultant 9 employees; Microfinance as a "second business" (only interviewee 
is responsible for microcredit segment). Accredited since 
01/03/2010, no departments in the sense because small company; 
president, director, consultants. 

Respondent 4 33 M   Consultant Founding Consultant and speaker 
of a civil consultancy department; 
manager of a subsidiary granting 
micro-loans.  
 

Microcredit Ltd. company, 2 employees; attached to city civil 
service department 

Respondent 5 53 F Articled clerk Consultant, loan monitoring clerk 4 loan monitoring clerks, 1 secretary, 2 executive directors, one of 
them works as a project manager (7 employees incl. Superiors)  

Respondent 6 42 M Business administrator Managing Director Association of microfinance institutions - no employees in the 
narrower sense 

Respondent 7 27 M Banker Credit Control Officer Hierarchical structure with the Board of Directors, then the CEO and 
previously 3 department heads and department staff below. 
Organizational structure changes have occurred recently. 

Respondent 8 37 M Banker CEO Board of Directors, CEO, 5 Department heads, and 12 branch 
managers other staff below. 12 Branches and 47 site offices that are 
administered by the branches. 

Respondent 9 28 F Researcher Research Analyst  

Respondent 10 41 F Credit Management Credit Operations Manager Board of Directors, CEO, Senior management team and officers 
below. 
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5.9 Ethical Considerations 

The matter of ethics in this research was considered by ensuring that no harm was caused to 
the participants in terms of confidentiality of records and protection of identities 
consideration was taken to negotiate such confidentiality and anonymity with the research 
participants (Bryman and Bell, 2011, p. 129; Padgett, 1998, p. 33-36). As indicated in 
Bryman and Bell (2011, p. 129) the respondents were assured that the information they 
provided would not be used for any non-research purposes. It was also deemed important to 
protect the privacy and anonymity of some of the respondents and utmost care was taken to 
ensure this where this was required. This was because it was specifically requested by some 
of the respondents and in some instances interviews were obtained without specific consent 
from the company itself. Therefore, some of the organization’s names and the respondents 
from these organisations have not been shown in order to avoid identification with the 
respective company; to ensure confidentiality is respected. Although, where the participants 
had no objection and prior consent was given, names of the participant and organization are 
indicated.  

6 Practical Background and Empirical Data Presentation 

This Chapter will provide a comprehensive outlining of the contextual themes in this thesis, 
that is, the Microfinance Sector and the National Cultures of Kenya and Germany as they 
currently are based on the analysis of data and as a result of interviews. The Chapter will also 
present the Empirical findings of the semi-structured interviews conducted.  

6.1.1 Microfinance in Germany  

This section aims on giving a comprehensive overview of the structural set-up and 
evolvement of Microfinance in Germany and is mainly based on online source analyses of 
institutions involved and an interview conducted with Markus Weidner, Managing Director 
of DMI, which can be consulted in Appendix 10. It should be outlined that due to the relative 
newness of the sector, the access to academic research and availability of documents is 
limited; furthermore, the dynamics of a fast developing industry might be best captured 
through instant interaction, which explains this rather practical approach.   
 
The Microfinance sector in Germany is strategically supervised by the umbrella association 
of the German Microfinance institutions - the German Microfinance Institute, DMI 
(“Deutsches Mikrofinanz-Institut”), and by the GLS community bank (“GLS 
Gemeinschaftsbank e.G”). These two institutions form the strategic and executive backbone 
for the network of approximately fifty-five independent regional microfinance institutions 
across the country, and are responsible for the supervision and integration of the federal 
government’s micro-credit fund programme (“Mikrokreditfonds Deutschland”).  
 
The DMI developed out of regional projects supported by the federal employment agency, 
foundations and banks, which aimed on addressing a severe financing gap that came to the 
fore in the fading nineties, where more and more business formations were motivated by 
unemployment or other pressurizing situations, while at the same time the availability of 
capital for small entrepreneurs deteriorated. Subsequent supra-regional cooperation of the 
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individual entities led to the formation of the DMI in 2004 (Mikrokreditfond, 2011; 
Mikrofinanz Deutschland, 2011). More details on the role and structural set-up of the entity 
will be given in the following section.  
 
GLS is a bank with a social and ecological mission. The acronym stands for 
„Gemeinschaftsbank für Leihen und Schenken", translating to "community bank for loans 
and gifts". Transparency and sustainability are key aims of the bank. It focuses its operations 
on cultural, ecological, and social projects to enable innovative solutions for addressing 
present and future societal challenges. GLS started operating in 1974 and is headquartered in 
Bochum, Germany. The bank pencilled the first German micro-credit scheme in 2004 (GLS, 
2011; Mikrofinanz Deutschland, 2011).  
 
DMI and GLS are responsible for the coordination of the German micro-credit funds 
(Mikrokreditfonds Deutschland), which was introduced 2010 and provides 100 Million Euros 
from federal and EU funds to the market. They furthermore coordinate the selection and 
integration of regional MFIs into the network. This happens via regular (thrice p.a.) selection 
rounds. Criteria for institutions to be included in the scheme are mainly transparency and 
sustainability endeavours, combined with a non-profit outlining and social responsibility. The 
selected institutions are responsible for handling customer requests; they are the market 
interface and make the individual financing decision. DMI and GLS support the institutions 
in building expertise. Credits are issued by the GLS bank. This accommodates German 
lending law which requires lending to be handled solely by registered banks and financial 
institutions under fulfilment of certain criteria, which MFIs usually do not comply. The MFIs 
receive a commission for successful contract closures (Mikrokreditfond, 2011; Mikrofinanz 
Deutschland, 2011). It has to be stated that MFIs in Germany can offer solely one financial 
product to date; that is, a micro-credit with fixed terms in regard to terms (36 month without 
grace period) interest rate (8.9%) and amount (maximum 25.000€, usually allocated step-
wise). The interplay of the institutions involved can be depicted as follows:  
 
Figure 3 - Interplay of Microfinance Sector in Germany 

 
 

Source: own illustration based on Deutsches Mikrofinanz Institut (DMI, 2011).  
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As Weidner outlines, the development of the Microfinance sector in Germany started in 
2004, when the DMI was funded. Before this point, there was basically no microfinance “out 
there”; the association was indeed funded by a number of innovative people who were 
convinced that Microfinance was needed in Germany. The funding members were consulting 
organizations focused on small independent enterprises, incorporators and entrepreneurs who 
had realized the necessity for micro-credits in their daily consultancies. Pilot projects started 
in the late 90s, on a very small scale and on regional levels. In order to get serious about this, 
it was felt that a joint, nationwide organization that could act as a strategic unit on country-
levels to do lobbying and obtain capital was needed. Funding members were GLS bank, 
Enigmah Hamburg (“.garage”, annotation), and KIZ Offenbach.  
 
Distinctive structures were set from the very beginning. Microfinance in Germany was a 
visionary endeavour; its founders “thought big”, says Weidner. Strategically well-wrought 
machinery was construed; structures were introduced that were able to accommodate 
handling large volumes of credits - at a time when 12 credits were issued annually. As 
Weidner outlines, standards were set first – no matter how cumbersome and actually 
unnecessary this might have appeared at this stage. He describes that this was regarded as 
“typically German” on European levels, and viewed by others with amusement - “a little bit 
smiled at”: big, formal, correct standards even for small amounts. The system in place today, 
however, which handles many times over the initial volume, has remained almost 
unmodified.  
 
In the setting-up of the sector, Weidner outlines that ideas were not obtained from external 
sources or other countries, but from within the existing network in a bottom-up approach, 
addressing the needs that were perceived. This was also due to the fact that implicit 
consensus existed that it would solely not be possible to copy and implement another 
framework; an approach that would address a complex matter such as finance and fit into an 
elaborate legislative framework such as the German one was needed to be developed 
thoroughly, it could simply not be taken “from the shelve”. Instead, it was scrutinized what 
was needed, and the respective matter subsequently addressed. This approach seems to yield 
favourable results; default rates are constantly low, and the sector is growing at rapid pace.  
 
The DMI, as Weidner describes, is a virtual network organization. The association today has 
55 organizational members nationwide in Germany, which offer micro-credits. 2011 will see 
approximately 5000 credits issued; this depicts an enormous growth, the number tripled in 
comparison to the previous year 2010 (1750 credits) and multiplied in comparison to 2009 
(287 credits). Sturdiness and dedication were necessary to make this development happen; 
Microfinance in Germany, as Weidner describes, was not received with open arms. A number 
of institutions perceived it as interfering with their business. Generally the perception 
prevailed that Microfinance was not needed in Germany. This has changed drastically to date, 
when numbers prove the demand for Microfinance undoubtedly. The movement gained 
momentum in 2010, when the federal government issued the German micro-credit fund 
programme; giving out a security fund off 100.000.000 €, relieving the sector of financial 
straits and enabling significantly higher amounts of credits to be issued.  
 
As Weidner describes further, the microcredit fund in this regard is primarily a safety fund, 
securing organizational default; therefore, the involved bank does not need to anticipate 
credit risk. Due to the German lending law, a bank has to be engaged in all monetary business 
in Germany; only an official financial institution can issue credits. Since there is no exception 
to this rule and MFIs are not classified as banks, they depend largely on the cooperation with 
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the GLS bank. The structural embedding of the fund in the system is three-fold. The credit 
decision and guarantee are on the MFI’s side; GLS issues the credit based on the 
recommendation given. If the credit defaults, GLS can recover the money from the fund. The 
funds in turn will incur the money from the MFI. Yet there is a limit; the money that the fund 
can incur from the MFI cannot exceed 20% of annual liability of the MFI; what is beyond 
that stays on the accounts of the fund. It hence poses a well-wrought security mechanism that 
secures all parties and enables good business conduct. The fund also covers handling fees, 
alleviating pressure from MFIs and customers. The basal underlying logic can also be 
consulted in Depiction 3.  
 
Despite the governmental fund project, the DMI is still an independent association which 
qualifies and certifies its members and assumes responsibility for their qualitative 
development. It possesses a distinctive reporting system to ensure a high quality standard of 
the associated institutions. The DMI is responsible for the certification of MFIs in Germany 
(DMI, 2011). As Markus Weidner outlines, selection criteria hereby are comprised of three 
aspects: firstly, business stability; secondly, organizational quality; thirdly, the selected target 
customer group. Hence, selection is based on a combination of independent rating, quality 
management, and business plan. Generally, the decision making process is a very transparent 
endeavour, undertaken jointly by DMI and GLS. A double-verification principle is in place in 
both organizations, meaning that basically four people are involved in the decision. A scoring 
model is applied, enabling traceability and transparency. Expectations are high and only a 
small proportion of applying institutions become certified (40 out of 600 in the previous two 
years). Once certified, institutions have to give proof of their ongoing excellent practise; a 
prolongation audit is necessary after a certain amount of time (usually one to three years, 
depending on enterprise size) to keep the certification. Organizational performance is 
furthermore monitored via certain numerical measures on monthly levels, and intervention is 
carried out if these values turn “bad”. This mainly affects risk portfolios, which have agreed 
boundary values.  
 
Weindner describes that it is aimed to stimulate a development that will ensure Microfinance 
to be available comprehensively across the country, and prevent the accumulation of 
“competing” organizations (hence, targeting the same customer segment) in one region 
occurs, while other regions (particularly in the East) are still under-served. In cases where 
competitive matters might arise, usually a cooperation model is suggested, as Weidner 
explains. For a workable business, 250-300 credits p.a. are necessary; it is unfavourable for 
institutions to compete in a small market segment such as micro-credits, given that the 
German financial market is well-developed and MFIs serve a smaller target group than for 
example MFIs in developing countries. In the existing framework, competition could 
sabotage the system; cooperation instead is viable.  
 
As Weidner explains and as also comes to the fore in the diverse answers of interview 
participants (see Appendix 9 and 10), the “typical” client for a micro-loan is hard to 
delineate; a varied mix of clients and customer segments exist. In principle, they might be 
clustered in four major groups, says Weidner: the classic entrepreneur who needs start-up 
capital to get a business running but possesses no reserves; young enterprises with liquidity 
straits, which often arise after approximately a year, when investments for business growth 
must be financed. Seasonal businesses’ pre-financing is frequent as well; also sudden 
financial straits, e.g. arising from taxation issues. Generally, business is diverse. Below € 
10.000, personal impressions are sufficient for decision making; above that, the business 
model must be scrutinized more thoroughly. Despite the fact that micro-finance has the 
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ideological aspiration of being an inclusive tool, the customer segment does not merely 
consist of immigrants, women, youth and elderly, but is a “good average” of entrepreneurship 
in Germany. MFIs often serve a particular target group, and there might also be regional 
differences in the customer segment, but that offsets when reviewed on country-level.  
 
Financial sustainability of the sector, as Weidner outlines, is neither to be expected nor to be 
sought; this has ideological implications. In contrast to many developing countries, Germany 
has a well-developed banking and finance sector. Hence, the “viable” banking is already 
covered by banks (that means, business which poses profit margins). Micro-finance is “not 
viable” from a for-profit perspective; if it was, banks would cover it. The logic is simple: 
Microfinance aims on inclusion, it aims to reach a target group that banks do not serve. 
Hence, it can basically never reach full cost coverage; that is perceived as inherently 
impossible and not desirable. It should be acknowledged that there are different models in 
Europe; particularly in Eastern Europe, sustainable MFIs do exist. Those charge, however, 
higher interest rates, partially over 20%; that would be impossible in Germany, were law 
prohibits this as vigorish (excessive interest). Also, as Weidner outlines, the banking sector is 
less developed in these countries; this implies that MFIs fill a significantly different market 
gap there. Since their customer base is broader, it is possible to realize scale effects. 
Basically, those institutions serve another target group due to the fact that the banking sectors 
in many Eastern European countries were less developed when the MFIs took up business in 
the 90s. Hence,  Microfinance in Eastern Europe is more comparable to cooperative banking; 
institutions are not profit-hungry but due to contextual factors, sustainability simply plays a 
significantly different role.  
 
This should be outlined also when comparing the German Microfinance sector to the Kenyan 
Microfinance sector. Comparing these two countries, it should be taken into account that the 
markets and corresponding customer segments are very different. In African countries, 
Weidner says, MFIs often fill the role of actual banks, since the banking sector is far less 
developed. That points out a huge contextual difference to be considered: the banking 
framework. In Germany, were a vast range of banks and financial institutions are established, 
and wealth is comparatively high, microfinance serves a very small and very specific 
segment. In Kenya, a far larger customer segment is being served, and the role of MFIs is a 
different one. The sector has already developed and is now driven by competition, whereas in 
Germany, the sector is young and develops in a comparatively controlled environment.   

6.1.2 Microfinance in Kenya 

Microfinance in Kenya has been in existence since the 1980s and Kenya has been one of the 
fore runners in embracing the concept of Microfinance to cater to the poor, economically 
active poor, low income earners, vulnerable non-poor and rural farmers (Johnson et al., 2005; 
Kithinji, 2002; Wright and Dondo, 2003; Robinson, 2009). The rapid growth of Microfinance 
in Kenya has been attributed to the Financial Sector Reforms that took place in the 1980s 
which sought to facilitate economic reforms in Africa through encouraging savings by 
deregulating the interest rates in the formal banking sector, the aim being “to encourage the 
mobilization of savings and contribute to the maintenance of financial stability…” (Central 
Bank of Kenya, 1988 p. 18); which led to “high and volatile interest rates” (Johnson et al., 
2005 p. 254). The implications of these financial reforms meant that those in the informal 
sectors were further marginalized from formal access to finance. With economic 
liberalizations and reform programs in Kenya in the 1990s there was the emergence of 
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numerous micro-enterprises (Kithinji, 2002) and with this a need to access financial services 
to boost their business. However, it is worthwhile to note that informal and other semi-formal 
means of access to credit were already in use in Kenya such as the Rotating Savings and 
Credit Associations (ROSCAs) and Accumulating Savings and Credit Associations (ASCAs) 
which are predominantly run by women; the Savings and Credit Co-operatives (SACCOs) 
and money lenders (Kithinji, 2002; Buckley, 1997; Owen, 2007).  
 
The establishment of Microfinance institution was initially by church organizations and 
donor aided development non-governmental organizations (NGO) that aimed at taking a 
different approach to combating poverty and enable those who could not access formal banks 
to get credit especially those with low incomes (IEA, 2002; Baydas et al., 1997, Kithinji, 
2002). The sector has experienced exponential grown with the emergence of commercial 
microfinance institutions, conversion of microfinance institutions into banks e.g. K-REP 
Bank and with the “downscaling” of banks or the aggressive taking on of microfinance 
products and services as they started to take cognizance of the potential in the low income 
segment (Johnson et al., 2005; IEA, 2002). 
 
The sector in Kenya is governed by the Microfinance Act, 2006 which regulates licenses and 
supervises the microfinance business in Kenya; it is supported by the Microfinance 
(Categorization of deposit taking Microfinance Institutions) Regulations 2008 and 
Microfinance (deposit taking Microfinance Institutions) Regulations 2008 (Central Bank of 
Kenya, 2011). Other organizations undertaking Microfinance activities are governed under 
the following legislations Non-Governmental Organizations Co-ordination Act, the Building 
Societies Act, the Trustees Act, the Societies Act, the Co-operatives Societies Act, the 
Companies Act, the Banking Act and the Kenya Post Office Savings Bank (KPOSB) Act 
(Omino, 2005). The licensing and overall regulation of the Microfinance Institutions rests 
with the Central Bank of Kenya as stipulated in the Microfinance Act. An industry 
association registered in 1999 known as the Association of Microfinance Institutions of 
Kenya (AMFI) has a membership of 52 microfinance institutions and banks offering 
microfinance to more than 6,500,000 poor and middleclass families in Kenya; with a 
portfolio of over USD $ 310 million (AMFI, 2011). 
 
Microfinance in Kenya has taken various models and with continued innovation in the 
industry new models keep emerging. The Grameen bank model has been adopted by several 
microfinance institutions and group based lending model has been central especially to credit 
access by women (Johnson et al., 2002); the microfinance institutions in Kenya are offering a 
diverse range of financial programmes as products and services covering areas such as school 
fees loans, water loans, housing loans, asset financing and health insurance (Belfrage, 2009). 
The Central Bank of Kenya has encouraged the growth of the sector by licensing more 
deposit taking Microfinance institutions and pursuing policy reforms to further 
innovativeness in the sector through agent banking and credit information models (Ndung’u, 
2011).  
 
With revolutionary technological advancements in Kenya such as the introduction of mobile 
banking (Donner, 2008), popularly referred to as M-PESA (mobile money) microfinance 
institutions have embraced these new technologies to increase their access and efficiency 
enabling them to disburse more loans and raising the levels of repayment (Donner et al., 
2008). The success of Microfinance in Kenya can be attributed to the fact that the institutions 
have ventured to areas where financial access was not envisioned; that is to the rural and 
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remote areas with pioneers such as Financial Service Associations (FSAs) (Johnson et al., 
2005) in K-REP Bank and mobile banks (Coetzee, Kabbucho et al., 2002; Johnson, 2004) 

6.2 The Perception of National Culture  

National culture, as described in the theoretical section of this paper, poses a variety of 
characteristics and values which are shared by the individuals of a particular group, in this 
case, a nation; a notion that Hofstede (1980) refers to as common mindset programming. As 
outlined prior, national cultures might not be homogeneous, but indeed possess a range of 
facets and aspects difficult to depict. In order to build up on the theoretic portrayal drawn 
from literature, we aimed at enhancing theoretical findings with a small practical overview.  

6.2.1 National Culture of Germany  

In order to test the theoretical findings in practical conduct for Germany, we developed a set 
of five broader survey questions with sub-questions to learn about the understanding of 
national culture. These questions aimed at evaluating which fundamental values and 
behaviours were viewed as “typically German”, and whether the respondents could detect 
these in their own conduct; furthermore, it was asked if these values and behaviours were 
regarded as positively or negatively connoted, and why. In the next stage of the interview, 
respondents were asked whether they saw values as comprehensive, hence shared by all 
Germans, or if they suspected regional differences or other differences. The next section 
aimed at highlighting the interviewee’s perception of “innovation”; they were asked to define 
the term. Finally, their perception of national culture’s influence on innovative ability was 
scrutinized. We drew up five question blocks in order to develop a concise and methodical 
framework. From prior experience and own conduct, the German research team member 
suspected that sending questionnaires might not result in exploitable findings; answers would 
likely be overly concise, given that appreciation of time and efficiency are pronounced 
cultural characteristics in Germany. Also, questions were formulated to the point, 
accommodating that German culture values conciseness and clarity. Therefore, it was opted 
to conduct structured interviews with ten different respondents.  
 
The respondents were selected from the circle of acquaintances of the German research team 
member; mostly, they were former colleagues or former fellow students. Interviewees were 
of different age levels (21-57 years) and from different socio-economic backgrounds 
(working class to higher middle class) and originated from different geographic regions. The 
data collection was conducted as follows: firstly, six Germans from each cardinal direction 
were interviewed. Selection criteria hereby was: geographic location (north, south, east, west, 
central-west, central-east) and that respondents had experience in living abroad, hence a 
potentially more differentiated view of their own culture, since they had been subjected to 
other cultural circumstances. The more focused attention on east and west aimed at 
evaluating whether there were still differences perceived between the reunified parts of the 
country.  
 
Secondly, two Germans which had never left their country for a longer period of time were 
interviewed as well; geographic location was no major selection criteria here. Thirdly, to 
validate findings and contrast them with an exterior view, two interviews were conducted 
with non-Germans, which however were German speakers and had had advanced insight into 
German culture. One of those interviewees is a Croatian who has family in Germany; this 
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interviewee spends time in Germany regularly since young age and speaks the language very 
well. The other interviewee is an Austrian who lives closes to the German border, has 
regularly spent time in Germany and naturally also speaks the language as a mother tongue.  
It should be acknowledged at this point that findings have no generalization ability and the 
outreach of this study is strongly limited. In order to come to conclusive findings, the sample 
size needed to be increased largely, and a more rigorous division according to age and socio-
economic indicators would need to be done. This small sample presented here merely serves 
as a “flashlight”, a small insight into the actual cultural practise and perception. Results were 
clustered and are presented in Appendix 7. 
 
It was found that there was no significant difference in perception of cultural values and their 
connotation within the three groups. Frequently noted values were punctuality, sense of duty, 
sense of order, reliability, diligence, exactness, and directness. A tendency to perfectionism 
was also mentioned, as well as the need for control; leaving nothing to fate and indulging in 
elaborate procedures were described as typical behaviours. Germans tend to feel insecure 
when the environment is incontrollable, and show a tendency to nag and complain. One of 
the country-external interviewees described Germans as “hard-working people who don’t 
have much fun”. All Germans ascertained to incorporate these values, at least to a certain 
extent. A differentiation was partially drawn between work life and private life. It seemed 
that the Germans which had left their country and the external interviewees had a slightly 
more reflected and detailed view on the cultural values then the Germans who had never left; 
there were, however, no contradictions notable. Interestingly, only the respondent from the 
southern part of the country mentioned hospitality and cordiality as German values. This will 
be reflected on at a later point.   
 
Generally, the values were in principle positively connoted, with exception of fear and 
complaining; most interviewees however expressed strong concern regarding the limits of 
these values. The opinion was voiced that Germans tend to “over-do it” - and that fanatic 
order, structure and perfectionism might indeed be contra-productive. There was a certain 
ambiguity in regard to the connotation present in all groups. 
 
In regard to cultural homogeneity, it was observable that a multitude of values seemed to be 
shared nation-wide. These were punctuality, sense of order, reliability and diligence. The 
only stand-alone notion was that of the southern German respondent who mentioned 
cordiality and hospitality. Interestingly, other interviewees also mentioned the south as the 
stand-out part of the country, if they saw any regional difference at all; this might coincide 
with the slightly different value system mentioned. The people of the south were described as 
warmer, more sociable and also displaying “German values” even more distinctly. Generally, 
not all interviewees saw inter-country differences. Those who did partially also mentioned 
demographic and socio-economic factors as potentially influential, not merely geographic 
factors. Interestingly, the two country-external interviewees saw drastic inter-country 
geographic differences. Another interesting result was that only one interviewee saw east-
west differences; this participant had actually been socialized in the former GDR. Other 
participants from different regions and age groups did not mention east-west differences at 
all, which is remarkable, taking into consideration that the country has been reunified solely 
for twenty-two years.   
 
The notion of innovation triggered varying results. All participants knew the term, but most 
seemed to hesitate when asked for their personal definition of it. While a range of participants 
gave a relatively elaborate description, the common denominator was that innovation relates 
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to something new. It was also often noted that this could be not only a product, but also a 
process or application; a perceived usefulness, sustainability and value-added was mentioned 
as well. Innovation was furthermore described as incorporating new impulses, visionary 
thoughts, and enabling progress beyond the beaten path.   
 
In regard to linking innovation to the cultural value system, participants often mentioned a 
dichotomous relationship of “being German” and “being innovative”. While the pronounced 
efficiency and diligence of Germans was seen as indicators for yielding results and making 
progress, the German preference for structures and ordered environments was perceived as 
potentially hindering creativity. Interestingly, the respondents of the first group all saw an 
influence of national culture, positive or dichotomous; the respondents of the second group, 
which had not lived in another cultural context, saw almost no influence; and the respondents 
of the third group, which were not German, gave a very elaborate explanation. One of those 
saw too many potential influence factors as to attribute an influence to national culture solely; 
the other one described the observation also made by most members of the first group: that 
being diligent might help progress, but being structured streamlines thinking at the same 
time. This respondent noted that Germans worked very well in international innovation 
networks; as she outlined, “Germans are not the ones who have the idea, but the ones who 
have the capacity to actually get it implemented. If I was to set up an innovation network, I 
would make sure to have a German in it. I would not expect them to come up with the actual 
idea, but with ideas on how to realize it.” 
 
To conclude, it can be assumed that based on the small and non-representative sample 
presented, German culture seems to have a set of shared values. No paramount regional 
differences exist, with exception of a slightly perceivable “southern comfort zone”. Germans 
view their national characteristics critically and are aware of their potential downsides. The 
relationship of “being German” and “being innovative” is reviewed from a dichotomous 
perspective, appreciating hard work in order to make progress, but also seeing the potential 
hindering to creativity in a pronounced structuring of the environment. It should be stated 
again that the sample drawn is not representative due to a number of factors; the small size as 
well as the fact that all respondents were acquainted with the interviewer are solely the most 
prominent ones. We still think that this insight might have been helpful to highlight aspects of 
the relationship of national culture and innovative ability, an aspect rarely raised in literature. 
This section should be regarded as experimental and potentially supportive to understanding, 
but not as actually establishing facts or claiming generalization ability. The answers of 
participants have been compiled in a table that can be consulted in Appendix 7. 

6.2.2 National Culture of Kenya 

So as to have a better understanding of the Kenyan culture a survey was conducted to 
determine whether a Kenyan culture exists and if it does, what Kenyan’s perceived their 
National culture to be. This was informed by the perception that exists in literature of the 
heterogeneity and complexity of Kenyan culture. Therefore, with this in mind that the survey 
was deemed necessary so as to get a better understanding of what indeed the Kenyan culture 
was beyond what literature set it out to be.  
  
A structured interview guide was developed with ten background questions and twenty open 
ended questions. The structured interview was divided into four main parts; background 
questions, general questions about Kenya, questions to capture attitudes towards innovation 
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and work; questions regarding family. The approach used in the interview was to determine 
what Kenyans thought about their country, their jobs, education and relationships with 
family. These questions were developed on the basis that a national culture is reflected by the 
values, behaviours, heroes and symbols espoused by the nationals and the societal norms 
which lead to the development and embedded pattern in the society through institutional and 
social structures determined by the family, political systems, education systems, legislation 
and the economic system (Hofstede, 2001). Such institutions crystalize and form common 
platforms from which a nation views itself and those around it, which can be considered to be 
the practices of the people. The questions asked in the interview can be seen in Appendix 5. 
 
The data was collected using a survey as indicated above which was distributed through 
email and one telephone interview was conducted. The decision to use predominantly a 
survey for this section rather than oral interviews which would have been preferred was due 
to the economic and time constraints of the researcher since the data was being collected in 
Kenya whereas the researcher was based in Sweden. A total of 21 questionnaires were sent 
out and one oral interview conducted with participants chosen on the basis of the general 
demographics of Kenya. The researchers decided to interview middle class citizens, both 
male and female, between the ages of twenty two and fifty five, with a minimum of a 
Bachelor’s degree but in varied professions; for Kenya other aspects such as religion, ethnic 
tribe and race were a consideration in choosing the target group. From the twenty one surveys 
sent out a total of thirteen were received indicating a response rate of sixty two percent.  The 
survey contained the assurance that the responses received would be treated with the highest 
level of confidentiality and they could answer the questions as freely as possible.  
 
Although Hofstede (2001) argues against the study of culture using responses obtained from 
individuals within the culture, we state that indeed this would be the appropriate way of 
studying a culture. The study of the individuals from within a culture, having selected them 
based on a logical and feasible criteria or framework can gives more meaningful outcomes on 
national culture, since such persons are not tethered with organizational practices. This would 
also cure the challenge raised by critics against Hofstede that he generalized findings of a 
complex concept such as national culture based on the study of respondents from one 
organization (McSweeny, 2002; Sivarkumar and Nakata, 2001). Therefore, our approach was 
anchored in that if we chose respondents with varied characteristics with the commonality of 
the class i.e. the middle class, and their responses produced similar results or responses, we 
would deduce these similar responses to be the national culture of the country. 
 
It was found that Kenyans have a strong achievement desire and a need to progress in life in 
whatever they do, this could also be seen in the persons they viewed as their heroes who were 
mainly persons who had accomplished great fetes usually internationally through activism, 
sports or entertainment. This shows a great need for accomplishment and that the society 
rewards those who perform. Kenyans are also inwardly directed but also show some elements 
of having an outward directedness and humane. Many of the respondents highly valued 
freedom, peace and the need for leaders to be visionary, kind, and honest, have integrity and 
be selfless but saw that it is important for one to be visionary and work hard for what one 
wants to achieve. The inward directedness can be seen to be in line with the findings of 
Trompenars and Hampden -Turner (1997) which shows that Kenyans are inwardly directed 
and believe that a person achieves by their own doing. This may also be characterized by the 
admiration of freedom fighters and those who fight for what they believe for. 
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It can also be said that although Kenyans may at times prefer to work individually, they are 
more community oriented and prefer group settings. Nyambegera et al. (2000, p. 649) also 
reached the conclusion that Kenyans espouse both qualities and one or the other was 
preferred depending on the context but that group characteristics were more valued. This was 
also quite apparent not only in the question that was asked in the workplace but also in the 
qualities they look for in a leader where many stressed that communication, understanding 
others and allowing others to participate was deemed important. Further, for a majority of the 
respondents anxiety and stress in their lives was as a result of misunderstanding with family, 
relatives and close persons and due to societal pressures and expectations. This shows that the 
society and community were generally highly relevant to a person and considered as part and 
parcel of a person’s life.  
 
To a certain extent there is some power distance and relative distance between superiors and 
elders and those below them. This could be seen with the recurring need for respect in 
leadership and within the family for example where challenging parents was only appropriate 
once someone became an adult i.e. age 18. Further, most respondents could not openly 
criticize their bosses openly so as not to have them ‘losing face’ hence confront their bosses 
privately; however this would also depend on their boss and whether this action would 
jeopardize their job. On the other hand, Kenyans feel that decision making is a collective 
process that all must participate in even if the single decision will be made by the leader. 
 
Finally it could be said that although Kenyans may seek to reduce uncertainty through laws 
and structures for example many of the respondents deemed laws, rules and regulations 
important, however, there was somewhat an acceptance of a certain level of unpredictability 
and uncertainty in the environment with the view that these laws were changeable with the 
needs of the society and should not inhibit the individuals or be discriminatory. Also, this 
could be deduced by the approach to employment contracts where although many of the 
respondents saw a permanent and pensionable employment as ideal they also saw it as 
important to have an exit clause or a specified time period.  
 
Finally, all the respondents considered Kenyans to be innovative and develop innovations 
that were geared towards improving the standards of living of Kenyans and to seek “workable 
alternative solutions” to deal with the limited resources; examples are solar lamps, mobile 
banking, software and technology innovations. 
  
We have taken into consideration that it would be hardly realistic to determine a concept as 
complex as national culture on the basis of limited surveys sent out. As earlier stated the 
sample drawn is not representative due to the small size of the responses and because all 
respondents were acquainted with the interviewer. However, we believe that some insights of 
a Kenyan culture can be drawn from the responses received and we believe that this insight 
might have been helpful to highlight aspects of homogeneity of Kenyan culture and the 
relationship of national culture and innovative ability, an aspect rarely raised in literature. 
This section should be regarded as experimental and potentially supportive to understanding, 
but not as actually establishing facts or claiming generalization ability. The results are 
presented in Appendix 8. 
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6.3 Empirical Data Presentation 

To accommodate the potentially non-homogeneous cultures of the two countries, it has been 
aimed at collecting data from different geographic regions (Germany) and tribes (Kenya). 
This enables to differentiate which values might be shared; this might be considered national 
culture. A similar approach has been taken by Hofstede (1980) when collecting data from 
IBM subsidiaries in different countries; he, however, dismissed the data that equalled 
(attributing it to corporate culture) and upheld the differing data: those, to him, were the 
indicators of national culture. For the data collection within a country, this approach has been 
reversed; in fact, the differing data were considered attributes of corporate or local culture, 
whereas the corresponding responses might be seen as indicating national culture. The 
sample size, however, is too small to generalize; furthermore, the interviewer’s research skills 
are still in development and it can not be excluded that questions might have been suggestive. 
Hence, the data presented should not be perceived as universally valid, but rather as a 
spotlight to enable practical insights in a young and dynamic sector. This might help to shed 
light on the question how an in principle foreign concept is integrated into a national culture 
(Microfinance in Germany and Project management in Kenya).  

6.3.1 Interviews Germany 

As stated above to accommodate the potentially non-homogeneous culture of the federal 
republic of Germany, it has been aimed at collecting data from different geographic regions 
(North, South, East, West, and Central Germany). The Interviews were basically structured in 
two sections; the first set of questions aimed on learning about the individual interview 
partner and the respective company. Questions concerning age, cultural background, work 
experience, the company structure and Microfinance industry were asked. The essence of this 
data is presented in table 2. It should be noted that for the protection of privacy, interviewees’ 
names have been omitted. The research team is able to clearly trace answers and remarks 
back to each anonymized individual on demand, should queries or doubts arise.  

 
The second set of questions aimed on highlighting the interview partner’s understanding of 
their national culture and the cultural coinage of the organization, their perception of the 
importance of enterprise size for innovative ability, their understanding of the term 
innovation, and the potential influx of national culture on innovation. It was furthermore 
aimed to evaluate whether the Microfinance sector was or was not perceived as innovative in 
the German context and the reasons for this perception. The questions were framed open-
ended and presented in form of semi-structured interviews. The interviewer wanted to enable 
the interviewee to take the lead when this was opportune and hence derive the best possible 
insight in the matter studied. Questions were formulated relatively concisely; this was to 
accommodate the German preference for “matter of fact” approaches (Hall and Hall, 1990, p. 
62).  
 
This second set of questions was comprised of blocks of seven major interest spheres and 
inter-linkages. They were outlined in order to generate knowledge relevant for the anticipated 
analysis. In the following section, the major question blocks are depicted, and the essence of 
respondent’s answers are noted. It has to be noted that the order does not necessarily depict 
the order of questions as they were asked, nor that all questions were asked in the exact same 
manner and detail-level; it is the nature of semi-structured interviews to follow the 
interviewee rather than the outlining (Jankowicz, 1991). However, it was ensured to hear 
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each interviewee’s voice on each of the major spheres, and present the essential findings in 
comprised form in the following section. The transcribed individual interviews can be 
consulted in Appendix 9.  
  
 

Cultural Values  
The first set of questions in the second section aimed at highlighting what was perceived as 
national culture. Questions such as “Which basic values, attitudes and behaviours would you 
describe as 'typically German'? Do you see those in yourself and your working environment? 
Would you consider those values shared nationwide, or are there potential regional 
differences?” were asked.   
 
The answers in this set of questions displayed relative similarity. Typical German values 
mentioned were punctuality, reliability, exactness, correctness, rule-orientation and 
perfectionism. The German preference to “safeguard” came to the fore very prominently. 
Directness and a tendency to display discontentment was mentioned as well. The prevalence 
of structure was named as a potential hinderer to flexibility. Generally, respondents reviewed 
the values critically; while all ascertained to display them as well, at least partially, they 
mentioned a range of potentially negative implications; one interviewee mentioned that 
Germans tended to “see the risk rather than the chance”, while another outlined that the 
German preference for structure might potentially oppose entrepreneurial endeavours. 
Partially, cultural differences according to geographic location were ascertained (east-west 
socialization; north-south differences; other geographic characteristics) while generally 
values were shared. There were no major differences ascertainable in the values named 
according to region; hence they might be concluded “national culture” based on the limited 
foundation this study provides.  
 
 
Cultural coinage and Decision-making structures 
The second set of questions aimed at scrutinizing whether these values were applied in the 
organizational setting, and the general organizational culture. Questions such as “Are these 
German basic values, attitudes and behaviours reflected in the corporate culture, do they have 
an influence on professional and interpersonal relationships? How would you generally 
describe the work atmosphere – what coins the inter-relationships? How are decisions 
made?” were asked.    
 
Interviewees largely agreed that “being German” influences business conduct. Directness and 
exactness were hereby mostly positively connoted; the tendency to structured, bureaucratic 
approaches received less appreciation. One interviewee mentioned that German values enable 
“transparent conduct, which is supportive particularly in credit business”. The enforced 
structural design of the federal micro-credit fund programme, however, was often criticized 
as impractical and triggering exhaustive bureaucratic effort. The working climate was mostly 
described very positively; respectful conduct and flat hierarchies were thereby emphasized. 
While the working climate was described as based on trust, still most interviewees 
ascertained employment of a double-verification principle (four-eyes-principle) in decision 
making.   
 
Company-size and Innovativeness 
The third set of questions aimed at inferring whether enterprise size was perceived to be 
influential to innovation, given that the research was deliberately conducted in MSMEs. 
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Questions such as, “Do you consider the size of an enterprise influential in regards to 
innovative ability, or does that not pose an impact? Would you assume values and ideas more 
likely to be shared in smaller or larger settings? What are the reasons for your opinion?” were 
asked. 
 
In regard to this question, answers were less consistent. While some of the interviewees saw 

small organizations as potentially more innovative due to a lesser degree of bureaucracy, 

others saw no or limited influence of the enterprise size on innovative ability. As one 

interviewee put it, “values can be transported within bigger organizations; innovation spreads 

more in smaller units”. If an influence was perceived, it was such that smaller enterprises 

were more prone to innovate; no interviewee mentioned that bigger enterprises might have an 

advantage here, while some outlined that other factors might indeed be more influential (e.g. 

company age, possession of a shared vision). This perception might, however, partially also 

be attributed to the fact that the Microfinance sector in Germany is comprised solely of very 

small MFIs; a direct comparison within the sector is hence not possible, since all institutions 

are small (less than twenty employees, partially even significantly smaller).  

 
The understanding of Innovation 
The fourth set of questions aimed at finding out which understanding of innovation was there, 
given that it is a highly disputable term. Therefore, questions like “What is your personal 
understanding of the term 'innovation'? Is this term possibly defined in your company? If so, 
how? Please give a short explanation, if feasible via a specific example, to display your 
understanding of a product innovation in the Microfinance sector” were asked.   
 
This question set triggered a multitude of responses. Thereby, only one respondent outlined 
that the term (and aligned process) was officially defined in the company. Generally, it was 
outlined that innovation relates to something new and useful; it could mean a new market, a 
new product, a new process or application area. Openness and the readiness to look “beyond 
the rim of the tea cup” were also mentioned. Furthermore, trust was delineated as a basal 
condition for innovation to take place. Innovation could relate to recombination of existing 
concepts, or further development; in principle, it could happen at smaller or larger scale. 
Value-added was mentioned as a feature innovation should possess. One interviewee 
described innovation as “finding a way to think the unthinkable, to find unconventional 
solutions for unconventional problems”. Generally, responses were manifold and barely 
resembled each other, pointing at the ambiguity of the term; it was outlined that innovation is 
services should be more distinctively reviewed since it differs from innovation in the 
producing industry. In the sector, innovation would be more on the process and application 
side, since the product itself (micro-credit with fixed conditions) is not alterable.  
 
The Origin of ideas and International interlude 
The fifth question set aimed at learning about the generation of ideas in the companies; it was 
furthermore attempted to learn whether there was potentially inspiration drawn from 
developing countries, where the newest development of microfinance originates. Questions 
such as “Can you tell me where inspirations and ideas tend to come from in your company? 
Is a “wealth of ideas” specially promoted (e.g. via reward structures)? Do you regularly 
exchange ideas with other companies, do you engage in any form of networking? If so, how 
can I picture that? Do you also look abroad for ideas on products and processes? If so, in 
which countries, and what informs your choice?” were asked. 
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Generally it was outlined that idea generation takes a rather ad-hoc and unplanned approach 
in the MFIs, which can be well accommodated in the flat hierarchical structures. The 
pronounced and extensive networking abilities in the sector were noted as major contributors 
to idea generation and realization of innovative endeavours. Furthermore, creative thinkers, 
internal know-how and the customer interface were mentioned as sources of ideas. The sector 
shows pronounced tendencies for networking and integrative approaches on regional, 
national and international (European) levels. A range of workshops and regular exchange of 
practises and experiences is fostered. An interviewee mentioned that “exchange and sharing 
are highly valued” within the sector. The importance of the strategic development of the 
sector as a whole, focusing on integration and development instead of competition was 
outlined. Generally, it was outlined that other European practises are seen as potential sources 
of inspiration. There was wide agreement on the fact however that developing countries 
would not pose a source of new ideas since implementation ability was perceived as limited; 
differences in sector development stages, general aim, legal framework and also cultural 
coinage of products and general attitude and mindsets were reasons named hereby. Concepts 
and ideas were seen as more likely to be “exchangeable within Europe since structures are 
more likely to be similar”.  

 
Failure acceptance and applied Product Innovation 
Question set six was more concerned with the practical application of the concept and asked 
questions such as “What would you consider your most important new product of the 
previous two years? Can you outline the process – from idea to market introduction – naming 
the major steps and persons involved? Is a distinct process in place, or is innovation an ad-
hoc endeavour? How does your company deal with „market failure”– how pronounced is the 
acceptance of human error and unsuccessful decisions?”  
 
This section brought to the fore the perceived restrictions of the project framework, which 
limits adaptability of the actual product (the micro-loan which has fixed terms). The sector 
can still be seen as instantly reactive towards environmental needs; innovation happens at the 
spot and can take very specific forms. A range of service products, joint projects and 
company-specific endeavours were named. It showed that the industry, despite its structured 
organization, allows great individual freedom and MFIs seize the chance to “do it their way”. 
Failure is regarded as natural and even posing opportunity; as one participant put it, it can be 
“more helpful to once fail grandiosely than to try on the same levels all the time”. Another 
one outlined that “failure is indeed a great chance – when approached constructively”.The 
entrepreneurial nature of the small MFIs and the pronounced sharing in networks might be 
seen as supportive to a very accepting environment and respective failure culture. In the 
interview samples, the younger organizations showed less frustration concerning sector-
specific restrictions, but also less pronounced innovative endeavours.  
 
Microfinance and Innovativeness 
The last question set aimed at evaluating whether the sector was perceived as innovative and 
asked questions such as “In your perception: do you consider the microfinance sector an 
innovative industry? If so, why and in which regard? Do you see any industry-specific 
challenges and opportunities related to product innovation? Are products in the industry 
rather newly developed (radical innovation), or are existing products further developed 
(incremental innovation)?” 
 
Responses in this section differed and showed a high degree of ambiguity. Generally, the 

sector was regarded rather innovative, which however had to be seen under certain 
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limitations. The basal conditions and limitations of the framework (governmental project with 

fixed product terms) were perceived as limiting innovative ability to a high extent. The “room 

for manoeuvres” was described as limited, the extensiveness of the framework and its 

pressures seen as impractical and unworldly. One interviewee described that while the idea of 

micro-credit was great, the “bureaucracy attached is devastating”. The instrument itself and 

its application ability however were partially, but not always, perceived as innovative. It was 

generally outlined that break-through innovations were rare, while the recombination of 

existing concepts or further development of services were more prominent. As one 

interviewee put it, “compared to the classic banking business, the sector is indeed innovative; 

there are networks, exchange, and motion. Networks are most important for the creation and 

exchange of ideas.” 

 
Generally speaking, the Microfinance sector in Germany is still in a young stage of 
development, but growing rapidly. Innovations are not product innovations in the classic 
sense, since the general features of the micro-credit are clearly defined by the nationwide 
micro-credit fund programme and by the existing legistation, which outline terms, interest 
rate, maximum height and general conditions. There is, however, manoeuvring room in the 
services and applications that surround the product; hence, specialization is possible. A 
pronounced tendency to innovate and develop in networks could be found. A consistent 
definition of the term innovation could not be found. The drawing of inspiration from foreign 
sources was clearly limited to European countries. While heterogeneities in the national 
culture were mentioned by interviewees, the values described showed little heterogeneity, 
possibly pointing at a relative cultural homogeneity.  
 
It can be concluded that due to the sector set-up, it is difficult to draw definite conclusions 
concerning the integration of a culturally foreign concept. Since Microfinance in Germany 
has clearly been largely adapted to the country-specific frameworks, it might not be classified 
anymore as actually culturally foreign; the approach has been shaped to fit the existing 
context before it came in touch with the market on larger scale. However, particular sector-
specific characteristics are visible which point at Microfinance in its original form; that is, the 
bottom-up approach espoused by the individual organizations, which develop innovative 
services and processes to integrate the pre-developed product into their sphere of influence. A 
pronounced cultural coinage, displayed in the strategic sector outlining and sequential timing, 
is perceivable. A cultural predicament of Germans, that is, appreciation of novelty and 
progress with concurrent discomfort and nervousness in regard to ambiguity, might be 
perceivable here.  

6.3.2 Interviews Kenya 

For the Kenyan interviews, three different types of data collection methods were applied 
namely; semi-structured interviews from two of the respondents, structured interviews by 
way of written open ended questions that followed the interview guide used for the semi-
structured interviews and document analysis. Follow up questions were either sent to the 
respondents or a telephone interview was conducted and document analysis conducted to 
clarify and investigate further on issues raised within the interviews. The use of these varied 
methods was based on predominantly the request by the respondents, as a means of getting 
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more information on some areas and ensuring complementarity (Bryman and Bell, 2011 p. 
632).  
 
The Kenyan interviews were also structured in two sections; the first set of questions aimed 
on learning about the individual interview partner and the respective company. Questions 
concerning age, cultural background, work experience and the company structure 
microfinance industry were asked as well. The identities of the respondents in this case have 
been anonymized as indicated above to ensure the privacy and identities have been protected. 
The essence of this data is presented in table 1. 
 
The second set of questions aimed on highlighting the interview partner’s understanding of 
their national culture and whether this cultural coinage played a role in the innovativeness of 
their organization, their understanding of the term innovation, and the processes and 
procedures deemed important in ensuring product innovation in the organization. It was 
furthermore aimed to evaluate whether the microfinance sector was or was not perceived as 
innovative in the Kenyan context, the reasons for this perception and the challenges and 
opportunities in the sector. The questions were framed in an open-ended way and presented 
in form of semi-structured interviews and structured interviews. The interviewer wanted to 
enable the interviewee to take the lead when this was opportune and answer questions freely 
so as to derive the best possible insight in the matter studied. The interviews were drafted in a 
way to draw out discussions from the respondents. 
 
Kenyan Culture  
The first set of questions dealt with the understanding of what Kenyan culture is and what 
makes one a Kenyan. This question was approached by asking the values that Kenyans 
espouse and what the respondents deemed to be the 5 most important things to Kenyans, in 
order to derive what the culture of Kenya is. 
 
The Respondents gave varied responses to their perception of Kenyan culture, however, there 
was a recurring indication that Kenyans view themselves as hardworking, diligent, 
enterprising and with the need to “improve their lives”. It could be inferred from the 
responses that the notion of a common culture was difficult to conceptualize at first and there 
was the necessity of approaching the question by asking about heroes, symbols and values. 
One of the respondents indicated that he was not sure there was a distinct Kenyan culture and 
that “there have been several efforts to build a common Kenyan identity;” thus showing the 
heterogeneity that persists within the nation. National pride was also identified by some of 
the respondents as a value that Kenyans held dearly. Innovation was identified by some of the 
respondents as characteristic of Kenyans and in fact one termed it as "We think outside the 
box." 
 
Product/Service development 
This second set of questions focused on enquiring as to the products that are developed 
within the organization, focusing on the new products and services. 

 

The organizations had a minimum of 5 products on offer to their customers. They were 
mainly focused on loans for business and personal use e.g. school fees loans, health 
insurance, asset financing and agriculture/farming. Most of the organizations seemed to offer 
the same types of products in essence; however, the approached differed depending on the 
vision or core principles of the organisation. That is, for example, where the organization had 
an interest in children, the focus of the products would be towards benefiting the children. 
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Most of the organizations also went beyond the Microfinance aspect of the business and also 
intervened to deal with the social needs of the communities. Some of the important new 
products in the industry were Mobile money transfers, Housing loans and Electricity 
installation credit facilities.  
 
Product development process: from ideas to market. 
This set of questions sought to find out the process of product development from the idea 
stage to when it reached the market; the aim was also to determine what the sources of the 
ideas were and how they were promoted and selected. 

In all the respondent’s organizations the ideas for new products were obtained from the 
customers. In some instances it was through customer forums held between members of staff 
of the organization and the customer. “Needs are identified through customer forums where 
customers are brought together to meet the senior management team and to share the 
concerns and give feedback catered by the institution.”  In others it was through the social 
workers or business development officers working with the customers in the field. In all but 
one organization the ideas were developed through a product development team comprising 
of staff members from different departments. The other organization engaged a consulting 
company to develop the ideas obtained into a viable product with a member of the 
organization working in collaboration with the company. The product was usually developed 
for a period of between 2 months and 7 months for majority of the organizations from idea 
inception to launch of the product. “Time from inception to launch ranges some are able to 
move quickly…. But on average it takes 3 months at least or a bit longer because of the 
piloting phase…” There was a feedback and trial and error/piloting approaches with 
customers to ensure the products met their expectations during and after launch of the 
product. It could be inferred that there was a product development process in place although 
it was not clear whether this was written. In one of the organizations final approval of the 
CEO was required before the product was launched. One of the respondents also indicated 
that product development was put on hold due to economic and political uncertainties. 
“Currently new products have been put on hold due to economic turbulence and impending 
general election” 
 
Organizational structure and decision making  
This set of questions focuses on the organizational structure of the microfinance institutions 
and how decisions are made. Focus has been placed on the outlook towards failures and 
incorrect decisions made in products/services. 

Majority of the respondents indicated that theirs was a hierarchical structure with a Board, 
CEO and other staff below. One of the respondents indicated that decisions were made  in 
teams and by the CEO; whilst another respondent said that decisions were mainly made by 
the department head and only in critical matters were decisions made by the business council 
together with the managing director.  Two respondents outlined how failure is perceived in 
the organization; which is that when it occurred it was seen as a work in progress or 
abandoned and there were no consequences to failures which were viewed as learning 
opportunities. “There were no failures as such in developing the product because they were 
based on the existing problems. The products were work in progress and they keep being 
revised. Once the problem was identified it was about dealing with the problem and how it 
would be tackled and so the product would keep evolving and keep changing.” 
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Innovation definition 
This part focuses on innovation and seeks to find out what the organisation defines 
innovation as or what the individual perceives innovation to be. 

 

None of the organizations had a specific definition of innovation. However, the respondents 
gave their understanding of what innovation is. Majority of the respondents viewed 
innovation as introducing something new, some indicated that it could be new, better and 
efficient ways of doing business and all focused on processes and/or development or 
innovation in products and services. One respondent stated that “the organisation has not 
coined a definition of what innovation is but conventionally it is understood as the process of 
coming up with a new better and efficient ways of doing business for the benefit of the 
institution (efficiency) and easier for customers to access.” The effort of innovation is seen by 
all to be customer centric and should entail a change process to either meet a customer need 
or to elevate the business. 
 
Innovation and National Culture in Microfinance 
This part deals with three main issues namely, the innovativeness of the microfinance sector, 
the role national culture has on this innovativeness and whether the industry is keen on 
sharing of ideas. 

 

All respondents but one viewed the Microfinance sector as being innovative due to the 
pressure of competition from banks and foreign MFIs and technological advancements. 
Majority of the respondents viewed the sector’s innovativeness as being characterised by the 
development in new products and services - “Products coming up in the market is a clear 
indication of a lot of innovation going through”, the shifts within the sector such as the move 
of MFIs into Micro banking, move into being deposit taking microfinance institutions and the 
development of the agency model. 
 
Regarding the role of national culture one of the respondents rightly pointed out that “Culture 
determines how microfinance is run because it is a social model.”  One of the respondents 
indicated that the hardworking nature, innovativeness and need to better one’s life is the 
Kenyan culture that influenced innovation in Microfinance. Two of the respondents indicated 
that education and literacy levels of the people in Kenya are critical in making the sector 
innovative. Another attribute of Kenyans that made microfinance innovative was the 
communal and collective model exists and there is respect for group cohesiveness. However, 
one respondent indicated that there was no formal sharing of ideas between the MFIs. 
 
Challenges and opportunities in product/service innovation 
The final set of questions seeks to identify what challenges or opportunities are present in the 
Microfinance sector in regards to product and service innovation. 

 

Varied responses were given to this question. Some of the responses to the challenges 
include; that Microfinance struggle to remain sustainable and affordable due to the expenses 
incurred e.g. on labour, the laws have not set a base lending rate for MFIs therefore some 
could take advantage of the poor, further there was stiff competition from the banks and the 
laws did not regulate this. Also, the persons targeted by the MFIS were price sensitive and 
there was the challenge of high default rates on loans. Opportunities were identified as; still a 
huge populace that still had no access to microfinance, increase in stable incomes and 
expanding national markets.  
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7 Analysis: Model Application 

This section aims to outline in more detail the data depicted in Appendix 10; it gives an in-
depth analysis of the findings derived from the data with the application to the facilitating 
model. This has also been presented in Appendix 11.  

7.1 Application of Model to Findings 

This chapter attempts to compare the empirical findings as retrieved from the interviews to 
the theoretical model built in chapter 4 and consequently analyse the data. We therewith aim 
to test the relevance of both the developed model and the interviews conducted in order to 
shed light particularly on our primary research aim: that is, how national culture might 
influence approaches to innovation. The chapter is sectioned in accordance to the model 
dimensions; the characteristics found in Kenya and Germany in this regard are outlined for 
each dimension, and a final paragraph sums up the most relevant differences and similarities 
at the end of each section. The final section will be a comparison that gives an overview of 
the most relevant findings and furthermore delves into the secondary research aim, that is, 
how culturally foreign concepts (exemplified on Project management in Kenya and 
Microfinance in Germany) are integrated into the respective host culture.  

7.1.1 Ambiguity Disposition  

This dimension refers to the degree to which levels of ambiguity are tolerable and the need to 
seek feedback from environment is distinct.  
 
Our findings demonstrate that Germany indeed shows a comparatively lower tolerance to 
ambiguity. German MFIs are largely restricted in their actual product development, since the 
core of the micro-loan product offered has pre-defined terms which apply to the whole 
industry and can not be altered; this reflects comparatively low ambiguity acceptance and 
depicts a pronounced top-down approach. Within the defined framework however, individual 
freedom to develop services and applications that support and surround the product is 
granted; many MFIs in Germany seize this opportunity and focus on specific target groups, 
whom they offer customized service solutions. Most institutions act rather flexibly and also 
do not possess a distinctively formulated innovation process. The sector as a whole, however, 
is relatively structured, and steered through a comprehensive framework as defined by 
supervisory organizations (DMI and GLS) and project specifications (ESF); this is also 
influenced by the fact that the country possesses a relatively complex legal framework that 
needs to be accommodated, and that EU legislation has to be catered for as well due to the 
funding structure of the sector (see chapter 6.1.1 for details). The sector can be seen as 
strategically guided in its development to a relatively high extent; consistency and structure 
are prevalent, which according to House et al. (2004) is often demonstrated by cultures 
seeking to reduce uncertainty. Still, a reported high tolerance for failure might outline a 
decreased need for monitoring and control on individual institution levels in comparison to 
the general cultural values.  
 
In Kenya, the law regulates the sector; there is no supervisory organization present as is the 
case in Germany. Most Kenyan organizations have (not necessarily distinctively formulated, 
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but in general conduct established) innovation processes in place that leave room for changes 
and adjustment in a trial-and-error approach, outlining at a more relaxed perception of 
ambiguity. While certain legal limitations are in place, product conditions are not fixed. 
These limitations are less restrictive than in Germany, reflecting the generally pronounced 
differences in the sectors as outlined in chapter 6.1. Regulations are seen as guidelines rather 
than liabilities, and should reflect emergent needs. In Kenya, the industry is already 
developed; institutions make their own decisions without strategic supervision. While 
feedback is sought from customers, there is limited cooperation within the industry, due to 
competition. Ambiguity, in the sector as well as in the national culture, is regarded as a 
natural part of life.  
 
It is generally challenging to compare the sectors of the two countries since they are at 
different states of development and aim, as outlined in chapter 6.1; however, we infer that 
cultural coinage is visible. From the beginning, the sector in Kenya has had a more laissez-
faire approach and developed naturally according to market demand, whereas in Germany, it 
has shown relatively clear tendencies to proactively develop rules and structures, displaying 
hence behaviours that reflect the “typical” national attitude towards ambiguity. Structural 
approaches in Kenya are not overly rigid and tend to be flexible; ambiguity is regarded as 
part of life. This is different in Germany, were the emphasis on rules and structures are 
deeply rooted within common conduct. The need for security and desire for fairness is 
displayed by a preference for universally applicable rules.  
 
In our study, it became evident that both countries seek feedback from the business 
environment; this is depicted by the extensive industry networking and customer interface 
exploitation in Germany and by customer interface exploitation in Kenya. The German 
search for feedback is more distinct than the Kenyan one; this might be informed by the fact 
that the industry in Kenya is already more experienced, but can also be attributed to the more 
distinct tendency towards uncertainty avoidance in Germany.  
 
We conclude that Kenyans might be more comfortable with ambiguity, which might be 
influential to the readiness to try new things, whereas Germans tend to opt for the security of 
a structured environment, restricting this readiness to a certain amount. The differences 
between the sectors of the two countries in regard to ambiguity are distinct.  

7.1.2 Autonomy and Communitarianism  

This dimension is concerned with societal ties; hence, the focus on “individual vs. group” and 
the acceptance and support of individual goal pursuit.  
 
Our study found pronounced communitarianist structures in the German Microfinance sector; 
this might be regarded a sector-specific feature since it does not correspond to culture-typical 
characteristics, which tend more towards individualism. The opportunity for individual 
freedom in the sector is granted within the close-knit network structures; but overall, the 
industry moves as a cohesive entity, strongly embedded in regional and national contexts. 
Goal-pursuit is a joint endeavour in the industry, common grounds and interests prevail. This 
is particularly depicted by the pronounced networking abilities which enable the sharing of 
experiences and foster social ties between the MFIs. This is interesting in view of the national 
culture, which tends towards individualism and does not show strong bonds outside the closer 
circles of friends and families. This is exemplarily depicted by the experience that group-
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lending, which is successful in many developing countries, failed in Germany; it is not only 
rejected by individual customers, who feel discomforted by the idea of taking on 
responsibility for persons they do not know well, but even rendered difficult by the legal 
system of the country which makes group-lending virtually impossible to integrate.  
 
In Kenyan culture, generally communitarianist traits are more pronounced; the advancement 
of the group is usually deemed more important than the advancement of the individual. 
Group lending is one of the most frequent forms of loaning, and cohesive in-groups beyond 
the closest circles exist.  In the sector, however, stronger tendencies towards individualism 
are ascertainable. This might be due to enhanced competition within the sector and the fact 
that the industry is already comparatively mature. While customers are integrated into the 
product development process and team work within the institutions is common practise, 
hence revealing communitarianist traits, the industry as a whole depicts rather individualist 
features; common grounds or joint goal pursuit, despite the social mission, are not 
ascertainable. MFIs make their own strategic decisions to serve their and their customers 
needs and do not possess a joint outlining.    
 
We would hence conclude that while social embedding certainly is deemed important in both 
countries, there is pronounced industry-internal competition within the Kenyan sector 
(portraying individualism), whereas in Germany, the sector shows profound cohesion 
(displaying communitarianist conduct). This is remarkable in regard to the general national 
culture characteristics, since according to Hofstede (1997, p. 54) Germany and Kenya display 
opposing values; Kenya scoring low on individualism, whereas Germany scores high on 
individualism. It should be noted that the sectors do not display cast-iron opposing values; 
hence, communitarianist traits can be found in the Microfinance sector in Kenya, and 
individualist tendencies can be ascertained in the German sector. Still, with Microfinance in 
Kenya being more individualist and the German sector showing more communitarianist traits 
than would be expectable, both sectors display an interesting convergence towards the other 
country’s national characteristic.  

7.1.3 Authority and Sway  

This dimension describes the existence and acceptance of unequal power relations and 
hierarchies.  
 
As outlined in chapter 3.3.1, transparency and equality are high-held values in German 
culture. Personal authority can be challenged, while structural frameworks are usually not 
questionable. Hence, role-based hierarchy prevails over person-based hierarchy. Generally, 
there is pronounced emphasis on participation and equality; inclusion is deemed important 
and unearned status finds no acceptance. This finds clear reflection in the Microfinance sector 
in Germany; while product development is restricted by the regulatory framework, innovation 
in accordance to the existing product is free and unrestricted. That means that the authority of 
the framework is accepted, while freedom within these set boundaries is granted. This allows 
for equality in decision making to a relatively high extent, given that the small individual 
organizations can take their own decisions and make their choices. Generally, a participative 
approach is taken to developing new ideas due to pronounced networking and market 
interface exploitation. This is also reflected by the fact that the supervisory organization DMI 
is an umbrella organization of MFIs in the country, representing the common needs of her 
members. It has been reported that the hierarchical structures within the individual MFIs are 
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flat, personal conduct cordial, and decisions consensual. This displays a relatively low level 
of authority and sway. The “superiority” of regulatory frameworks is accepted in Germany 
and the Microfinance sector, whereas the authority of individuals might be contested. In fact, 
due to the pronounced networking structures and the open and participative conduct, the 
sector can be seen as displaying the country-typical values to an even more distinct extent.  
 
Kenyan culture generally displays a stronger tendency towards authority and sway. The 
authority of individuals can be accepted, and inequality is generally more present in society, 
also displayed by macroeconomic and socioeconomic factors such as the large gap present 
between the rich and poor. Being active and voicing an opinion, however, is appreciated; 
despite having rather hierarchical decision making structures, participation is encouraged. 
This is also observed in the sector; although there are unequal power relations within the 
organizations in terms of approval of the final product, there is also freedom, continuous 
consultation, participation and team working in the innovation and product development 
process, having the customers and staff closely involved. The sector does not generally 
collaborate in developing ideas due to competition. Inequality in society is more pronounced 
in Kenya; this is an accepted fact and might have influenced the approach the sector has taken 
throughout its development, displayed particularly in its focus on poverty alleviation. The 
sector, with its focus on participative approaches and its social mission to support the 
economically active poor, however, shows a less pronounced tendency towards authority and 
sway.  
 
In comparison, our research mirrors the results of Hofstede's study (1997, p.54), wherein 
Kenya scored relatively high in power distance, while Germany displayed low power 
distance.  Acceptance of unequal power relations and wealth distribution is more pronounced 
in Kenya, where those factors are also more prevalent; Germans are less prone to accepting 
inequality and show a preference for fairness, which is potentially due to favourable socio-
economic factors such as social welfare that accounts for these expectations. We conclude 
that the Microfinance sectors in Kenya and Germany show differently pronounced tendencies 
to authority and sway. While in Kenya, rules and regulations possess a less important 
standing, the authority of individuals in decision-making is accepted and the sector accounts 
for power distance. In Germany, the opposite is the case; here, regulatory frameworks behold 
prestige, whereas individual authority is not necessarily accepted and decision-making takes 
place on equal levels. The sectors in both countries can hence be found to display national 
characteristics to a high extent. This might also be explained by the different aims and target 
groups of the industry within each country (social inclusion versus poverty alleviation).  
 
Despite their ascertainable differences, the sectors in both countries show a similar tendency 
to move more towards equality than the cultural values would give reason to expect. The 
sector in Germany is even more participation-oriented than the culture in general, and also in 
Kenya, participative approaches are ascertainable, although to a lesser extent. This might be 
influential to innovative ability in a range of aspects; the consultative networking approach 
might be fruitful in Germany, whereas the sector Kenya might profit from a potentially 
higher speed of decision making due to the hierarchical set-up. 
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7.1.4 Time Perception and Planning  

This dimension describes the perception of time and thereby differentiates sequential vs. 
synchronous perception. It also takes into account the time planning horizon; that is long-
term vs. short-term plan making. It also relates to the “value” attributed to time in society.  
In Germany, time is a high-held good. As outlined in Chapter 3.3.1 and in Chapter 4.4, the 
perception of time is sequential and linear. Planning is a pronounced characteristic and takes 
the intermediate future into consideration; potential consequences of actions are at all times 
catered for. This is also ascertainable in the Microfinance sector, which clearly reflects values 
deemed culture- typical.  
 
This shows in the nature of the sector, which has been strategically planned in advance. A 
single product has been strategically developed and implemented on holistic levels, assuming 
hereby a long-term perspective and a linear approach, depicted by the fixed conditions 
applied and the methodological further advancement. Certain flexibility is perceivable in the 
innovation of services and applications accompanying the product, as well as in regard to the 
speed of development; this might even be partially enabled by an already relatively well 
structured product offering. The efficiency displayed mirrors a cultural characteristic in 
regard to time perception. The planning horizon can be seen as future-oriented on industry 
levels and present to future oriented on individual MFI levels. In Germany, time is seen as a 
valuable resource and punctuality and exactness are highly valued. A tendency to plan longer 
into the future is pronounced and the potential implications of current actions are considered 
in order to be precautious and anticipate possible action-reaction schemes. This also comes to 
the fore in regard to the emergence of new MFIs, which is also relatively controlled and 
clearly and transparently conducted in a pre-defined process; this portrays a sequential time 
approach. Germans generally anticipate time proactively and prefer to plan ahead. The 
Microfinance sector displays this cultural characteristic clearly.  
 
In Kenya, the immediate needs and demands of the customers are considered in product 
development regardless what the future implications could be. Product innovation is 
undertaken relatively quickly and there are generally no time restrictions on the innovation 
process or number of ideas that are to be developed. It has been argued that the products in 
terms of loan repayments and interest rates in Kenya take a non-linear, synchronous 
approach, in terms of flexibility in repayment, renegotiation of terms and conditions and even 
high default rates. The innovative scenario constantly shifts according to the needs of the 
environment which portrays the flexibility and short-term orientation of Kenya. Time 
planning in Kenya is seen as a flexible undertaking and there is a focus on the present; still 
there are instances where long term planning and future orientedness may be deduced. The 
development of the sector in Kenya shows a synchronous, parallel approach where events 
were happening simultaneously and various types of Microfinance institutions emerged at the 
same time. Regulation of the industry came into being years after the establishment of the 
industry, which shows that long-term implications were not considered beforehand. The 
value attributed to time is generally not overly pronounced; other aspects might be deemed 
more important.  

 

A distinct difference in the two countries is ascertainable in this dimension. In Kenya, the 
sector displays an emergent approach towards time planning, which differs from the German 
sector where the industry has been structured from inception and the underlying frameworks 
were constructed beforehand. This difference in perception and conduct might relate to 
innovativeness in a number of facets. Whereas the Kenyan flexibility resulting from a more 
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relaxed perception of time might enable the sector in the country to react more instantly to 
market demands, this could prove difficult for the Germans on industry-levels since they 
might require a longer time to integrate change in their structures (which is not necessarily 
true for individual institutions however).  
 
The anticipation of future implications of current actions might aid the Germans to succeed in 
their strategic planning and anticipate potential obstacles which can be addressed proactively; 
the more present-oriented culture of Kenya might not accommodate long-range planning and 
anticipation of action-reaction relations easily, but cater for instant needs quicker. This 
displays a difference in tactical and strategic behaviour which we assume largely coined by 
the perception of and value given to time. Both sectors clearly display cultural characteristics 
and differ largely from another.  

7.1.5 Social Behaviour  

This dimension describes the relationship with the environment: this can be directed inwardly 
(seeing oneself as controlling force) or outwardly (seeing the environment as controlling 
force). It furthermore indicates the societal perception and appreciation of behaviours such as 
kindness, fairness, and altruism.  
 
Germany is a rather inward-directed culture. The preference to control, plan and monitor is 
distinct. The environment is perceived as shapable and circumstances are within one's 
influence sphere to a high extent. Mutual control is not seen as an offence and is generally 
acceptable and even viewed as helpful; this is displayed for example in the “four-eyes-
principle” employed in many industries, also Microfinance. An inward-directedness can be 
ascertained in the sector, given how it was strategically shaped and how the development is 
being controlled.  However, there are also outward-directed tendencies in the integration of 
the sector into networks, the fostering of exchange and contact-making and in the catering 
towards the perceived needs of the environment. Failure acceptance is also distinct in the 
sector; control is hereby less pronounced and trial-and-error approaches encouraged. This 
combined with an outward tendency in the close customer contacts, extensive networks and 
ad-hoc innovation processes on individual institutional levels shows an outward-directedness 
that stands out against the usual cultural characteristics displayed by Germans. The sector 
shows tendencies towards outward-directedness particularly on individual institution level, 
where the market interface plays a major role in the service and process development. The 
structural embedding of the sector mirrors rather inward-directed tendencies. Generally, the 
culture espouses a rather inward-directed focus, whereas the sector partially deviates towards 
outward-directedness, displaying hence both characteristics.   
 
Kenya displays values of being both inwardly and outwardly oriented. There is a sense of 
working hard and achievement through goal-setting which will in turn be rewarded. 
Particularly in the microfinance industry, the inward-directed tendencies are more 
pronounced. However, there is the realization that there are certain environmental aspects 
beyond one's control that can affect the achievement of these goals. In this study, the Kenyan 
Microfinance sector displayed inward-directedness in the development of products and the 
innovation process since these emanate from the needs of the customers to improve their 
situation in life, thus creating a demand for products that cater to their needs. It is also noted 
that there is a high acceptance of mistakes and this is seen as a learning process which fosters 
innovation. Therefore, there is an ascertainable inward-directedness in the sector that emerges 
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from the customer’s needs for new products and innovation but a certain outward-
directedness once the products are on the market. There is a general inward-directedness in 
the sector since it is driven by customer demands and competition. Hence, the sector can be 
seen as tending more towards inward-directedness than the cultural characteristic would give 
reason to expect.  
 
Microfinance can generally be seen as an industry which displays a certain amount of 
altruism. In Kenya, microfinance bridges the gaps left open by governmental and industrial 
actors. In Germany, it aims to include those left out in prosperity. Welfare states such as 
Germany guarantee social and economic protection to its citizens; the state hence takes 
charge for the social security, and basically, the individual can survive independently without 
strong social ties. This is not the case in Kenya, where social security is not granted by the 
state, and the dependency on social networks and functioning social ties is therefore much 
more distinct. Humane orientation can hence be found in both countries’ sectors; it might 
even be seen as a driver to sector development, since the sectoral focus is on improving social 
and economic conditions for individuals.  
 
While a rather steered approach might be expectable in Germany, Kenya might allow the 
product to “shape itself” on the market. Still, the German focus on networking might also 
foster joint innovation; and the competitive pressures in Kenya might trigger a more steered 
approach towards innovation management. Generally, both sectors show a tendency to 
deviate from the typical cultural value, and interestingly converge towards the respective 
other’s characteristic; the Kenyan sector hence being more inward-directed due to 
competitive pressures, and the German sector being more outward-directed, motivated by 
pronounced networking.  

7.1.6 Performance Orientation  

This dimension displays the importance of achievement – that is, the encouragement and 
reward of high standards, innovation, and performance improvement. It might be seen as 
featuring aspects relating to authority and sway due to the integration of Trompenaar’s 
achievement vs. ascription, but highlights these aspects in another context.  
 
Germany is a performance-oriented and achievement-oriented country. Ascription is not 
appreciated; what is earned must be deserved, or it will not be respected. This relates clearly 
to performance-orientation; the cultural characteristic shows a strong tendency towards 
fostering performance increase. Novelty, particularly in technical contexts, is highly 
appreciated and supported; generally, everything that promises progress is regarded 
positively. However, Germany there is a constant dilemma between appreciation of novelty 
and the anxiety that this causes, relating to the culture’s relatively pronounced aversion 
towards ambiguity, as outlined in chapter 7.1.2. Hence, the trade-off between innovative 
endeavours (“progress through advancement”) and security needs (“safety first”) is constantly 
present. The sector displays this trade-off as well; while exercising control over the 
framework, displayed by the fixed product conditions, still, innovative ability within the set 
conditions is greatly fostered. Hence, relative freedom in the application of services and 
processes surrounding the product is given, which will entail some level of innovation; 
generally however, the progress of innovativeness is somewhat curtailed due to the fixed 
condition and high levels of control present. This reflects that the sector is also largely 
subjected to restrictive federal laws on banking.  The motivation to make the sector move 
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forward is ascertainable on industry-levels as well as individual institution levels. Standards 
and expectations are high, mirroring the pronounced importance of performance in both the 
sector and in the country.  
 
Kenya also shows a high tendency towards achievement-orientation. Progress is regarded 
highly and success is valued; persistence and striving are expected to generate results. Trying 
to better one’s life is encouraged by society. The sector displays these characteristics; 
generally, ideas for innovation are derived from the emergent customer needs and the 
constant urgency for customers to improve their lives. Due to high competition, there is the 
pressure to improve products and processes within the MFIs in order to meet customer 
demands and retain customers. New technologies and processes are introduced and sought to 
enhance the standards of the products and processes, and are seen to bring rewards. The 
sector in Kenya is highly performance-oriented, as it is characterised by high competition; 
and there is demand for improved product-offering to the customer, which has triggered 
adoption of new technologies. There is still a certain degree of seniority, depicting ascription, 
prevalent in the culture and the sector, which affects for example decision making structures, 
as was experienced when trying to obtain interview partners. Still, the culture and the sector 
show clear tendencies towards performance-orientation; novelty and progress are embraced.  
  
Both cultures and sectors seem to value achievement and performance in terms of an 
individual having the responsibility to progress and self-improve. Furthermore, both cultures 
tend to bestow status based on achievement more than on ascription. The sectors in both 
countries mirror the cultural characteristic, and furthermore resemble one another. In both 
cases, proneness to be innovative might hence be distinct, since they value achievement 
highly and the sectors support innovative endeavours. This might be slightly curtailed by the 
anxiety present in the German context and the ascriptive tendencies ascertainable in Kenya. 
Generally however, both countries and sectors show remarkable tendencies towards 
performance-orientation. 

7.2 Comparison and Conclusive Overview 

As described above, pronounced differences as well as interesting convergences and 
similarities could be inferred from the research undertaken. This relates to the sectors and 
their particularities in regard to national culture and innovativeness. It can be presumed that 
national culture might indeed pose an influence on innovation. This becomes obvious not 
only in the results, but also in the processes displayed in both countries. Table 3 highlights 
the cultural influence present in the Microfinance sector and compares sector to country; it 
also draws an inter-country comparison.  
 
In regard to the primary research aim (I), elaborating the interplay of national culture and 
innovation, it can be deduced that the most interesting cultural differences between Kenya 
and Germany are ascertainable in regard to time perception and planning, followed by 
ambiguity disposition. These might also be seen as influential aspects shaping the approach 
towards innovative endeavours. Particularly ambiguity disposition, which relates to the 
tolerability of uncertainty and hence an important aspect of innovation, can be deemed an 
important aspect. Also the value attributed to time and planning might significantly shape the 
nature of the industry and respective approach towards innovation and the perception of 
progress.  
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Another interesting finding is a divergence towards the respective other culture’s values in 
the dimensions of autonomy/communitarianism and social behaviour. Whereas 
communitarianist tendencies are clearly ascertainable in Kenyan culture, the country’s 
microfinance sector shows a more individualist coinage. While Germany has a relatively 
individualist country culture, its Microfinance sector clearly shows communitarianist 
coinage. In regard to social behaviour, Kenya can be seen as both inward-and outward-
directed, whereas its Microfinance sector shows a pronounced inward-focus; the opposite is 
the case in Germany, where the country culture is clearly inward-centred, but the 
Microfinance sector shows both inward- and outward tendencies. The conclusions towards 
innovative ability is hereby less clearly stateable than it is the case with ambiguity disposition 
and time perception. This is due to the fact that innovation can take different forms and 
derive from different sources; hence, it can occur in joint or individual endeavours.  
  
In authority and sway, both sectors tend to depict the respective cultural characteristic, but 
both also show a similar tendency to move further away from it towards the less authoritarian 
end of the scale. This is an interesting similarity in development. In regard to performance 
orientation, both sectors depict the respective cultural characteristic, and the two countries 
show ascertainable similarities. We infer that less hierarchical set-ups might be a favourable 
environment for innovative ability since the flow of ideas is less restricted and 
implementation of innovation might take a shorter period. Performance orientation is 
relatively pronounced in both countries, clearly favouring achievement over ascription. These 
ascertainable tendencies in both countries towards equality and emphasis on performance 
might be seen as favourable to innovativeness.  
 
Concerning the secondary research aim (II), hence integration of culturally foreign concepts, 
a number of facets have to be accounted for, and “facts” should be carefully reconsidered in 
order not to jump to conclusions over hastily. Whether these concepts and procedures 
(Project management and Microfinance) are really inherited and adopted might remain 
questionable; this has to be taken into account when drawing inferences in our research.  
 
It can be claimed that due to its colonialist past, Kenya is more accustomed to integrating 
foreign concepts; this had been enforced over many years. Superficially seen, Kenyans might 
hence embrace foreign concepts due to the fact that they were exposed to the notion over 
decades; whether this concept is fully adopted and accepted, however, remains difficult to 
judge. It has to be outlined that adopting concepts is not regarded negatively in Kenya, and 
the environment is flexible to accommodate novelty; the desire for instant perfection might 
be less pronounced than it could be in Germany. Kenyans tend to consider solutions 
developed elsewhere as potentially offering opportunities. Furthermore, the protectionism of 
ideas as property is not overly pronounced, since they are regarded as common possession. 
This might point at a natural curiosity, but could also display the fact that the nation’s self-
consciousness may have been suppressed for decades. From our study we infer that project 
management approaches in Kenya have been adopted and are applied to product innovation 
processes, but are apparently not as rigidly structured as originally delineated in their 
“Western” outlining.  
 
Germans are not unaccustomed to adopting foreign concepts due to their central geographic 
location and respective exposition; they still tend to “go their own way”, due to the 
pronounced perfectionism and elaborate, restrictive legal structuring in the country and 
culture. Integrating a foreign concept might hence be seen as challenging. Germans tend to 
think highly of their ability to develop structures and have a strong tendency to and desire for 
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perfectionism. They are unlikely to “copy” simply because they would not expect a solution 
developed elsewhere to fit their high expectations and distinct needs, given that this solution 
would also need to integrate into a highly structured frame. Germans tend to display a strong 
desire for security and like to “back up” things. This leads to a tendency to develop solutions 
from scratch rather than adopting existing concepts. The pronounced German directness can 
be assumed to lead to direct rejection of a concept in case it is seen as not fitting; hence, when 
a concept is actually integrated, it can be seen as having successfully undergone a relatively 
thorough suitability check and it might be considered adopted. In the case of Microfinance, it 
can be assumed that the concept, although re-engineered for the German market, can be 
regarded as having integrated in the existing structures, and performing well.  
 
To sum up, it generally came to the fore that a very pronounced differentiator between the 
two countries is indeed time perception; this is reflected also in the approaches to project 
management in Kenya and to Microfinance in Germany. The value attributed to time might 
indeed influence the countries’ conduct; project management, classically referred to as scope, 
time, and cost in equal measure in the Western world (PMBOK, 2000), might morph its 
appearance in Kenya due to the fact that time has a less pronounced standing; it is rather the 
result that counts than the timing. Germany on the other hand attributes a high value to time, 
as is also depicted also in the cultural values mentioned by both individual and organizational 
interviewees (punctuality, reliability, safe-guarding). This finds reflection in the pronounced 
focus on efficiency and systematic proceeding when the concept of Microfinance was 
adapted to suit local conditions.   
 
It can hence be concluded that the research undertaken addressed basically two aspects in the 
given research background of Microfinance in Kenya and Germany: (I) to facilitate the 
understanding whether national culture plays a role in the perception and approach towards 
innovation and (II) how the integration of a culturally foreign concept or idea might occur 
and develop in a culture. As described in the above chapter, cultural differences as well as 
convergences in the two countries and in the respective sectors could be derived from the 
research undertaken. Those are summed up in Table 3 and lead us to conclude that indeed it 
might be presumed that national culture influences innovative endeavours in certain regards. 
There are, however, multiple additional variables that might pose potential influence, which 
cannot be delved into on detail levels. Hence, it might be recommendable to extent this 
research further, as will be outlined in the following chapter.   
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Table 3: Comparison of national culture and the sector  
 

  Culture Sector Comparison  

 Definition Kenya  Germany Kenya  Germany Culture/Sector Countries 

Ambiguity 
Disposition  

Refers to the degree to which 
levels of ambiguity are 
tolerable and the need to seek 
feedback from environment is 
distinct.  

Seeks feedback; 
tolerates 
ambiguity 

Seeks feedback; 
avoids ambiguity 

Seeks feedback; 
tolerates 
ambiguity 

Seeks feedback; 
avoids ambiguity 

Sectors clearly 
reflects cultural 
characteristic 

Relative differences 
between countries 

Autonomy and 
Communitarianism  

Concerned with societal ties; 
hence, the focus on 
“individual vs. group” and the 
acceptance and support of 
individual goal pursuit.  

Communitarian Individualist Individualist Communitarian In both cases, 
sector reflects 
values 
opposing 
cultural 
characteristic 

Interesting 
convergence of the 
sectors towards the 
other culture's 
characteristic 

Authority and 
Sway   

Describes the acceptance of 
unequal power relations and 
hierarchy.  

Authority-oriented Equality-oriented Less 
pronounced 
authority-
oriented  

More pronounced 
equality-oriented  

Ascertainable 
depiction of 
cultural 
characteristic  

Both countries 
showing tendency to 
move further away 
from authority than 
cultural expectation 

Time Perception 
and Planning 

Perception of time as 
sequential or synchronous. 
The time planning horizon 
(actions influence future - 
long-term/short term 
planning). Value attributed to 
time.  

Synchronous, 
parallel time 
perception; 
planning for 
immediate future; 
flexibility; time 
not overly valued 

Sequential, linear 
time perception; 
planning for 
intermediate 
future; planning-
focused; time 
extremely valued 

Synchronous, 
parallel time 
perception; 
planning for 
immediate 
future; 
flexibility; time 
not overly 
valued 

Sequential, linear 
time perception; 
planning for 
intermediate 
future; planning-
focused; time 
extremely valued 

Sectors clearly 
reflects cultural 
characteristic 

Pronounced 
differences between 
countries 
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Social Behaviour Describes the relationship 
with the environment: this 
can be directed “inward” 
(control-focused) or 
“outward” (environmentally 
driven). It furthermore 
indicates the perception and 
appreciation of behaviour, 
like kindness, fairness, and 
altruism, by society.  

Both inward- and 
outward-directed 

Inward-directed More inward-
directed 
(competition) 

More outward-
directed 
(sharing); still 
inward-directed 
(control) 

In both cases, 
sector does not 
solely depict 
cultural value 
but diverges.  

Interesting 
convergence 
towards the 
respective other 
culture's coinage in 
each sector. 

Performance 
Orientation  

Displays the importance of 
achievement – that is, the 
encouragement and reward of 
innovation, high standards, 
and performance 
improvement.  

 

Achievement-
oriented 

Achievement-
oriented 

Achievement-
oriented 

Achievement-
oriented 

Both sectors 
clearly depict 
cultural value 

Ascertainable 
similarities of both 
culture values and 
sectors 
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8 Conclusion and Recommendations 

8.1 Conclusion of Research 

As outlined in the preceding chapters, it was the aim of this study to arrive to findings 
declaring (I) whether or not an influence of national culture to product innovation might be 
presumed and (II) how the integration of a culturally foreign concept is undertaken in a 
national culture. These research aims were undertaken in the microfinance sector of Kenya 
and Germany. In order to derive empirical findings, semi-structured and structured interviews 
were conducted with representatives of microfinance institutions in the respective countries. 
Furthermore, document analysis has been undertaken where indicated.  
 
In order to derive findings, the information retrieved was compared to a facilitating cultural 
model priorly constructed for analysis. This model was constructed based on a variety of 
seminal works in the field of cultural research and combines not only the views of different 
authors, but also enables revision from a joint African-European perspective. This approach 
might be considered a contribution in the field of cultural research which can indeed be seen 
as multi-faceted: the model construed in chapter 4 combined different view-points and hence 
enabled a holistic perspective. It is customized for the respective research aim; hence, the 
development was based on the preconception of applying the model to innovation, thus 
fulfilling the primary research aim to investigate the interplay of national culture and 
innovative approaches, and also supporting the secondary research aim to arrive to 
conclusions concerning the integration of culturally foreign concepts. Yet, the systematic 
approach applied enables customization to other areas of interest; therefore, the model 
presented might indeed be employed as a basis to configure a cultural model in other 
respects.  
 
The research at hand also enabled insight into a variety of under-researched areas; that is, 
culture in project management, particularly the concept of national culture; project 
management in regard to innovation in the service industry and especially the microfinance 
sector. We hope to have shed light on these areas. Our contribution might be small but could 
lay the grounds for further investigation in an interesting and future-oriented arena as 
proposed in section 8.2. Our findings in regard to the primary (I) and secondary (II) research 
aim indicate interesting links and opportunities for further investigation.  
 
Our findings indicate that indeed an influence of national culture on the approach to product 
innovation might be presumed. Also, the integration of a culturally foreign concept might be 
a multi-faceted and complex process that needs to be reviewed in a differentiated way, taking 
into consideration characteristics of both cultures: the one of the country of origin of the 
concept and the one where it is applied. This is depicted by the different ways in which the 
two concepts are embraced in the respective countries. Project management in Kenya can be 
seen as having been adopted to a certain degree; however, in can be connoted that emphasis 
is placed on different aspects and conduct is not as rigid as in the traditional project 
management school. This could be due to the more relaxed and flexible attitude towards time 
present in the country, and that there is no urgency to reduce ambiguity, as outlined in the 
preceding chapters.   
 
The German approach towards integrating Microfinance proactively morphed the existing 
concept; this happened prior to implementation in order to suit local conditions. We consider 
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this an important factor for the successful implementation of Microfinance in Germany 
because it reflects planning ahead in a structured way and catering to ambiguity reduction, 
which addresses important aspects of the national characteristics; this we infer to be 
important from our findings. We also suppose that the model dimensions that influence 
innovation are primarily ambiguity disposition and time perception and planning. These are 
also showing the most pronounced differences between the countries. Performance 
orientation might also be seen as particularly influential; here, the same characteristics are 
displayed in both countries.  
 
The combination of both a theory-based research contribution (the model developed in 
chapter 4) and empirical-based research contribution (conduction of semi-structured and 
structured interviews and application to the developed theory) might be seen as particularly 
interesting and worthwhile endeavour in this regard. We therewith tried to address what we 
outlined throughout the document: the lack of scientific research in this interesting and 
promising area of project management. The unavailability of applicable theory led us to 
develop an own model based on the combined research of other authors. Our interest in the 
interplay of innovation, development and project management led us to conduct empirical 
research in the field of Microfinance and relate this to the concept of national culture and the 
integration of concepts developed in other cultures.  We conclude that this proactive approach 
undertaken might account for the distinct dynamism at work in the Microfinance sector as 
well as reflecting the nature of innovation.  
 
We think that the concept of national culture will remain important, now and in the future, 
since it shapes the way we behave, perceive the world and conduct business. This also applies 
to foreign concepts that are introduced into a national culture. Despite progressing 
globalization and the continuous exchange of information worldwide, we consider it unlikely 
that the concept of culture will ever lose importance; this might not necessarily relate to 
national culture, but to local or organizational culture as well. Wherever people form bonds, a 
certain culture develops; culture is always present and always developing. While it is possible 
to change artefacts and even behaviours, the deeply rooted beliefs and values that individuals 
possess due to their cultural heritage are almost impossible to alter and take a long time to 
influence. Hence culture has to be taken into account in international project management.  
 
We believe that Project management is an evolving undertaking; it is not a rigid application 
of pre-defined procedures, but should be an agile and flexible approach if it is to be 
sustainable and successful. Project management should take circumstantial factors into 
account and react to the needs of its environment. In our view, product innovation in the 
service industry should be given greater consideration in regard to project management; it is 
indeed a fascinating area for further research, given that innovation is important for economic 
growth, and economic development might coincide with a focus shift from manufacturing to 
services. Consequently, we think that it is noteworthy to consider product innovation in the 
service industry from a Project management perspective. Microfinance, in our view, is a 
relevant concept that has not received due attention. This highly dynamic industry poses an 
interesting field for Project management research, particularly in regard to agility and 
flexibility, which Project management needs to espouse.   
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8.2 Validity and Reliability  

There is a range of aspects to be outlined in regard to the validity and reliability of the study 
at hand. As outlined by Bryman and Bell (2011, p. 398) objectivity in research is not 
achievable, but researchers should act in good faith and ethically sound. We were aware that 
our frames of reference would inevitably come to the fore in view of the fact that we 
originate from different cultures. We embraced this fact as a potential contributor, accounting 
for the fact that this could enrich our study when conducting the research. Insights deriving 
from our cultural heritage were hence exploited in contrast to the often postulated view that 
researchers should not allow personal values to influence the conduct of research. This came 
to the fore when drafting empirical data collection interviews, where we hence took 
advantage of the fact that we were able to draft questions in a manner that accommodated 
cultural norms of our respective countries (concise and to the point in Germany; more 
extensive and engaging in Kenya). Hence, the unavoidable “bias of the researcher” 
(Hofstede, 1997 pp. 14, 2001 pp. 352) was acknowledged and applied in a contributory 
manner.  
 
Qualitative research is frequently criticized for a lack of generalizability and repeatability 
(Bryman and Bell, 2011, pp. 41-47); however, we consider rigor to be of more pronounced 
importance. It should be outlined again in this regard that our goal was not in achieving 
generally applicable and universally valid findings, which would presuppose a rather 
quantitatively shaped approach; this was not our intention as we did not deem it suitable for 
our purposes. We see this as an exploratory undertaking which might set the stage for further 
investigation; the undertaken application of rigor and transparency accounts for the reliability 
of our findings. We explain to the best of our ability the single steps of processes undertaken 
in research and depict the data supporting our findings at all stages.  
 
Internal validity is ensured by development of the theoretical model in chapter 4 and the 
empirical data retrieved and subsequently compared in chapter 7. Hence, relationships and 
influences were drawn out in an apparent and traceable manner (Bryman and Bell, 2011, pp. 
42; 95). External validity of the data (Bryman and Bell, 2011, pp. 42-43; 395) is based on the 
employed transparency on all levels; this is exercised through the outlining of methods 
applied in chapter 5. It is furthermore ensured by the various control loops employed; that is, 
mutual control within the research team (four-eyes-principle), consultation with our 
supervisor, and feedback from peer reviewers. The involvement of independent translators 
furthermore helped to ensure reliability of the data at hand, as does the depiction of 
transcripts in the appendix. Due to time constraints, it was not possible to retrieve full 
respondent’s validation (Bryman and Bell, 2011, p. 396), which due to the extensive control 
and feedback loops applied should however not pose concern.  
 
These aspects might indeed be seen as potentially influencing the reliability and validity of 
the study. It should be acknowledged that we were aware of the existence of these limiting 
aspects and have taken care to monitor and cater for them as outlined.  

8.3 Limitations of the Study  

Despite having worked with utmost rigor, this study is limited in certain regards which are on 
account of a range of factors, amongst which are:   
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1. Time constraints. Since this study was conducted in a limited amount of time, it was 
not possible to conduct a longitudinal study, which might have brought to the fore a 
range of aspects in regard to culture in more clarity and greater detail.  

 
2. A limited sample size, which does not enable us to draw generalizations. It was not 

the aim of this qualitative study to reach universally applicable findings; yet, this 
should be acknowledged once more to avoid misunderstandings.  

 
3. The potential influence of not monitored exterior aspects, whose influence we might 

have unwillingly but wrongfully attributed to culture (such as socioeconomic and 
macroeconomic developments, legislative changes within the countries)  
 

4. Entrance of potential bias due to the methods selected and applied; this might apply 
particularly to the open-ended, semi-structured interview questions. Although we 
have taken utmost care to be non-suggestive, and applied multiple control 
mechanisms (proof-reading of transcripts; presence of the other team member during 
interviews; feedback of the translator) we cannot guarantee that influencing 
interviewees never occurred.  

 
5. Due to the fluid nature of culture, there might be critique on overlapping and 

intertwining aspects in regard to the cultural model dimensions. It should be stated 
that a rigid framework cannot account for the nature of a morphing entity such as 
culture, and that attempting to depict it as such would not cater for the complexity of 
reality. Therefore, overlaps and repetitions as well as omissions might be accounted 
for as reflecting a complex and multi-faceted concept as comprehensively as possible. 

 
6. The limited research skills of the authors of this paper. We are aware of the fact that 

our limited professional and academic experience might have led us to overlook, 
misinterpret, or omit information unwillingly and unknowingly. We wish to 
acknowledge at this point that we have taken utmost care to employ ethically correct 
conduct, and that mutual control was exercised at all times in order to limit the 
likelihood of failure.  

8.4 Strengths of the Study  

1. The area of Microfinance is generally academically under-explored, although it 
is currently gaining enormous societal importance, particularily in view of the 
recent banking crisis. This thesis therefore aims to give insights into the 
scientifically largely unexplored area of Microfinance. 

2. A cultural model incorporating the perspectives of an African and a European 
researcher has been developed and used to investigate the cultural coinage in 
approaches towards project management and Microfinance. This model draws on 
seminal works and might, to a small extent, contribute to the study of national 
culture. 

 

3. This thesis also seeks to add to the research of product innovation, especially as 

seen from the service sector perspective. This is indeed a valuable contribution 



86 
 

since research on product innovation in the service sector still needs to be further 

explored.  

 

4. Despite time limitations, rigourous research was attempted and accomplished in 

this thesis. 

 

5. This thesis aims to combine a variety of inherently complex notions (such as 

national culture, product innovation in the service industry, Microfinance, and 

product innovation as a project management endeavour), which all deserve 

further attention, individually and in combination; hence it might give interesting 

connecting points for further research.  

 

8.5 Suggestions for further research 

We believe that this thesis might have revealed a range of interesting connecting points for 
further investigation. In particular, these are: 

 

1. The inherently complex notions of national culture, product innovation in the 

service industry, Microfinance, and product innovation as a project management 

endeavour certainly deserve further attention - combined and individually; 

 

2. A study in a similar design certainly might profit from a longitudinal approach; 

 

3. The conceptual aspects which showed profound differences in the dimensions of 

the model and the actual investigation, such as for example the different 

perception of time, might be worth further and more in-depth exploration; 

 

4. The drawing of a larger sample or the more in-depth analysis of individual cases 

might lead of interesting new insights; 

 

5. The adaption of the principle cultural model to a different focus (hence, a 

remodelling of the dimensions) could be of interest also in regards other than 

innovation; 

 

6. Transferring and integrating “ideas made elsewhere” will not cease importance in 

the near future and hence poses an interesting field to explore more thoroughly; 

 

7. Establishing scientific ground for a mixed-perspective approach such as the 

assumed African-European perspective of this study would be of interest in regard 

to a multi-faceted and balanced approach to intercultural management 
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8.6 Recommendations  

We believe that this research might be beneficial to a range of stakeholders working within 
the field of Microfinance as it brings out an array of new and interesting findings in regards 
to both national culture and application of cross cultural ideas. This would enhance mutual 
learning experience within and between different countries and serve as a vector for ideas and 
even if these ideas could not be applied wholly it could serve as a platform for inspiration; as 
seen in the secondary research aim it is possible to integrate culturally foreign concepts in a 
morphed form.  Further, reflection on how cultural coinage influences business conduct and 
idea development in varying contexts is useful in increasing self-knowledge and therefore 
enabling a better understanding of what is being done and why it is being done, thus ensuring 
better relations with others.  
 
These approaches are not only useful within the two countries covered, but potentially also to 
others; those in developing countries and industrialized countries. This research could be a 
basis to further investigations aiming on a comparative study of developing and industrialized 
countries. This particularly holds true when concepts developed with a certain mind-set are 
transferred to another frame of reference.   
 
In order to come to more reliable assertions and possibly highlight the interrelations of 
cultural aspects in greater detail, we recommend drawing a larger sample size. Furthermore, 
we consider a longitudinal study worthwhile; this might pose interesting findings in particular 
in regard to the secondary research aim (II), hence, reviewing how the integration of a 
culturally foreign concept takes place over a longer period of time.  
 
A longitudinal study might also enable depicting developments in the national culture more 
clearly and delineate cultural aspects from other influencing aspects such as socio- and 
macro-economics and general environment. Hence, also insight into the primary research aim 
(I) might profit from longer, larger sampling.  
 
We consider the model built in chapter 4 an interesting connector to build upon when it 
comes to applying a cultural model to a particular research area, in this context, innovation; 
this could be applied to other research areas, using the foundations as outlined in the 
developed model (combining different perspectives on relevant dimensions).  
 
Employing a multi-cultural perspective, in this case, African-European, might pose 
interesting insights and enrich also cross-cultural project research. It is of utmost importance 
to clearly delineate the aim of the research anticipated and to be aware of own cultural 
coinage; instead of delving into cultural clutter and trying to overcome and smoothen 
differences, we actually perceived our different cultural coinage as enriching aspect to be 
exploited for our research and would recommend this approach. We therefore propose to 
combine the skill-set of researchers from different cultural backgrounds in order to overcome 
the existing, Euro-centred perspective on culture in academia.  
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APPENDICES  
 

Appendix 1: Introduction Letter Sample 
  
Date: 
 
Company XX 

Nairobi. 

 
Dear Madam/Sir, 
 
RE: INTERVIEW REQUEST FOR MASTERS THESIS. 
 
The above subject matter refers. 
 
My names are Tomas Blomquist and I am a Professor at the Umeå School of Business at 
Umeå University (Umeå, Sweden). I am currently the coordinator of the Master in Strategic 
Project Management (European) at the University which is a Master course offered in 
conjunction with Heriot-Watt University (Edinburgh, Scotland) and Politecnico Di Milano 
(Milan, Italy). 
 
I would like to confirm that the students Wairu Kinyori and Nina Jakobi are enrolled at Umeå 
University (Umeå, Sweden) undertaking the Masters in Strategic Project Management 
(European). In fulfilment of their degree course they must undertake a Master thesis jointly. 
They are therefore currently in the process of doing their Master thesis on the topic “How 
culture influences product innovation in Micro, Small and Medium Enterprises in the 
Microfinance Sector: A dual Case study of Kenya and Germany” and as part of their 
research they will require to carry out interviews with various organizations in the relevant 
sector.  
 
A practical approach together with the theoretical is highly valued at our School and we 
therefore encourage students to partner with organizations such as yours in order to obtain 
relevant knowledge on the workings of business through research.  I thereby request you to 
accord them the opportunity to carry out this research in your organization, by offering them 
the necessary support so as to enable them complete their thesis successfully. 
 
In case of any further queries or clarifications on this matter you may contact me. 
 
 
Best Regards  
 
 
Tomas Blomquist  
Professor, Umeå School of Business  
tomas.blomquist usbe.umu.se   
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Appendix 2: Semi-structured interview question development  
 
Principle set-up 
Semi-structured interview questions are derived based on the mini-research questions 
outlined and can be principally categorized into three sub-groups: the first set of questions is 
to give insight into the interview partner’s background and will serve to delineate national 
culture, organizational culture, and the individual level.  
  
The second set of questions aims on framing the research into the designated areas; those 
questions can be regarded “lead questions”, bringing out the most relevant matters in regard 
to national culture’s influence on innovativeness. The third set of questions is subordinated to 
the lead questions and aim to probe these and delve deeper into the subject matter, being 
based on the cultural dimensions employed in the model.   

 

Background questions serve to illuminate the individual background of the interview partner 
and also the company. This will serve to delineate between the concepts on national, 
organizational and personal level. Lead questions aim to identify relevant aspects based on 
the mini-research questions identified. They therefore aim to interconnect the different facets 
of the main research question, i.e. culture and innovation, innovation and SMEs, 
Microfinance and culture, Microfinance and innovation. On more specific levels, 
subordinated questions can be identified to delve into the lead questions. These relate for 
example to the model referred to and scrutinize the dimensions outlined in detail. Those can 
be seen as guidelines to arrive to the aim of the lead question and model dimensions.  
 
Background Questions, Lead Questions and Subordinated Questions 
 
Background Questions: 
 

• Company Name: 

• Interviewee Name (optional): 

• Occupation: 

• Position and tasks: 

• Previous work experience: 

• Age:                       

• Gender: 

• Religion: 

• Ethnicity: 

• Living area: 

• Personal responsibilities (e.g. dependent spouse, etc.):  

• How is the organizational structure? 

• How do you organize and carry out your work or assigned duties? 

• How do you prefer to work in a team or individually? Give reasons for your answer. 

• How do you interact with your boss at work and outside work? 

• How do you interact with those you supervise at work and outside work? 

• How much time do you spend at work?  

• What is the most interesting thing about your job? 
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Lead Questions:  

• Which behavioural aspects would you attribute to being Kenyan/German – what do 
you consider core values of your country?  
 

• Which take-for-granted assumptions would you attribute to your particular 
organizational culture? (behaviours, beliefs, values) – What are the core values of 
your enterprise? 
 

• Do you consider the size of the enterprise influential to these core values? Why?  
 

• What is your understanding of the term innovation? Is it defined in your company? If 
so, how?   
 

• From where do inspiration and ideas for NPD come? Are there approaches to 
encourage idea generation?   
 

• What do you consider your most important new product in the last two years? Can 
you describe the process from idea to launching? Which steps were followed, who 
was involved?   
 

• Do you consider the microfinance sector an innovative industry? If so, why? Are there 
sector specific challenges and opportunities in terms of product innovation?  

Subordinated questions: 

• Ambiguity Disposition 
How many new products are introduced, p.a., averagely? How many ideas actually 
become products? How many products are taken off the market again? In industry 
comparison, how innovative would you consider your company?  

 

• Autonomy and Communitarianism  
How is individual innovativeness rewarded? Is individual achievement rewarded 
(promotions, etc.)?  Are reward structures in place to stimulate idea generation? Is 
recognition more given to individuals or on team-levels? How is the exchange of 
ideas and practises approached in the sector? Are there inter-organizational seminars 
and conferences to exchange knowledge and ideas?   
 

• Authority and Sway  
Who decides on new product implementation? How is the innovation process guided? 
How are “failing” ideas/ entrepreneurs treated? Is there acceptance for failure? What 
happens when you disagree with your superior?   
 

• Time perception and planning  
How is the planning process for new products? Is it rather ad-hoc or 
structured/planned? How much time passes from idea to implementation, 
approximately? Is there a bureaucratic process in place that a potential new product 
idea has to undergo?   
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• Social Behaviour 
How do you relate to your customers? How are new products introduced? How is the 
atmosphere at the work place? How do you relate to colleagues, superiors and 
subordinates?  
 

• Disruptive or incremental innovation (new to market)   
Do you consider innovation particularly challenging to define for financial services? 
Does a definition / framework exist? Is an exploratory or a “best practise” approach to 
innovation prevalent? Are new products frequently reworked / their marketing ability 
contested over time?  

 
Appendix 3: Interview Guide Germany 
  
The Interviews were basically structured in two sections; the first set of questions aimed on 
learning about the individual interview partner and the respective company. Questions were 
oriented on the outlining given in Appendix 2, concerning age, cultural background, work 
experience, the company structure and microfinance industry were asked. This information is 
condensed in table 2 and will not be depicted in the transcripts.  

 

The second set of questions was comprised of blocks of seven major interest spheres and 
inter-linkages. They were outlined in order to generate knowledge relevant for the anticipated 
analysis. It has to be noted that the order does not necessarily depict the order of questions as 
they were asked, nor that all questions were asked in the exact same manner and detail-level, 
as it is the nature of semi-structured interviews to follow the interviewee and course of 
conversation rather than the exact draft outlining. It was ensured to hear each interviewee’s 
voice on each of the major spheres. An interview guide was sent to participants prior to the 
interview on their demand.  

 

Part I:  
 

• Company Name: 

• Geographic Location of the Company: 

• Interviewee Name (optional): 

• Age:                       

• Gender: 

• Religion (optional): 

• Country of birth and Citizenship: 

• Occupation /Position:  

• Role in Organization:  

• Main Tasks: 

• Previous work experience:  

• How is the organizational structure? 

• How do you organize and/or carry out your work or assigned duties? 

• How do you rather to work, in a team or individually?  

• How do you relate with your supervisor, colleagues and customers at work and in 
your spare time?  

• How much time do you spend at work?  

• What do you find most interesting about your job? 
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• How can I picture your “typical” customer – who applies for a microcredit in your 
company? 

 
Part II:  
 
Question Set 1: 
Which basic values, attitudes and behaviours would you describe as 'typically German'? Do 
you see those in yourself and your working environment? (Would you consider those values 
shared nationwide, or are there potential regional differences?) 
 
Question Set 2:  
Are these German basic values, attitudes and behaviours reflected in the corporate culture, do 
they have an influence on professional and interpersonal relationships? How would you 
generally describe the work atmosphere – what coins the inter-relationships? How are 
decisions made?   
 
Question Set 3: 
Do you consider the size of an enterprise influential in regard to innovative ability, or does 
that not pose an impact? Would you assume values and ideas more likely to be shared in 
smaller or larger settings? What are the reasons for your opinion? 
 
Question Set 4: 
What is your personal understanding of the term 'innovation'? Is this term possibly defined in 
your company? If so, how? Please give a short explanation, if feasible via a specific example, 
to display your understanding of a product innovation in the microfinance sector.  
 
Question Set 5:  
Can you tell me where inspirations and ideas tend to come from in your company? Is a 
“wealth of ideas” specially promoted (e.g. via reward structures)? Do you regularly exchange 
ideas with other companies, do you engage in any form of networking? If so, how can I 
picture that? Do you also look abroad for ideas on products and processes? If so, in which 
countries, and what informs your choice? 
 
Question Set 6: 
What would you consider your most important new product of the previous two years? Can 
you outline the process – from idea to market introduction – naming the major steps and 
persons involved? Is a distinct process in place, or is innovation an ad-hoc endeavour? How 
does your company deal with the „market failure” of products – how pronounced is the 
acceptance of human error and unsuccessful decisions? 

  

Question Set 7: 
In your perception: do you consider the microfinance sector an innovative industry? If so, 
why and in which regard? Do you see any industry-specific challenges and opportunities 
related to product innovation? Are products in the industry rather newly developed (radical 
innovation), or are existing products further developed (incremental innovation)? 
 
Question Set 8: 
Is there anything you would like to add? Something I might not have touched upon, but that 
you consider important? We are grateful for your ideas and recommendations 
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Appendix 4: Interview Guide Kenya  

The interview guide will be a set of open questions that will enable us to undertake our 
research. We prefer to undertake the interview verbally, through a telephone interview and 
this will serve as an outline of the questions that would be asked; unless you prefer not to 
have the verbal interview but rather to give written responses to the questions.  
The questions are divided into two main categories; the first will be a set of general questions 
that will seek to know the person being interviewed and the organization. The second set of 
questions will be specific to the topic we are investigating of Kenyan and German culture and 
how this influences the product innovation approaches and/or processes within the 
Microfinance Sector.  
 
Part I:  

• Company Name: 

• Interviewee Name (optional): 

• Age:                       

• Gender: 

• Religion: 

• Ethnicity: 

• Marital Status: 

• Number of Children (include other dependents and specify which):  

• Occupation: 

• Position:   

• Main Tasks: 

• Previous work experience:  

• How is the organizational structure? 

• How do you organize and/or carry out your work or assigned duties? 

• How do you prefer to work, in a team or individually? Give reasons for your answer. 

• To whom do you report to?  

• How do you relate with your supervisor at work and out of work?  

• How many people do you supervise? 

• How do you interact with those you supervise at work and outside work? 

• How much time do you spend at work?  

• What do you find most interesting about your job? 
 
Part II 
 
1. What do you consider to be the basics of being a Kenyan in terms of ; 

• behaviors,  

• symbols,  

• heroes  

• values  
 

2. Describe what is the vision, mission and objectives of your organization. 
 

3. What do you think are the basic values, behaviour and attitudes of the people in your 
organization starting with management down to the support staff? 
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4. How are decisions made and implemented in your organization? How do the values, 
behaviours and attitudes of your organization influence how decisions are made and 
implemented? How do you think the size of your organization influences the decision 
making process of your organization? 
 

5. What do you understand by the term ‘innovation’? Does your organization give a 
definition of this term explicitly or implicitly? If yes, what is the definition given? Give 
examples of what you would term as innovation in your organization 
 

6. Where do the ideas and inspiration for new products and services come from in your 
organization? How is the generation of new ideas promoted and how are these ideas or 
inspirations selected in the organization? Do you exchange ideas with other 
organizations?  

 
7. What do you consider as the most important new product or service launched in the last 2 

years? Can you give a description of the process it took from the idea stage to the market 
stage, by indicating the steps and parties involved? How does the company deal with 
failures or incorrect decisions made of products or services? What are the consequences 
of such failure?  

 
8. Are there new products or services being developed? Are there existing products being 

redeveloped or undergoing improvement? What is the frequency of both processes? 
Please give examples if necessary.  

 
9. Do you think that the Microfinance Sector is innovative? Please give a reason for your 

answer. Are there any industry specific challenges and opportunities related to product 
and service innovation (In industry and within the company)?   

 

 
Appendix 5: Culture questionnaire Kenya  

The interview guide will be a set of open questions that will enable me to undertake my 
research on Kenyan culture and its influence on innovation. 
 
Feel free to be as open as possible in your response and include any information you may 
deem relevant. The information you provide will be kept in strict confidence and shall not be 
circulated or shared with any other persons other than my thesis partner and me. 
 
About Kenya  
 

a) What are the 7 things you think are the most important to Kenyans? (These can be 
anything) 
 

b) What things do you think symbolize Kenya? (i.e. what do you consider Kenyan 
symbols, can be anything) 

 
c) Whom do you consider the heroes of Kenya and why? 

 
d) What are the characteristics of a good leader?  
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e) Do you think Kenya should change its political system? Give reasons for your answer 
 

f) If you were the president of Kenya what aspects/agendas would you prioritize?  
 

g) Do you think Kenyans are innovative? If yes, what makes them innovative? Cite 
examples 

 
About Work 
 

i. What are the characteristics of a good boss? 
 

ii. What do you consider the attributes of a good job?  
 
iii. What motivates you on a job or to work?  

 
iv. Do you prefer to work individually or in a group setting? 

 
v. How long do you think an employment contract should be for? 

 
vi. Would you openly challenge or criticize your boss’s opinions or views? How? What 

do you think would be the consequences of this? 
 General questions  
 

1) What usually causes you anxiety or stress in life?  
 

2) What do you think about rules and laws in your life, family, workplace and country? 
 

3) Can you question or challenge your parent’s opinions, views, instructions or 
directions? Give reasons for your answer and if yes indicate at what age this was 
acceptable. 

 
4) Can your children question or challenge your opinions, views, instructions or 

directions? Give reasons for your answer and if yes indicate at what age this was 
acceptable. 

 
5) What qualities would you look for in a school to enroll your children?  

 
6) If you were called by a teacher in your child’s school because your child has 

misbehaved in some way what would you do?  
 

7) Which teacher in your academic life have you had the greatest respect for? What 
qualities did you most admire in them (As an individual and as a teacher)?  

 
Appendix 6: Culture Questionnaire Germany  
 
In Germany, the questionnaire on culture was conducted in form of structured interviews. 
Interviews were conducted via Skype and answers noted immediately, and inserted into a 
table. This proceeding allowed the interviewer to offer explanations to the interviewees were 
questions or concepts were not clear, which she felt might be the case, since abstract notions 
such as culture and innovation were asked. In order to spot potential incoherencies within the 
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national culture, it was attempted to interview participants from different geographic regions 
and of different ages. Given that Germany possesses a recent past of separation (East-West 
segregation) and is a geographically big country in European comparison, this served to work 
out whether or not the culture could be considered homogeneous, and where differences 
might lie. Germans of different background (with or without intercultural experience) as well 
as foreigners who were familiar with the culture were interviewed. The selection of 
participants is highlighted in greater detail in the respective chapter of this thesis.  
 
An outlining of the questions asked is displayed below: 
 
Firstly, please indicate your age and the place where you were raised. If you are not German, 
please specify your relationship with German culture. If you are German and have experience 
in living abroad, please specify.  

1. Which basic values and conducts would you describe as „typically “German?  
 

2. Can you ascertain those in yourself?  
 

3. Do you find those values positively or negatively connoted? Please explain the 
reasons for your opinion.  

 
4. Would you consider those values shared nationwide, or do you see any regional or 

other deviations? If so, of which kind? Please explain.  
 

5. Please describe your understanding of the term „innovation“. What does it mean to 
you, what does it make you think of?  

 
6. Would you consider national culture having an influence on innovative ability - 

hence, do you think innovative ability is potentially favoured or aggravated by 
national culture, in this case, by “being German”? If any, which influence would you 
ascribe to national culture? Please eludicate your opinion.  
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Appendix 7: Responses for German Culture. 

Responent "Typical" values 
and behaviours 

Ascertainable 
(self) 

Connotation (+/-) and 
reason 

Homogeneity of NC  Definition 
"Innovation" 

Influence of NC on 
Innovation 

Germans with international experience 

East Punctuality, reliability, 
directness, diligence, sense 
of duty  

Yes. Mostly positive.  Potential influence of east-
west socialization (more 
rule-conformity in the east). 
Social control potentially 
more pronounced in the 
south (conservatism). Urban-
rural differences 
ascertainable (more social 
control in rural settings).   

 

Everything connoted 
with sustainability - 
completely new, and 
offering value-added.  

Yes, due to tradition, 
values, efficiency and 
investment in education - 
potentially positive 
influence 

Center-East Order, structures, 
organization, planning, 
punctuality. Leaving 
nothing to fate.   

Yes. Generally positive, but 
can puzzle others; careful 
not to "over-do" it. 

Potentially geographically 
coined, but many influence 
factors, like migration 
background, rural-urban 
setting, family traditions, 
social class.  

Something new that 
incorporates a vision. 

Being German can 
hinder creativity. The 
German set of rules and 
frameworks does not 
accommodate creative 
thinking. Perfectionism 
and persistence however 
can yield results, 
particularly in technical 
innovation. 
 
  

West Punctuality, perfectionism, 
politeness, maintaining 
distance, correctness, 
directness. We like 
processes and procedures.  

partially Tendentially positive, but 
can be disturbing, 
especially when "too 
much" 

No geographic differences, 
but urban-rural differences.  

New developments. 
Genuinely new; 
adaptions are "fake" 
innovations.  

Yes, and can be both + 
and -. Structures and 
perfectionism can help to 
move forward, but also 
keep the "thinking in the 
box".  

 



110 
 

Center-West Fear, punctuality, 
diligence. 

Yes. Ambiguous. It can 
quickly become "too 
much".  

Shared nationwide.  What brings forward is 
innovative. New 
impulses.  

Yes, diligence and 
ambition foster progress.  

South Punctuality, cordiality, 
hospitality, sense of order.  

Yes. Positive Shared nationwide.  Something new, that is 
needed and wanted. 
New product, 
technique, process or 
application. 

Dichotomous: the 
pronounced security 
offers a good 
background to 
experiment; but 
creativity is not reflected 
in values. NC's influence 
can be both positive and 
negative. 

 

North Punctuality, order, 
diligence 

When working Positive (leads to quick, 
correct results) 

The south stands out. Order 
counts even more there; 
correctness, exactness very 
pronounced. 

Technological 
advancement 

NC has a positive 
influence. It motivates to 
"keep the pace" and stay 
competitive. 

 

Germans without international experience 

Center-West Punctuality, order Partially Generally positive, but 
must not become 
obsessive 

shared nationwide.  Something really new, 
can also be a process; 
would exclude further 
development, but 
potentially a new 
application area can be 
an innovation.  

Perfectionism might 
hinder; but generally, 
NC does not pose a great 
influence.  

Center-West Punctuality, 
nagging 

Yes. Positive and negative Partially shared nationwide; 
in some respects, the south 
stands out.  

 

 

Something new that 
makes life easier. 

Has no influence. 
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Internationals 

Austria Punctuality, 
exactness, 
directness 

Not applicable Positive   Differs largely; this is a big 
country. The south is more 
cordial than the north. The 
higher up one goes, the 
"colder" it gets. 

Often connoted with 
tangible products, but 
can just as well be a 
new approach, even 
work-in-progress, or a 
further development 
aside the beaten path. 

 

 

Theoretically, there 
might be a positive 
influence. Practically 
however, NC is too 
abstract a notion, and 
other factors play a role 
as well, so I cannot 
attribute an influence to 
NC in "reality".  

Croatia Punctuality, sense 
of responsibility, 
hard-working, not 
having much fun. 

Not applicable Mostly positive. But 
Germans never "let go", 
can be irritating. 

The south stands out. People 
there are more sociable, 
more open. 

Progress beyond the 
state of the art in a 
certain field; going 
further than you have 
gone before. 

Both. Diligence can help 
realizing results; but 
often, Germans are 
captured in their "box", 
structures and order 
streamline thinking. 
They have yet well-
developed innovation 
networks; that is smart. 
Germans are not the ones 
who have the idea, but 
the ones who get it 
implemented. Benefitial 
for all. 
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Appendix 8: Responses for Kenyan Culture. 
 

Respondent Typical Kenyan values 
and attitudes 
(Behaviour, symbols) 

Kenyan Innovation  Individuality vs. 
Group 

Power Distance  Work Life Rules and 
regulations  

Leadership qualities  

1 Peace, Security, 
Education, Fighting for 
freedom (for peace and 
unity), wealth (income, 
land),  food and shelter, 
hospitality 

There is innovation 
due to lack of 
resources. 

Both but more 
individually 

Challenge boss 
but in private. 
Fear of losing job 
otherwise 

Maximum 8 years 
contract, time 
management and 
incompetence 

Important as 
guidelines. People 
should have freedom 
of choice. Strict 
adherence in the 
organization and 
country 

Vision, Continuous 
learning, Self sacrifice, 
allows participation by 
others, Impartial. 

2 Achievement (in sports, 
activism), leisure, politics, 
food and business. 

Innovation in 
practical items, 
mobile technology 
and software 

Individually Depends on the 
situation. Majority 
no due to fear of 
losing job 

Permanent and 
Pensionable or 3 
years, Failure and 
disappointment, 
Finances and 
Bureaucracy 

Necessary for law and 
order. Must reflect 
needs of society 

Integrity, Charismatic, 
Education, wise, 
Decisive, Humane and 
High Moral Standing. 

3 Peace, Security, 
Achievement (sports, 
education, entertainment), 
Fighting for freedom, 
patriotism, wealth (land, 
income, job), Education, 
food and shelter, Family 
and children, Hospitality. 

Yes due to 
intelligence and 
capacity 

Group Yes. Boss’ views 
are not absolute - 
offering 
alternative 
opinion. 

Permanent. Fears. For public order to 
exist. Rules should be 
relevant and non-
discriminatory and 
respected by all. 

Vision, approachable, 
Charismatic, Integrity, 
team worker, empower 
others, good 
communicator/listener, 
creative, trustworthy 
and accepts criticism, 
Honest. 
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4 Family, Religion, 
Education, wealth 
(career), Fighting for 
one's belief, socializing. 

Yes mobile 
technology 

Both depending 
on situation. 

Positive criticism Permanent. Fear 
of unknown 

To have order in life. 
Although not all are 
appealing they are 
necessary to avoid 
chaos. "But at times 
rules are made to be 
broken" (joke) 

Open to new ideas, 
reasonable, Honest, 
good listener, Vision, 
accepts criticism, 
guidance and direction,  

5 Health, Wealth (job, 
resources), Security, 
Education and 
infrastructure 

Yes due to necessity 
and seeking 
workable alternative 
solutions with 
limited resources. 

Both depending 
on situation. 

Yes. Bosses’ 
views are not 
absolute. 

Less than 4 years. 
Deadlines and 
work overload. 

They are there for a 
reason so one is to 
deal with them 

Good 
communicator/listener, 
achievement oriented, 
respect. 

6 Family, Community, 
Religion, Wealth (job), 
Leisure, progression and 
Fighting for freedom, 
hospitality 

Inventions to 
improve standards 
of living. 

Group Criticize in a 
professional and 
objective way. 
Leave option for 
consideration. No 
impact to job. 

2 years minimum 
and depending on 
employee and 
company. 
Misunderstanding 
with close people. 

Family rules are to be 
followed even if they 
cause discomfort by 
being old fashioned, 
difficult to live in a 
country contrary to 
own religion, tradition 
and culture. Need to 
adapt but more 
freedom of speech and 
peace of mind. 

Vision, communication 
skills, trust, 
understanding and 
positive attitude. 

7 Family, Education, Food, 
Wealth (Money, Cars, 
job), Fighting for one's 
beliefs, hardworking, 
selflessness.  

Yes through 
business ideas, ways 
for corruption and 
thieving. 

Both, depending 
on the 
circumstance 

Yes. In an open 
and polite manner 
to invite 
conversations 

Permanent with 
option for 
termination. Fear 
of unknown, 
change, rejection 
and 
misunderstanding, 
conflicts in 
relationships, 
disappointment. 

They are good. 
Predictability of them 
gives security and you 
know what is expected 
from you (what is 
right or wrong so as to 
pursue what is right) 

Integrity, Intelligent, 
Caring, Mentor, Kind, 
Honest, Courageous, 
non-conformist, 
relationship with God, 
Fair and Just. 
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8 Family, Culture, 
entertainment, 
Independence, Wealth 
(Money), prestige, 
dignity, Fighting for 
freedom 

Yes. Through hard 
work and resilience. 

Both. Depending 
on situation 

Yes but privately Permanent with 
option for 
termination. 
School work, 
unrealized project, 
lack of 
communication 
with close people 

Important as 
guidelines. 

Good 
communicator/listener, 
honest, leads by 
example, practical. 

9 Education, Food, Shelter, 
Security, Health, 
Religion, Wealth (Job), 
Fighting for freedom, 
democracy, human rights 
and social justice. 

Yes. Through new 
ideas and art, music 
and literature. 

Individually. If in 
a group handpick 
members 

Yes. Speak 
honestly and 
freely. 

2 years. Fear of 
unknown, 
Finances, Societal 
and family 
pressure and 
expectations, 
disappointment 
and lack of 
control. 

Important but must be 
reasonable. If they are 
not well thought out 
will not be respected. 

Critical and analytic 
thinker, Team player 
and continuous 
improvement, 
Emotional intelligence, 
Consistent, selfless, 
vision and planning, 
compassion and 
empathy. intelligent and 
skilled,  

10 Family, Religion, Politics, 
Food, ethnicity, 
Achievement (sports, 
entrepreneurship), 
Leisure/entertainment. 
Fighting for social justice, 
against corruption, human 
rights. 

Yes. Mobile 
technology 

Group Yes but privately 1 year minimum. 
Lack of 
employment and 
breakdown of 
relationships. 

Follow the laws. Honest, transparent, fair, 
understanding, good 
communicator/listener. 

11 Health, Wealth (job, 
land), Education, shelter 
and good governance. 
Fighting for freedom. 

Yes. New ideas 
mobile technology 
and software 

Both depending 
on situation. 

Depends on the 
boss and situation. 
Either publicly or 
privately 
depending on 
boss. 

3 years renewable. 
Conflict with 
spouse. 

Necessary as safe 
guards. To give 
structure and security. 
Should be fair and 
subject to revision 

Vision, charismatic, 
integrity, selfless, good 
communicator, 
motivates working 
together and allows 
autonomy, gives 
guidance. 
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12 Peace, security, Food, 
good governance, religion 
and wealth (job), Fighting 
for human rights, 
freedom, minorities, 
Achievement (Athletes, 
scientists, innovators) 

Yes with challenges 
in protection of 
intellectual property. 
ICT innovation. 

Depends on 
situation but 
mainly in groups. 

Yes. If well 
thought out and 
done politely. 

2-5 years. 
Unreasonable 
social 
expectations, 
Finances and 
Health. 

Necessary but should 
not be suffocating and 
curtail individual 
liberties. 

Integrity, sound 
judgment, critical 
thinker, good 
communicator/listener, 
learning from others, 
allows independence, 
takes responsibility for 
actions. 

13 Hospitality, hardworking, 
respect for ancestors, 
Education, culture, wealth 
(land), Fighting for 
freedom, bravery, 
Accomplishments 
(academic and money) 

     Mobilize for a good 
cause, integrity, brave 
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Appendix 9: Interview Transcripts 

 

Respondent 1 

Section I 

• Location of the Company: Western Germany 

• How is the organizational structure?   
It is a foundation, dependent (responsible body: Ltd.) microfinancial institute, 
consisting of 2 headquarters and four employees. 

• How are tasks allocated and decisions made?  
Decisions are made according to the double verification principle. Apart from this, 
there is no rigid structure.  

• How do you relate with your supervisor, colleagues and customers at work and 
in your spare time?   
The atmosphere is very personally, a real good climate. We know our customers in 
person and even visit them at their places if they wish so. Our consultations are 
customized and explicit.  

• How much time do you spend at work?   
7-9 h daily.   

• What do you find most interesting about your job? 
The fact that I can take influence in regional development 

• How can I picture your “typical” customer – who applies for a microcredit in 

your company? 

2/3 of the clients are already existing companies with a financial shortage, 1/3 are 

start ups, half of them where out of work beforehand. Despite the focus on women 

and immigrants emphasized by the “Mikrocreditfonds Deutschland”, in fact rather 

men and not a high amount of immigrants raise credits. 

Section II. 
 
Q 1: Please state “typically” German basic values and performances – are you yourself 
“infected” by them? Do you think there are regional varieties? 
 
A: Correctness, thoroughness, nagging behaviour, discontentment, directness. I would 
indicate as German characteristics – and yes, I am “infected”, especially directness is one of 
my features, more than thoroughness or discontentment. I think there are regional differences: 
e.g. Rhinelanders are supposed to be less doggedly. 
 
Q 2: Are these “German values” somehow reflected by the company culture, especially with 
clients and colleagues? 
 
A: Thoroughness is important when dealing with clients, correctness also. It brings in 
transparency – a most important feature in the credit business.  
Directness is also important when dealing with clients and among colleagues it is necessary 
as well. Sometimes clients show some discontentment regarding former experiences with 
loaners. 
 
Q 3: Do you think the size of an enterprise is of major importance concerning values and 
innovation competence? 
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A: No, the size is not the vital point for innovation competence. The accomplishment of 
values may be easier in smaller companies but it is feasible in big ones, too. A shared target is 
the main thing.  
 
Q 4: What do you understand by Innovation: is there a company definition? If so, how is it 
defined? Please state in short what you understand by the term “Product innovation” (if 
possible, with examples) 
 
A: To me, innovation means openness, not be restricted in the own thinking, it means 
creativity. A basic confidence is necessary as well, however from company towards 
employees also. In the company the term is not defined. 
 
Q 5: Can you say how inspiration and ideas for new products raise in your company? Is there 
an exchange with other firms and if so, how is it performed (foreign countries)? 
 
A: We are a rather small company; we discuss ideas on the kitchen table. We exchange ideas 
regularly with DMI and GLS and there is a Europe-wide exchange (EMN) routine. We get 
information on how employees in foreign countries deal with their work.  
Within Germany we know each other and we help each other, there is no competition. 
Unfortunately, there is no worldwide exchange, due to shortage of budget. Very rarely do we 
exchange experiences outside of Europe. But this is quite understandable, European countries 
bear more cultural similarities and concepts are rather applicable.  
 
Q 6: What do you think are the most important new products in the last 2 years? Could you 
outline the process form idea to market launch by stating the steps and the persons involved? 
 
A: We are a rather young enterprise, I cannot say much about it. 
 
Q 7: How does your company deal with faults, are wrong decisions accepted somehow (trial 
and error)? 
 
A: There is a solution strategy, a constructive error analysis. 
 
Q 8: According to your opinion, is the microfinance sector a very flexible or innovative 
sector? If so, why? Are there specific challenges and chances regarding product innovation 
(esp. sector and company)?  
Is there a tendency to develop new products or does your company rather develop existing 
products further? 
 
A: No, the instrument of microfinancing is very innovative and flexible. Despite, this line of 
business is fixed on rigid basic conditions. There is rarely some room for manoeuvres. We 
rather develop existing products further.  

 

 

Respondent 2 

• Geographic Location of the Company: Northern Germany 

• How is the organizational structure?  
 Relatively complicated, association of enterprises consists of 7 Ltd., focussed on 
 support of start-ups and small business. Structure is due to risk minimization desire. 
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 Number of employees fluctuating, mostly we deal with free lancers, presently 3 
 employees (we used to have 30).  

• How are tasks allocated and decisions made?  
Who wants to take responsibilities, can do so, especially in the field of strategic 
business. Apart from this, manager and owners decide on strategic subjects.  

• How do you rather to work, in a team or individually? How do you relate with 
your supervisor, colleagues and customers at work and in your spare time?  
Flat hierarchy, no direct superiors. When dealing with clients and employees, 
respectful manners are basic. 

 
Section II. 
 
Q1: Which basic values, attitudes and behaviours would you describe as 'typically German'? 
Do you see those in yourself and your working environment? 
 
A: Spontaneously, I think of the bad ones: lacking flexibility, obedience of rules, structure 
and formal orientation. Very structured thinking and acting. Hostile attitude towards 
entrepreneurship. In a way, I find these attitudes when looking into the mirror. As a lawyer I 
am the “prototype German”. But the company suffers more from chaos than from structure. 
I think there is a stimulating atmosphere for innovation, however. 
 
Q 2: Do you consider the size of an enterprise influential in regard to innovative ability, or 
does that not pose an impact?  
 
A: As far as innovation is concerned, the size of a company is a vital factor. Values can be 
transported within bigger organizations; innovation spreads more in smaller units. I think 
innovation gets killed when people have borders in their minds. In big companies rules are 
stricter and thus, innovation gets hindered. In order to be innovative you must be allowed to 
be creative - thinking beyond the rim of the teacup.  
 
Q 3: What is your personal understanding of the term 'innovation'? Is this term possibly 
defined in your company? Could you give me a short explanation, if feasible via a specific 
example, to display your understanding of a product innovation in the microfinance sector? 
 
A: There is a defined process which was demanded when applying for accreditation. In 
cannot remember it but remember how painful it was! Still, this process does not really 
reflect anything. You can look it up in some handbook but none of the colleagues will do so.  
Personally I think there are many little and big innovations in the company – they developed 
when there was room for development, when we did what others considered impossible: for 
instance giving a chance to unemployed people for starting up a business. Principally, 
products are services. Innovation means finding a way think the unthinkable, to find 
unconventional solutions for unconventional problems. The latest innovation in the company 
was to pay attention to the somewhat chaotic people in the creative business and offer 
solutions for their problems. The tiny innovations develop by staying in touch with the 
market (solution orientated). The big innovations are made by creative people with 
unconventional ideas and thoughts, deriving in the shower, if you like.  
 
Q 4: Can you tell me where inspirations and ideas tend to come from in your company? Is a 
“wealth of ideas” specially promoted (e.g. via delineated processes)?  
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A: The pressure of circumstances or the creativity of talented people bring in new ideas; 
creative people make ideas come true but you cannot force on it. One we tried to introduce a 
“Circle of Innovation” – nothing really worthwhile developed, there was no success.  
 
Q 5: Do you regularly exchange ideas with other companies, do you engage in any form of 
networking? If so, how can I picture that? Do you also look abroad for ideas on products and 
processes? If so, in which countries, and what informs your choice? 
 
A: In general, there is a broad network in the field of micro-lending and consultancy for start-
ups. We exchange ideas nationwide. On the European level there are many workshops which 
are exciting and show you how others act. Unfortunately, we do not look at the developing 
countries as well. This should be very interesting but is not common practise. It is because of 
the different mentalities. German and, lets say, African attitudes differ tremendously. Loans 
for female groups of entrepreneurs work beautifully in developing countries but not in 
Germany. Some institutions tried to offer this kind of loans but were unsuccessful - we are 
not used to this kind of close-knit social thinking, we are not used to taking responsibility for 
people that are not in our closest circle and tend to think rather “individualist” – hence, prefer 
to rely on ourselves. There is no market for this kind of group-loans here. 
 
Q 6: What would you consider your most important new product of the previous two years? 
Can you outline the process – from idea to market introduction – naming the major steps and 
persons involved? Is a distinct process in place, or is innovation an ad-hoc endeavour?  
 
A: Our undertaking that was developed to “professionalize” creative people. We meant to 
implement certain structures by maintaining creativity at the same time – which is not easy at 
all. The project was development out of long-time efforts in the field of creative start-ups. 
The creative ones are our “beloved children”, yet they are unpopular with the conventional 
banking institutes as they are supposedly chaotic. We enjoy working with them because they 
are fresh and far from being frustrated, we want to support that.  
 
Q 7: How does your company deal with the „market failure” of products – how pronounced 
is the acceptance of human error and unsuccessful decisions? 
 
A: As failures and faults are concerned: a big failure is a big chance at the same time. It is 
better of have a big failure than to try on the same level all the time – to us, it is a great value 
to be in a position to work under such conditions.  
 
Q 8: In your perception: do you consider the microfinance sector an innovative industry? If 
so, why and in which regard? Do you see any industry-specific challenges and opportunities 
related to product innovation?  
 
A: Generally speaking it is not an innovative sector. Not in Germany and not somewhere 
else. The so-called innovations to me are mere “make-believe”. In principle, lending money 
to people who have none is an age-old feature. The bureaucracy of the section is devastating. 
We cannot do shat we would like to do, we are restricted by rules. Thus, you have to invest a 
great amount of patience, but still you find barriers all over. Generally I do welcome the 
efforts of the federal republic to support microfinance. It opens up opportunities – still, the 
rules are excessive and impractical, as is, for inst. the expectation on the average credit limit. 
The decisions made are simply unrealistic. 
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Respondent 3 

• Geographic Location of the Company: Eastern Germany 

• How is the organizational structure?  
The company provides quality assurance for supported companies and consultancy for 
them. Microfinance is “second standing leg” of the company, accreditation since 
March 1, 2010. No actual departments existing as being a very small institute – 1 
manager, 1  authorized signatory, some (freelance) consultants.  
There is good cooperation with the only other microfinance  institute in 
Thuringia. We help each other and even think of integrating operations. 

• How are tasks allocated and decisions made? 
 Decisions are made according to “4-eyes-principle.” Hence, I look through the 
 application documents, take a decision and recommend accordingly to the manager. 
 Then the final decision is made.  

• How can I picture your “typical” customer – who applies for a microcredit in 
your company?  

 Loaners are mostly Germans, 70 % have a business already, 30 % are about to start 
 one, relation male-female is balanced. 

 
Section II 
 
Q 1: Which basic values, attitudes and behaviours would you describe as 'typically German'? 
Do you see those in yourself and your working environment?  
 
A: The “classic features” (felt so by immigrants, too, I think): Punctuality, perfectionism; we 
also incorporate this when filling in the application forms, etc. 
Yes, I am like this as well, especially when doing my work. 
 
Q 2: Do you consider the size of an enterprise influential in regard to innovative ability, or 
does that not pose an impact?  
 
A: I think so. Even when you only have a few employees you have to look very close on how 
and when people can do their work.  
 
Q 3: What is your personal understanding of the term 'innovation'? Is this term possibly 
defined in your company? Please give a short explanation, if feasible via a specific example, 
to display your understanding of a product innovation in the microfinance sector. 
 
A: Something not yet existing. In some other respects this may well be established already. 
Something useful for many people. There is no definition in the company. In regard to 
product innovation, there is rather no flexibility because of restrictions from GLS. No new 
product development in the company; we apply processes already in use. It is a rather rigid 
way of acting. 
 
Q 4: Can you tell me where inspirations and ideas tend to come from in your company? Do 
you regularly exchange ideas with other companies, do you engage in any form of 
networking? If so, how can I picture that? Do you also look abroad for ideas on products and 
processes? If so, in which countries, and what informs your choice?  
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A: Due to a good cooperation with the other local MFI, an active exchange of ideas takes 
place which is of vital advantage for both institutions. There are also regular meetings of the 
microfinance institutes in Germany wherefrom ideas derive. And there are workshops run by 
the GLS in order to promote exchange with foreign countries, i.e. France or Italy. A 
delegation was sent to abroad microfinance institutes to see and learn how they proceed. By 
analysis, we found many a difference but the basic principles match. Apart from Europe there 
is no cooperation with other nations. The basic idea may be similar outside of Europe but 
that’s about it.  
 
Q 5: Given that you are not engaged in product development - what would you consider the 
most important new development in regard to microloans in your company in the last year? 
How does your company deal with the „failure” – how pronounced is the acceptance of 
human error and unsuccessful decisions?   
 
A: Our main product is the micro-credit as outlined in the project structure. We offer it to a 
maximum height of 10.000 € in the first step; depending on feasibility. We support that with 
consulting services. We are accredited since 2010, so that would be our most important 
development – actually offering microloans. 
Acceptance of wrong decisions is benevolent, depending on the whole context. We always 
try to support borrowers and cooperate in fulfilling the individual needs.  
 
Q 6: In your perception: do you consider the microfinance sector an innovative industry? If 
so, why and in which regard? Do you see any industry-specific challenges and opportunities 
related to product innovation? How are new products in the industry developed?  
 
A: The sector is rather innovative. Many of our clients would be refused by conventional 
banking institutes – if it was only because of an unpleasant credit history (Schufa-
registration). The amount of the loan (below 25.000 Euro) is not attractive for conventional 
bank. That is the point where we as microfinancier can be helpful and supportive. We are 
“start-up-financiers”; this is a special feature of the sector. It provides chances for all. The 
sector is growing rapidly. In general, special products become renewed and further 
developed, for instance loans for tradesman or restaurant proprietors. All this takes place out 
of necessity, out of market demands. Often, new endeavours are undertaken by cooperation 
of 2 or 3 other Microfinance institutions. 
Respondent 4 

• Geographic Location of the Company: North-Western Germany 

• How is the organizational structure?  
Consultancy is a department of the city of Goettingen (civil service); 

 The microfinance company is a subsidiary in form of a Ltd., which has 2 employees.  

• How do you organize and/or carry out your work and duties? How are decision 
made? The process includes filling in of questionnaires to derive the 
history/biography of the client, and presentation of the business idea. Afterwards, 
contacting takes place. Lending decision is made according to 4-eyes-principle.  

• How can I picture your “typical” customer – who applies for a microcredit in 
your company?  
People who will not get a loan in the conventional sector for several reasons, e.g. 
lacking securities, or because of their credit history.  

 Male-female proportion rather balanced most different sectors.  
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Section II. 
 

Q 1: Which basic values, attitudes and behaviours would you describe as 'typically German'? 
Do you see those in yourself and your working environment?   
 
A: Punctuality and perfect organization. Seeing the risk rather than the chance is a very 
German attitude, also security orientation, rationality and trading-off, systematic and 
methodical behaviour, confidence and reliability is desired and granted. Many clients are 
immigrants, you can see by their reaction what is typically German; it contrasts. To me, these 
are positive attitudes which belong to me as well, especially reliability and perfection - in a 
way. Some of the other attitudes, especially security orientation, carry negative connotations. 

 
Q 2: Are these German basic values, attitudes and behaviours reflected in the corporate 
culture, do they have an influence on professional and interpersonal relationships?  
 
A: Yes, it does. Reliability, for instance, is very important for our cooperation. 
 
Q 3: Do you think these values belong to Germans in general (homogeneous culture) or do 
you see geographical or other differences? 
 
A: I think there is a north-south-divide. But it is rather difficult to generalize; it is more or 
less a subjective evaluation. This refers not to the values in general but to the differences in 
behaviour. A person from Bavaria will show different components of behaviour than a 
Frisian. People from the south are supposed to be more open-minded and accessible; 
northerners are considered as being reserved.  
 
Q 4: Do you consider the size of an enterprise influential in regard to innovative ability, or 
does that not pose an impact?  
  
A: It is a more a matter of basic principles. More often, the commitment of the one employee 
is crucial for the realization of innovation. In smaller companies, it may be easier to make 
things go on as there are less bureaucratic obstacles. By motivating the “right people”, 
innovation can take place in bigger companies as well. It depends on the attitude of the 
management: when building small teams you can arouse responsibility and motivation more 
easily and thus promote innovation. Still, innovation is “the” chance for small companies.  
 
Q 5: What is your personal understanding of the term 'innovation'? Is this term possibly 
defined in your company?  
 
A: As I am not a product manager I would rather look at it from the service provider 
perspective: So I think we would rather Re-combine existing products or build new ones out 
of existing solutions.  
As far as I know, there is no official definition of the term innovation.  
 
Q 6: Can you tell me where inspirations and ideas tend to come from in your company?  
 
A: The exchange of ideas with clients and cooperation-partners brings improvement. New 
topics arise; you see fresh approaches for improvements or potentials for innovation. We 
even founded institutions in order to build new corporations, for instance planning workshops 
or teams with the task to develop new ideas.  
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Q 7: What would you consider your most important new product of the previous two years? 
Can you outline the process – from idea to market introduction – naming the major steps and 
persons involved?   
 
A: The lending of microcredits, in fact. Start-up advice has been established 12 year ago, the 
subject capital requirement has always been dominating - and it was never easy. The 
Microcredit fund programme offers new structural opportunities. The opportunity to become 
a microfinance institution was given to us through a call for tenders; the process took about 
six months. We applied for accreditation and were checked for reliability and transparency. 
Than we examined the different possibilities of legal forms and decided to become a Ltd.  
 
Q 8: Do you regularly exchange ideas with other companies, do you engage in any form of 
networking? If so, how can I picture that? Do you also look abroad for ideas on products and 
processes? If so, in which countries, and what informs your choice?  
 
A: Within Germany there is a lot of exchange among the microfinance institutes. This is due 
to the fact that there is a good structure and people are interested in exchanging ideas and 
experiences. By international comparison, the sector is less developed; some countries could 
contribute and inspire, i.e. the Netherlands or France.  
I tend to stick to Europe because concepts and structures are more likely to be similar. 
 
Q 9: How does your company deal with the „market failure” of products – how pronounced 
is the acceptance of human error and unsuccessful decisions?   

 

A: In general, faults are a great chance – when dealing with them in a constructive way. We 
offer a speciality: If a client wants a loan up to 1.000 Euro, he will get it without further 
securities, based on trust only. Of course, we have a close look at him and keep in touch, 
there is always support.  

 
Q 10: In your opinion, is the microfinance sector particularly innovative? If so, why? Are 
there special challenges and chances regarding product innovation? 
 
A: Yes, it is. But innovation is always and ever dependent on the financial budget and thus, 
restricted. Compared to the classic banking business the sector is indeed innovative, there are 
networks, exchange, motion. Networks are most important for the creation and exchange of 
ideas.  
 
Q 11: Are products in the industry rather newly developed (radical innovation), or are 
existing products further developed (incremental innovation)? 
 
A: In general, we rather further develop existing products. Sometimes this is sold as a new 
product but in fact is not new. Re-combinations are frequently executed. 
 

Respondent 5 

• Geographic Location of the Company: Southern Germany 

• How is the organizational structure?  
4 loan monitoring clerks, 1 secretary, 2 executive directors, one of them works as a 
project manager 
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Section II: 
 
Q 1: Which basic values, attitudes and behaviours would you describe as 'typically German'? 
Do you see those in yourself and your working environment?  
 
A: Administration, paperwork, administration… the corporate culture is very bureaucratic as 
well, cooperation is rather difficult and can only be achieved when certain documents are 
available. This is due to the project structure (ESF project). 
 
Q 2: Do you consider the size of an enterprise influential in regard to innovative ability, or 
does that not pose an impact?   
 
A: Size has no impact.  
 
Q 3: How are decisions made in your company?  
 
A: Cooperation without hierarchic structures in order to find quick solutions.  
 
Q 4: Can you tell me where inspirations and ideas tend to come from in your company? Is a 
“wealth of ideas” specially promoted (e.g. via reward structures)?  

 

A: derives from the market interface, by several credit inquiries. 
 
Q 5: What is your personal understanding of the term 'innovation'? Is this term possibly 
defined in your company?  
 
A: We work in a so called ESF-Project (European Social Fund, referring to the funding of the 
German Microcredit fund programme, annotation) and therefore are not allowed to develop 
much flexibility or new ideas. The project is strongly restrictive.  
 
Q 6: What would you consider your most important new product of the previous two years? 
Can you outline the process – from idea to market introduction – naming the major steps and 
persons involved? Is a distinct process in place, or is innovation an ad-hoc endeavour?  
 
A: Involves advertising campaigns, info-events, exhibitions. Involved actors are e.g. the 
Ministry of economy and finance, ministry of labour and social affairs, project management, 
loan monitoring, publicity experts etc. In principle, the proceeding is predetermined. 
 
Q 7: How does your company deal with the „market failure” of products – how pronounced 
is the acceptance of human error and unsuccessful decisions?   
 
A: It is counter-steered as soon as possible.  
 
Q 8: In your perception: do you consider the Microfinance sector an innovative industry? If 
so, why and in which regard? Do you see any industry-specific challenges and opportunities 
related to product innovation? Are products in the industry rather newly developed (radical 
innovation), or are existing products further developed (incremental innovation)? 
 
A: This is not an innovative industry.   
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Respondent 7 

Part I 
 

• Brief of the organization and how is the organizational structure, to whom do 
you report to?   
DD is a Microfinance and is a subsidiary of World Vision Kenya and it owns 46 
Microfinance institution around the world. It was registered as a part of world vision 
Kenya in 2001. 
 
Board of World Vision Kenya and CEO reports to them directly, report to Vision 
planning international report to report to the Microfinance aspect. Have 5 direct 
reports below to help discharge responsibilities,  
Finance Director, Operations Director – oversees the biggest part of the business for 
the Microfinance business units all over the country in 47 different sites/offices with 
concentration in North Rift, Nyanza and Western part of Kenya and this is where 
World Vision is more operational. Each branch varies in size and is headed by Branch 
Managers. There are 12 fully fledged branches that are business units in a wide area 
network, with a branch manager and they are staffed with about 15-20 trained staff on 
average. These branches act as hubs because have other site offices working in remote 
areas since infrastructure may not be adequate for being a fully-fledged branch and 
the branch office oversees 3-5 site offices and work in the site is processed at the 
branch. Branch has more staff than site vary and can be 3-5 staff comprising the credit 
officers who are the sales point. HR Manager, ICT Manager and  
Corporate Affairs Manager – in charge of communications and unique role of 
business integration and social performance. Since as a Microfinance, need to ensure 
that product offering and business are aligned to the different programmes of World 
Vision and social performance is driving the social agenda in the communities 
operated in and ensuring the finances are for social acts and no other financial returns.  

 
 
Part II 

 
Q 1: How were products developed? Can you give a description of the process it took from 
the idea stage to the market stage, by indicating the steps and parties involved? Where do the 
ideas and inspiration for new products and services come from in your organization? How is 
the generation of new ideas promoted and how are these ideas or inspirations selected in the 
organization? 
 
A: Child focused Microfinance institution products are geared to provide support to parents 
and care givers in roles that are able to subsequently provide a better living environment for 
children of Kenya. Products targeted to empower communities economically but ultimate 
objective is to ensure children are able to access basic needs. Design products with direct 
benefit to children – no loans to children e.g. Health care product and school fees product 
directly or concessionary needs to offer health care and educate children 
Business loans – give to customers for strengthening businesses and offering working capital 
to them to take advantage of business opportunities for employing wealth for empowerment 
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Consumer loans – loans that don’t have a business return e.g. school fees, insurance, water 
loans – set up water storage tanks for customers in dry areas and don’t have any direct 
business returns.  
Asset finance – supports businesses find different customers need different business assets so 
partner with various providers of different business equipments and draw up a memorandum 
for them to deliver the asset to the customer (customer is not given the money but the 
asset)and they repay the asset over time, that asset becomes the security. (19.09 – 20.02)  
Agriculture loans – specific product because the places of operation is in the rural areas and 
in this areas agriculture is the most important. Fund farmer at the beginning of the season and 
the farmer pay at the end of the season once they have harvested the crop and sells and they 
pay back. 
Asset Finance - They realized that customers would come for a business loan the purpose is 
to acquire a certain business asset so realized can better facilitate that and reduce costs 
because they can better facilitate the process and negotiate in a big way and also minimize 
diversion of the loan money. Looked at different areas and the activities of the farmers and 
the equipment farmers are seeking e.g. in Naivasha there was a demand for motor bikes and 
tuktuks, so went to negotiate with the manufacturers directly to enable customer to access the 
asset and the logistics (paper work) are handled by the institution leaving the customer to be 
concerned with loan repayment only and asset is delivered to them. 

 
Q 2: What informs them is the chosen segment that will have the largest impact and in 
response to what is the felt need in the communities. 

 
A: Needs are identified through customer forums where customers are brought together to 
meet the senior management team and to share the concerns and give feedback catered by the 
institution. Team would go to the forum and share & discuss what the customer desires and 
what they are unhappy with and this works well to determine what the products customers 
want. Different products are offered in different parts of the country and to different target 
markets, e.g. livestock product in pastoralist community. (24.08 – 25.28) 
Have a product development team (PDT)(25.34) made up of representatives in all the 
departments in the organization and of reps from branch and they meet give feedback on 
what has been observed or what customers are saying and opportunities available. They use 
product development team reviews current products and the new ideas processing and 
appraising, structuring products for customers.  
PDT meets quarterly however on a need basis they can meet monthly depending on what they 
are working on. Not always churning out new products. In the quarterly meeting the field 
team presents the ideas gotten form the team in a “lay mans language,” so the PDT gets the 
new information and  interrogates these ideas to see whether it is a new idea or is already 
captured in the existing range of products. If it passes the threshold of newness then the 
product development process begins, there is a product development process map (28.48) on 
how to develop a new product. The team goes to the area and interrogate staff and customers 
and make unstructured observations. When the idea comes all the functions for structuring 
the product are in the team e.g. IT can indicate whether product fits with the technology in 
the system, finance - pricing aspect returns, how the product will be delivered and launched. 
That’s why the team consists of members form the different departments and it’s a technical 
team but the ideas come from the field. 
Time from inception to launch ranges some are able to move quickly e.g. an emergency 
response fund – for quick disbursement of funds for access on the same day, this took 2 
months. But on average it takes 3 months at least or a bit longer because of the piloting phase 
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and those new products that are not radically different from existing products such take a 
shorter time.  
Product failures – “Mkopo hisa” – Financing customers to take part in stock exchange buying 
during an IPO, this product failed realized it was informed by euphoria during a time when 
there were many IPOs because people were not interested anymore and the activities in the 
stock exchange collapsed because shares were devalued. So this failed  
No threshold for number of new ideas developed, the PDT is not given a target of number of 
new products to develop within a given time. But they must demonstrate what they are doing 
in terms of product offering, so they may not produce a new product but can review, align or 
change existing product/features.   
 
Q 3: Definition of innovation in the organization? Do you think that the Microfinance Sector 
is innovative? Please give a reason for your answer. Are there any industry specific 
challenges and opportunities related to product and service innovation (In industry and within 
the company)?  
 
A: (34.21)The organisation has not coined a definition of what innovation is but 
conventionally it is understood as the process of coming up with a new better and efficient 
ways of doing business for the benefit of the institution (efficiency) and easier for customers 
to access. (35.02) So look at innovation in terms of process e.g. process reengineering, 
investing in technology and innovation in the product offering. Process – process 
standardization where look at the process from end to end to determine relevance and 
whether it can be shortened or made effective on a cost basis, have a person  and internal 
audit team who goes through the processes and reviews them. Investment in IT to improve 
product delivery to the customer making it better, faster and more efficient e.g. adopting 
mobile banking for disbursements and loan repayments which shortens turn around to move 
from 36 hour disbursement of loans to 24 hour disbursements – no longer to issue cheques to 
customers. So customers can pay loans from their mobile phones. 
Electronic Funds Transfer for customers and Mobile money is 66% usage and target is to 
have 85% usage. There is still room for improvement and 34% are sent for by EFT. Invested 
in banking software, a robust system to ensure that they don’t have to keep changing systems 
and aligned to other banks.  
There has been a shift in the industry because before Microfinance institutions were not 
interested in innovation because they were “like the kings.” Now the financial access and 
competition has increased because banks have downscaled through the agency banking 
model and the customers that were previously a preserve of the Microfinance institutions can 
now be served by the banks because they are now offering the same services. (40.25)This has 
pushed MFIs to think of ways to remain in business because customer needs have become 
more sophisticated and they have more options and must give them a reason to be retained. 
So MFIs have been forced to become more innovative, with new products. A lot of 
establishment of MFIs from SA that have a lot of money so most Kenyan MFIs have had to 
up their game. 
What differentiates the organisation is their clear target to impact children mainly in the rural 
area and the commitment to the social agenda makes them differentiated. Also they have a 
complete intervention in the communities because they work in conjunction with World 
Vision. World Vision will observe destitutes and give opportunities such as scholarships and 
MFIs will assist those that have the opportunities and are not as destitute. Other Microfinance 
Institutions don’t have that structure so they don’t have complete intervention. 
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Q 4: Challenges  
 
A: It is very expensive to run since the need to hire a lot of people on the ground to look for 
clients & meeting them at their convenience and not like commercial banks that can automate 
a lot of their services and have clients going to them. 
(43.35) Challenge to remain sustainable and affordable and there is the challenge of 
innovating is expensive or making a profit. Requires capital and many MFIs struggle with 
sustainability  
Uneven playing field because of commercial banks (banking Act has been amended) that 
have financial muscle and can cut down their business risk and this is not available to MFIs. 

 
Q 5: Opportunities 

 

A: Customers have become more enlightened and more aware  

Graduation into stable incomes so better loan portfolios and outreach. 
Expanded markets on a national level  
Financial survey indicated that financial access is only 37% so there’s is still 63% out there 
and there’s still a huge population that still has no access to financial institutions.  

 
Q 6: Do you think the national culture of Kenya plays a role in this innovativeness or is it due 
to other factors?  
 
A: (47.36) Culture determines how Microfinance is run because it is a social model. In Kenya 
there are unique things that strengthen Microfinance institutions or weaken it. 
Kenyans are not very innovative because they don’t think of different ways to do things and 
they have a culture of duplication and if one person does something different everyone wants 
to adopt/copy this idea. This kills innovation and it does not create value but perpetuates 
poverty. This is not good for Microfinance.  

 
People defrauding Microfinance through the formation of groups specifically for this 
purpose. Increased default rates and that’s not the case of Ethiopia because the payment rates 
here are high because they seem to value honesty more than Kenyans. Also in Asia, 
Cambodia, Thailand also have high repayment rates. 
Security in the country matters for Microfinance to work because in some countries the credit 
officer goes to collect money in cash but in Kenya this cannot happen as the officer will 
either steal the money or have it stolen from him. Creative ways to ensure that money is not 
held which has let to development of mobile banking. 
Kenyans are a lot more enlightened. Literacy levels are quite high so Kenyans are able to 
conceptualize concepts of profitability, interest and financial literacy. 
Communal and collective model still exists and there is a respect for groups and cohesiveness 
in groups which is good for Microfinance. 

Q 7: What is Kenyan culture? 
Kenyans generally are very westernized e.g. you cannot pick a Kenyan accent and they go to 
the extreme of aping the west even in how we talk. Other Africans have pride in speaking 
English in their ethnic accent and are proud of it but Kenyans try very hard not to. 
Tribal stereotypes and they are very present and can be found in some communities but not in 
others. (Note: Heterogeneity of Kenya) Not sure that there is a distinct Kenyan culture and 
there have been a lot of efforts to try to come up with a Kenyan identity e.g. a dress but it’s 
very hard.  
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Kenyan National pride – wanting to be associated with Kenya and Kenyan things e.g. paying 
Kenya Airways more money because it is a Kenyan company even if others are cheaper. 
Pride in being Kenyans and identifying with being a Kenyan. 
 
 

Respondent 8 

Part I:  

• How is the organizational structure?  
There has been a recent change in the bank with a move from being a Micro-lending 
bank to a Micro-lending Bank. Previously had a hierarchical structure with the head 
being the Chief Executive Officer who reported to the Board of Directors. Under the 
CEO were 3 Heads of Department (Head of Finance, Credit and IT), thereafter was 
the Middle Level Managers (Finance Officer, Credit Officer, IT officer) then 
Assistant officers and after that was the clerks. 
 
Change has happened; positions of CEO and BOD have remained as was but new 
positions and restructuring has occurred e.g. Chief Commercial officer reporting to 
BOD and CEO, Chief Operations officer reporting to the CEO and many more new 
positions. Trying to grow the business and diversifying from the micro lending focus 
to all types of lending (e.g. Head of Agri-business, Head of Trade Finance). 
  

• What other forms of businesses are moving into?  
Setting up a treasury department and restructuring the credit department to have a 
Microfinance programme but it will no longer be called this since there is no longer 
the requirement to borrow as a group and now one can borrow as an individual but 
discretion limit is lower which will be termed as the Micro banking (13.52 – 14.04). 
However, can still borrow as a group now but this will no longer be operational in a 
year.  
They have decided to change their business because they had Microfinance in a 
banking context, many loopholes when doing microfinancing that one can take 
advantage of but in pure banking the loopholes are sealed e.g. pricing is determined 
by what is set by CBK as Base lending rate. In Microfinance can determine what 
interest rate is as long as it doesn’t exceed what is provided by the law. 2. A challenge 
for large scale lending with minimal deposits, banking is based on the availability of 
deposits but lending is what makes banking profitable. So, as Company YY relied on 
charitable organizations lending/giving them money as grants but in banking it would 
be difficult to classify grants.  
 
Many restrictions came into being between (2010-2011), From May 2010, tried to do 
Micro-lending in the banking context but there were many losses because lending had 
to adhere to CBK lending interest rates (my note: Different laws govern Microfinance 
and Banking in Kenya), before lending at 26% in Microfinance but now shift to 18%. 
So profitability decreases and operational costs are high. For example have to hire 
social workers to go look for and promote the business since the competition in 
microfinance is very high with many new microfinance institutions emerging.  
Advantage offered by Company YY was that it offered an access to housing product 
known as “Kapitei Housing” facility.  
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The lending/repayment regulations by Company YY became stringent in that whereas 
before it was flexible to pay loan payments (e.g. if could not pay within 1 week could 
pay double the following week), now if defaulted one would be taken to the credit 
reference bureau and one becomes a liability/risk to the bank. Therefore now one has 
to save a large amount of money before they can access a loan. The change came 
because it moved from microfinance to a bank which has different objectives.  
 
In Microfinance institutions one could save with the institution for a period (6 weeks) 
then could be given a loan of 2 times the amount of saving. They introduced a 
minimum balance required in the bank account for one to obtain credit/loan. 
 
Another challenge was in group lending and co-guaranteeing process where if an 
account was started by a group and each was a guaranteed by the other, if one left the 
group then the group had to be dissolved or get someone to take up position. But this 
was bringing disharmony and confusion and a lot of members left.  
Large portfolio of loans had to be sold to a recovery company because could not 
suspend interest and they were unable to collect which informed decision to move to a 
purely commercial bank and downscale the microfinance aspect. 
 

• Difference between what was done as ZZ (conventional banking) and Company 
YY (Micro lending institution) 
 
Lending threshold, in a bank there’s no limit to what can be lent and depends on the 
security and ability to repay. In Micro lending (8.32) concentrate on low income 
earners and give them banking services that doesn’t take advantage of them e.g. no 
minimum balance, no standing charges. Making banking affordable to those who cant 
afford it in other banking institutions. Focus of Company YY was on lending because 
that’s why they joined the banking institution because they needed capital to establish 
their businesses. This was main line of business. 
 
Before it was more or less based on global banking e.g. as inter-mediaries with other 
international banks and moved to focusing on the less fortunate in society.  

 

 

Part II 

 

Q 1: How was the Microfinance component of the business run? How were products 
developed? What do you consider as the most important new product or service launched in 
the last 2 years? Can you give a description of the process it took from the idea stage to the 
market stage, by indicating the steps and parties involved? Where do the ideas and inspiration 
for new products and services come from in your organization? How is the generation of new 
ideas promoted and how are these ideas or inspirations selected in the organization?  

A: Ideas were developed from interaction with customers (24.39). Social workers (who could 
identify with the people) were employed to go scout for information from customers and 
potential customers on behalf of institution. E.g. “Watu wa Mjengo” manual construction 
workers are given daily wages with limited income (Kshs. 200) and many obligations. 
Identified housing as a need. So this person is given an incentive to join the Microfinance 
institutions save and borrow consistently for 2 years and they will be eligible to get a house in 
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the outskirts of Nairobi - Kapetei. This was not being done by any other Microfinance 
institutions or institution in the country (self note: innovation). So have identified/provided a 
need for saving and made the acquisition of a house affordable for the customer. Brought 
about the Kapetei Housing loans product- Housing product. In this product, would get a loan 
for 400,000 to get a 3 bedroom house in Kapetei, loan would run for 15 - 20 years and 
interest was for 26% flat rate. 
  
“Levuka” for recovering alcoholics – the bank would secure employment for the recovering 
alcoholics on the condition that they must save with the institution and have to take up a 
sobriety programme. Deal with 2 issues access to credit and rehabilitation. “Our products 
were tailor-made to finding the problems of the citizenry and to help them to get out of 
poverty and alleviate suffering they are experiencing.” (27:52) 
 
Complimentary services – customers could access these. E.g. the Health insurance service to 
allow access to affordable hospitals for medical services at a minimal fee, which would be 
termed as a loan payable over a period of time. Amount paid was remitted as a premium to 
the hospital, and one could access the services by showing the Company YY card and had 
subsidized rates for operations. Could get loans for other procedures if unable to meet full 
payment.  
 
Problem identification in the community, look for affordable health care facilities, determine 
the pricing that would pay the health facilities to enable the members access the facility, cards 
were for identification to access Company YY complementary services. 

 
Basic research was conducted by the social worker as they interacted with the people and 
tried to help with the problems being faced. Company YY then hired an economic 
consulting/development company that would take the problems and develop a suitable 
product that would alleviate this problem. The main idea was micro-lending but the challenge 
was in getting customers to join the institution so had to be innovative in bringing in the 
customers because of competition and so had to differentiate products, to be unique in the 
market. Products were developed by the consulting company. The CEO at the time was 
liaising between the consulting company and Company YY. A sample of the populace 
(40.08) would be taken and a trial run of the product carried out and if it worked it would be 
launched but if it did not they would look at the loopholes and go back to rethink the problem 
that has arisen. It took time e.g. Levuka took time because it involved setting up mobile 
counseling centres, it took 7 months and had 4 trial runs in different slums and low income 
areas in Nairobi to determine viability of product and these run concurrently. Some of the 
challenges led to the development of the mobile counseling centres. Trial runs were to have 
minimal risks on the product and once they saw this was feasible they rolled out the product. 
They went through the whole project management life cycle (Refer to the document sent) 
took the approach of development finance.  

 
Operations were not only focused on alleviating poverty but also based on Christian values 
coming from a Christianity background and this was a binding factor for customers and 
institution.  

 
Q 2: Do you think that the Microfinance Sector is innovative? Please give a reason for your 
answer. Are there any industry specific challenges and opportunities related to product and 
service innovation (In industry and within the company)?  
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A: Challenges  
1. Challenge of costs – Microfinance is very expensive because the operating costs are 

expensive. Also, access to the services is difficult, unlike a commercial bank where there 
are walk in clients, in Microfinance one has to go looking for the clients to sell the 
product. Also, the issue of collecting of loans because one has to go and collect from the 
customer. Complimentary services given to differentiate product are expensive and these 
costs are relayed to customer. Ignorance on microfinance and perception that it’s a 
shylock business, so more education is needed for people to understand what 
microfinance is about. Anecdote on KWFT expose on lack of proper education on what 
microfinance is about. Citizen education is crucial. 
 

2. Pricing – in Kenya there is no base rate for interest in Microfinance even after enactment 
of the law regulating the sector. So, “people charge as they please.” However, there is an 
organization called Microfinance transparency that champion for transparent pricing in 
Africa have approached CBK or the government. Microfinance Act was step in right 
direction but more needs to be done to ensure people are not taken advantage of in 
Microfinance Institutions. 

 

Opportunities  
a) There is a large populace that is needs access to credit facilities and don’t know how to do 

it. “Its untapped potential.” (52.22)  
b) Mobile money transfer MPesa can take advantage of this for disbursement and repayment 

of money. (Self note: application of new technology). Needs strategic leadership to come 
up with the products, new ideas are developing so one needs to “put ear on the ground 
and tap into potential.” (53.54) 

 
The sector is innovative because of the product differentiation are introducing new ways of 
doing things and other orgs are trying to introduce new products as well because the 
competition is high, have to think to come up with a new product. Also getting members is 
difficult, anyone can lend but coming up with the complimentary services required 
innovation. “Products coming up in the market is a clear indication of a lot of innovation 
going through” (55.47). 
 
Q 3: How does the company deal with failures or incorrect decisions made of products or 
services? What are the consequences of such failure?  

A: There were no failures as such in developing the product because they were based on the 
existing problems. The products were work in progress and they keep being revised. Once the 
problem was identified it was about dealing with the problem and how it would be tackled 
and so the product would keep evolving and keep changing. The complimentary services 
keep changing and improving e.g. Bima ya jamii plan focusing on health care and if one 
passes on the bank pays funeral costs and the insurance company would finish paying the 
loan.  

  
Q 4: What do you understand by the term ‘innovation’? Do you think the national culture of 
Kenya plays a role in this innovativeness or is it due to other factors?  

A: Our innovation is individual specific or situational specific. It has nothing to do with us 
being Kenyan. Innovation is out of the goodwill of the people but Kenyans are hardworking 
for a fact. 
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Individual specific – hardworking nature because nothing comes easy because especially 
among the poor people and one has to earn their keep e.g. if one steals in the slum there is the 
issue of mob justice. So if one has a need they think outside the box to satisfy that need and 
taking short cuts will not appear in the mind because one will suffer the repercussions of this 
(unless one is rich, they are never caught). 
Situational specific – experiences one goes through, the curriculum in the school is geared 
towards practical application and to better ourselves in the future. 844 sets us apart. A way of 
life and culture that sets us apart.  
 
Q 5: What makes one a Kenyan? What is Kenyan culture? 5 typical Kenyan behaviours? 
Things that symbolize being Kenyan 

A: Our way of life, experiences on goes through no matter the class.  
Language – development of our own language e.g. have our own slang.  
Diligence and hard work and having a knack of taking advantage of opportunities e.g. In 
South Sudan Kenyans are working, making a difference. We establish a potential and tap into 
it. “We think outside the box” 
The Education system prepares us for challenges in life and a person from our education 
system who may not have performed so well is above average as compared to those from 
another country.  
Pride in being a Kenyan; Clothing e.g. Kikoi, Wildlife – Maasai Maara, tourism, institutions 
that promote our nationality e.g. KQ, sports e.g. marathon, rugby 

 
Document analysis and follow up to answer below. 

- Describe what is the vision, mission and objectives of your organization. 
- Does your organization give a definition of this term explicitly or implicitly? If yes, 

what is the definition given?  
 

Respondent 9 

The interview guide will be a set of open questions that will enable us to undertake our 
research. We prefer to undertake the interview verbally, through a telephone interview and 
this will serve as an outline of the questions that would be asked; unless you prefer not to 
have the verbal interview but rather to give written responses to the questions.  

 

 

Part I:  

• How do you organize and/or carry out your work or assigned duties? I an alone in 
the department but hire casuals occasionally. Works under the marketing manager 

• How do you prefer to work, in a team or individually? Give reasons for your 
answer. teamwork – to learn from each other 

• To whom do you report to? Marketing manager 

• How do you relate with your supervisor at work and out of work? Purely 
professionally 

• How many people do you supervise? Depends on amount of work, we hire when 
there is need otherwise I am alone in the research department 
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Part II 
 
Q 1: What do you consider to be the basics of being a Kenyan in terms of? 

 

A: Behaviours: corruption, innovative, hardworking but struggling to make end meet 

Symbols: The Kenyan anthem and flag, brands affiliation  

Heroes: Wangari Maathai 

Values: family, work, owning a car, living in up market estates, being a celebrity,  

 

Q 2: Describe what is the vision, mission and objectives of your organization. 

  

A: To empower Kenyans by giving them financial solutions. More information – check our 

website 

 

Q 3: What do you think are the basic values, behaviour and attitudes of the people in your 

organization starting with management down to the support staff? 

 

A: Focused, honest, hardworking, God fearing, integrity, passion for success, outgoing, 

motivating 

 

Q 4: How are decisions made and implemented in your organization? How do the values, 

behaviours and attitudes of your organization influence how decisions are made and 

implemented? How do you think the size of your organization influences the decision making 

process of your organization? 

 

A: Each department has a sector head that is empowered to make the final decision for 

particular department; however critical decisions are made by the business council which 

works closely with the managing director. 

 

Q 5: What do you understand by the term ‘innovation’? Does your organization give a 

definition of this term explicitly or implicitly? If yes, what is the definition given? Give 

examples of what you would term as innovation in your organization? 

 

A: Innovation is creating tailor made products and services to keep up with changing 

consumer needs. Introducing new products and services. 

 

Q 6: Where do the ideas and inspiration for new products and services come from in your 

organization? How is the generation of new ideas promoted and how are these ideas or 

inspirations selected in the organization? Do you exchange ideas with other organizations?  

 

A: There is a product development team that doubles up as creative’s. Depends with 

consumer needs, research, market intelligence insights  
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Many organisations do not share inside information, market trends are mainly from research 

analysis, media, magazines, mystery shopping, unless someone has friends in banking 

institutions you wouldn’t be able to get insights from other banks 

Bank’s expose only a certain level of data to the media. 

 

Q 7: What do you consider as the most important new product or service launched in the last 

2 years? Can you give a description of the process it took from the idea stage to the market 

stage, by indicating the steps and parties involved? How does the company deal with failures 

or incorrect decisions made of products or services? What are the consequences of such 

failure?  

 

A: It is against the company policy to disclose this 

 

Q 8: Are there new products or services being developed? Are there existing products being 

redeveloped or undergoing improvement? What is the frequency of both processes? Please 

give examples if necessary.  

 

A: Currently new products have been put on hold due to economic turbulence and impending 

general election. 

 

Q 9: Do you think that the Microfinance Sector is innovative? Please give a reason for your 

answer. Are there any industry specific challenges and opportunities related to product and 

service innovation (In industry and within the company)?    

 

A: The industry is innovative because they always come up with new ideas and new products 

in the market. The market is changing very rapidly due to emergence of competitors, rapid 

technological advancement. 

The market is very innovative because most of the organizations stated as NGOs and have 

evolved to microfinance institutions, now deposit taking microfinance planning to transform 

in to fully fledged banks. The products keep changing as the organization change its core 

business, without innovation this may not be achievable. 

The main challenge is operating is dealing with a low end market which is very price-

sensitive. 

 

 

Respondent 10 

The interview guide will be a set of open questions that will enable us to undertake our 
research. We prefer to undertake the interview verbally, through a telephone interview and 
this will serve as an outline of the questions that would be asked; unless you prefer not to 
have the verbal interview but rather to give written responses to the questions.  

 

Part I:  

• How do you organize and/or carry out your work or assigned duties? 



136 
 

� Through budget plans, planned activities and performance management 

• How do you prefer to work, in a team or individually? Give reasons for your 
answer. 

• To whom do you report to? The Chief Executive Officer(C.E.O) 

• How do you relate with your supervisor at work and out of work? Well because 
of open door policy. 

• How many people do you supervise?17 directly and 50 indirectly 

• How do you interact with those you supervise at work and outside work? 
I encourage open door policy where we discuss work related issues and also personal 
issues that may affect one’s productivity 

 
Part II 
 

Company XX vision is to be the financial services provider of choice to entrepreneurs.  

 

The mission of Company XX is to provide affordable and reliable financial services to 
entrepreneurs for wealth creation and improved livelihoods. 

 
Q 3: What do you think are the basic values, behaviour and attitudes of the people in your 
organization starting with management down to the support staff?  
 
A: Positive attitude 

 
Q 4: How are decisions made and implemented in your organization? How do the values, 
behaviours and attitudes of your organization influence how decisions are made and 
implemented? How do you think the size of your organization influences the decision making 
process of your organization? 
 
A: Bottom up approach 

 
Q 5: What do you understand by the term ‘innovation’? Does your organization give a 
definition of this term explicitly or implicitly? If yes, what is the definition given? Give 
examples of what you would term as innovation in your organization 
 
A: Continuous improvement on products and services offered. 

 
Q 6: Where do the ideas and inspiration for new products and services come from in your 
organization? How is the generation of new ideas promoted and how are these ideas or 
inspirations selected in the organization? Do you exchange ideas with other organizations?  
 
A: From all staff, from our customers, Intelligence market survey 

 
Q 7: What do you consider as the most important new product or service launched in the last 
2 years? Can you give a description of the process it took from the idea stage to the market 
stage, by indicating the steps and parties involved? How does the company deal with failures 
or incorrect decisions made of products or services? What are the consequences of such 
failure?  
 



137 
 

A: Mwangaza loan product, XX Afya  
 

Q 8: Are there new products or services being developed? Are there existing products being 
redeveloped or undergoing improvement? What is the frequency of both processes? Please 
give examples if necessary.  
 
A: N/A 

 
Q 8: Do you think that the Microfinance Sector is innovative? Please give a reason for your 
answer. Are there any industry specific challenges and opportunities related to product and 
service innovation (In industry and within the company)?   
      
A: YES All products are tailor-made to suit clients needs 

 
Q 9: Industry challenges:-  
 
A: multifunding, default on loans. 
Appendix 10: Response from the Association of Microfinancers in Germany. 

Respondent 6 
 

This respondent is a particular case since he is the Managing Director of DMI (umbrella 

association of micro-financers in Germany). Hence, the interview conducted with this 

respondent followed a slightly different course then the others.  

 

Part I 

• Company Name: DMI 

• Interviewee Name (optional): Markus Weidner 

• Age:  42                     

• Gender: M 

• Country of birth and Citizenship: Germany / German 

• Position: Managing Director (DMI, KIZ) 

• Occupation / Previous work experience: Business Administrator, Entrepreneur 

 

Part II 
 
Q 1: What is the DMI? 
 
A: The DMI was founded 2004 and is the umbrella organization of micro-financers in 
Germany. It has to be stated that at that point, there basically weren’t micro-financers out 
there; the association was funded by a number of innovative people who were convinced that 
micro-finance was needed in Germany. The funding members were consulting organizations 
focused on small independent enterprises and incorporators/ entrepreneurs. They saw the 
necessity for micro-credits in their daily consultancies. Some organizations had pilot projects, 
starting in the late 90s; on a very small scale, they gave out few micro-credits on regional 
levels. We realized that in order to get serious about this, we would need a joint nationwide 
organization that could act on country-levels to do lobbying, obtain capital, and likewise. 
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DMI was funded 2004 to address this. I was a funding member, in the supervisory board, and 
since 2009 managing director.  
 
Q 2: Can you tell me more about this? Who were the funding members? How can I imagine 
the process taking place? 
 
A: Funding members were the GLS bank, Enigmah Hamburg (“.garage”, annotation), and 
KIZ Offenbach. We gave the starting signal; different workshop took place on country-level, 
addressing the topic of founding consultancy, small independent businesses, founding out of 
unemployment, self-employment. In these workshops, the topic came to the fore that clients 
were unable to get money from banks; so we decided to fund an organization to promote this 
need, based on the actual market interface, on our perception of an existing need.  

 

Q 3: How is the association structured now? 
 
A: The association has 55 organizational members nationwide in Germany that offer micro-
credits. This year, we will issue approximately 5000 credits; we are experiencing an 
enormous growth, the number tripled in comparison to the previous year (1750). Compared 
to 2009, we issued 287 credits. We had to “drill thick planks” to make this development 
feasible; we encountered quite some barriers. A number of banks perceived it as interfering 
with their business; we were not well-liked. Just like our customers. We disturbed the market; 
what we were was not there before, and it was seen as “not needed” by organizational 
players. But we were convinced that what we had in mind was needed, was necessary, and 
was useful. In 2005 we issued 12 credits… across the country. Today, with 5000 credits 
issued, we do not have to discuss anymore whether we are addressing an existing need or not; 
it is pretty obvious. Even our former opponents acknowledge our right to exist; for example, 
we are now in close exchange with the association of savings banks, who used to look upon 
us very critically when we started.   
Principally, we had to push through, politically. The movement gained momentum in 2010, 
when the federal government issued the micro-credit fund Germany; we had been on this 
since 2004, trying to get the federal government onboard. The federal government gave out 
100.000.000 €, relieving the sector of financial straits, so that now we can now issue 
significantly higher amounts of credits.  
 
Q 4: How can I picture this affecting the decision making structures and general structures of 
the DMI? Does the federal government have decisive powers? 
 
A: We are still an independent association. We qualify and certify our members; we take 
responsibility for their qualitative development. We posses a well-wrought reporting system 
and ensure a high quality standard of the associated institutions. Basically, we set the 
structures first. We built a huge machinery before we could feed it, if I may say so; we built 
structures to handle big amounts of credits, even though at that time, we had 12 p.a. Even 
although that was cumbersome and actually unnecessary at this stage, we set standards first. 
Actually, this was regarded as “typically German” on European levels, and slightly smiled 
upon: big, formal, correct standards even for small amounts. I do not want to say this was 
good or bad, but actually the system is in place today as we first built it, we did not have to 
change the standards.  
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Q 5: Where did the idea come from to set-up the system like this? Did you draw inspirations 
from abroad? 
 
A: No, not at all. Since we were a network, an association, we had a large amount of know-
how in there. It was a bottom-up approach, addressing the needs we saw. The colleagues had 
insights into other countries’ approaches from their work experience, but we chose our very 
own way. While we appreciated other approaches, we did not see them as applicable, that 
was not even a matter raised. We knew we would not be able to copy and implement. That is 
also due to legislative matters. Our legal framework does not allow group credits, for 
example. We considered what would work for us, in our context, e.g., we work a lot with 
personal references and guarantees. This concept of collateralization raised the standards, we 
have small default rates. From the start, we were below 10%, now below 3%. That is a good 
score and rare in comparison. Another specialty is that the MFIs guarantee for the money 
they give out; the funds is basically a safety funds, to secure organizational default. That is 
important for the bank; there is no need to anticipate credit risk. Due to the German lending 
law, a bank has to be engaged in monetary business in Germany; only banks can issue credits. 
There is no exception to this rule. Micro-financers are not banks; we therefore cooperate with 
the GLS bank. 
 
Q 6: So, if I understand correctly, the customer is scrutinized and handled by the MFI, who 
then refers the customer to the GLS bank, which in turn issues the credit? 
 
A: Exactly. Decision and guarantees are on our side. We secure via the funds; if the credit 
defaults, GLS can recover the money from the funds, but the funds in turn will incur the 
money from the MFI. There is a “ceiling”; the money that the fund can incur from the MFI 
cannot exceed 20% of annual liability of the MFI; what is beyond that stays on the accounts 
of the fund. It is a security mechanism that secures all parties and enables business. It is a 
very well-wrought model. Fine-tuning and details have been refined but there were no greater 
alterations. The greatest alteration was that the fund also pays the handling fees; this really 
made a difference, given that before we had to charge the customer in order to cover at least 
part of our cost, which was unfavourable for both sides. Now this is taken care of by fund 
means.  
 
Q 7: Do you expect to reach cost coverage over the next years? Will the sector become 
sustainable?  
 
A: No. And this has philosophical implications. In contrast to many developing countries, we 
have a well-developed banking sector. Hence, the “viable” banking is covered by banks 
(hence, business with money in it). What we do is the business that is “not viable” from a 
business perspective; because if it would, banks would do it. Therefore, it is simple logic: we 
want to reach a target group that banks do not serve. But we will never reach cost coverage. It 
is inherently impossible and not wanted. It should be acknowledged that there are different 
models in Europe; particularly in Eastern Europe, sustainable MFIs exist. They charge, 
however, greater interest rates, partially over 20%; that would be impossible in Germany; 
laws are in place that limit this clearly. Also, the banking sector is less developed in these 
countries; so the MFIs there fill another gap than we do here. They have more, “richer” 
customers than we do here; they hence realize other scale effects and can generally incur 
more money (bigger scales, higher interest rates). They basically serve another target group 
due to the fact that the banking sectors there were less developed when they started (in the 
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90s). I would compare the MFIs there rather to cooperative banks; they are not profit-hungry, 
but sustainability simply plays another role.  
 
Q 8: The DMI is responsible for the certification of MFIs. Can you tell me about the 
selection criteria and decision making in this regard?  
 
A: Criteria are comprised of three aspects: firstly, business stability; secondly, organizational 
quality; thirdly, selected target group. Hence, it is basically a mix of independent rating, 
quality management, and business plan that play a role in new certification. We want to 
ensure that micro-credit is available comprehensively across the country and no accumulation 
of “competing” organizations (hence, targeting the same customer segment) in one region 
occurs, while other regions (particularly in the East) are still underserved.  
 
Q 9: Does it happen frequently that certification applicants are rejected?  
 
A: Yes, very often. From roughly 600 applicants in the last two years, only 40 got certified. 
We are responsible for qualitative standards and take this seriously.  
 
Q 10: How is the decision taken? Who makes the certification decision? 
 
A: It is a joint decision by DMI and GLS. From each organization, one person is responsible, 
with one other person in the background. Hence, four people are involved in the decision. It 
should however be stated that a very transparent scoring model is in place, that forms the 
base of the decision. It is a systematic, standardized tool; only in the “grey zone” deciders are 
challenged. This ensures traceability and transparency.  
 
Q 11: Is there a constant monitoring of organizational practises? Is it ensured that the 
organizations stick to the standards, or are they “free” once they are certified? 
 
A: A prolongation audit is necessary after a certain amount of time (1-3 years, depending on 
enterprise size) to keep the certification. We furthermore monitor organizational performance 
via certain numerical measures and intervene if they turn “bad”. This mainly affects risk 
portfolios, which have agreed boundary values.  
 
Q 12: What happens when an organization applies for MFI certification and fulfils the 
requested criteria – but wants to serve a target group that is already taken care of by other 
MFIs in the region?  
 
A: We then usually suggest a cooperation. For a workable business, 250-300 credits p.a. are 
necessary. We would sabotage the system if we certify MFIs that will score below that 
because they more or less compete. Cooperation is more viable.  
 
Q 13: How can I picture a Microfinance customer? Who demands micro-credit in Germany? 
 
A: The classical entrepreneur who needs start-up capital and has no reserves. Also young 
enterprises with liquidity straits (often after a year or so) to pre-finance investments and 
business growth. Saisonal businesses’ pre-finance is also frequent. Or sudden financial straits, 
e.g. taxation issues. Generally, business is diverse. Below 10.000 €, personal impressions are 
sufficient for decision making; above that, the business model must be scrutinized more 
thoroughly.  
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Q 14: How is the customers’ background, is it possible to comment on that? Given that 
micro-finance is an inclusive tool – are clients rather immigrants, women, elderly, youth, or 
does that not play a significant role? 
 
A: Generally I would say that you get a “good average” of entrepreneurship in Germany. 
Many MFI have their “specialty” and serve a particular target group, e.g. mainly migrants or 
women. There are also regional differences in the customer segment. But that levels out on 
country-levels.  
 
Part III: Culture-Innovation  
 
Q 1: Which values and behaviours would you consider “typically” German? Do you see 
those in yourself?  
 
A: Safeguarding; detail-levels, exactness. Structure and order, rule-orientation. For myself 
and generally in business – I’d say it is important to find a healthy measure. Some of it is 
good; too much is contra-productive.  
 
Q 2: Are those entirely shared, or do you see regional differences? 
 
A: Rule orientation and safeguarding might be more pronounced in the East I think that 
might be one of the reasons Microfinance “starts off” less quickly there; it is not an 
established industry, it is dynamic and changeable, that does not go so well with rules and 
security. I guess it is a generation matter, however; in the younger generation, this is far less 
pronounced. Some north-south differences are also ascertainable; less in terms of values, but 
in personal conduct. In the north, the colleagues are courageous and try a lot of new things in 
customer acquisition; in the southern parts, traditional features and “good manners” are 
regarderd more important. I would like to point out that this reflects just my personal opinion.  
 
Q 3: Do you consider enterprise size influential for innovative ability? 
 
A: In Microfinance, not so much size, but age matters. The older the MFI, the harder it is for 
them to adapt to novelty. For the younger ones, novelty is not novelty; it is the world as it is. 
That is just how it goes. However I have to point out that all the MFI institutes are relatively 
small. That is maybe why a difference in size does not pose a notable effect – because there is 
basically no difference in size. I wouldn’t know of a MFI that has more than 10 people 
involved in micro-credit. Bureaucracy is no issue inherently; this only plays a role in 
cooperation with the bank, which is inevitable due to existing legislation. The MFIs have to 
comply, but also can rely on this frameworks; they can hence focus on their core business.  
 
Q 4: How do you understand the term innovation? 
 
A: New markets. Existing products for a new target group; or new products for an existing 
target group.  
 
Q 5: What would be a product innovation in the sector for you? 
 
A: New, target group-specific offers. New allocation processes – slim but effective. 
Instrumentaliziation of tacit knowledge. Generally, process enhancement is the major 
innovation; simplifying allocation structures. Concerning product innovation – structures are 
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rigid. The model determines interest rates, height, terms; there is no manoeuvring room. 8.9% 
effective interest rate, 36 month maximal term, no grace periods... that is set. No product 
adjustability is possible. Allocation structures are, processes, the way clients are approached 
– there is room for development.  
 
Q 6: So if I understand correctly, innovation is more on the process side than on the product 
side? Are those ideas and practises exchanged? 
 
A: Yes, there is a lot of exchange. We have regional meetings (north, south, east, and west) 
which are very openly conducted. We talk about problems, ideas, practises… there are no 
competitive feelings because target segments differ largely; there is no protection of 
information, experiences are shared. We also run transfer workshops on country-levels, thrice 
a year, for 2-3 days, where new knowledge and developments are shared and discussed. As 
an association, we are also involved in a range of inner-European networks.  
 
Q 7: What would you consider the most important new development in the past two years? 
 
A: On structural levels, the greatest novelty was issuing the micro-credit funds Germany. In 
terms of target group attainment, it is hard to judge, there are many… and they are very 
individual. Internet credit allocation, regional-money initiatives… it is extremely impressive 
what comes up, it is very diverse and colourful. It is a really innovative sector.  
 
Q 8: How is the acceptance of failure? 
 
A: There is no blame-culture. MFIs are entrepreneurial; so the decider also bears the risk. 
There is open communication about failure; it is exchanged in networks, to protect others 
from falling in the same trap. It is aimed at bringing the sector forward. We are a close-knit 
network of “freaks” – even although the sector is growing, loyalty is still very high. We grow 
together or we fail together, everyone is aware of their importance for the functioning of the 
network. Exchange and sharing is a high value.  
 
Q 9: Concerning internal processes – would you see development processes as rather ad-hoc 
and market interface-driven? Or are they rather pre-determined and structure-bound? 
 
A: Market interface-driven. I would not know of a MFI that possesses a pre-determined 
process; there is limited room for analysis, it is a trial-and-error approach. The market tells 
you what it needs if you listen. It is however good to stick to core competences; enforcing 
novelty artificially does not yield results. Further development counts. It is better to grow a 
new branch than to plant a new tree, if I may say so.  
 
Q 10: Would you generally regard Microfinance an innovative sector?  
 
A: Yes, definitely.  
 
Q 11: Do you see sector-specific challenges and chances? 
 
A: Sustaining quality, to ensure further cooperative abilities and sponsoring. Also, 
developing further products. If you look at classic Microfinance sector developments, it is 
clear that credit will not stay the sole product; it is just a matter of time until e.g. savings 
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products are introduced. That may seem far from today, but from a strategic view-point, I see 
that coming.  
 
Q 12: Do you think that the federal government will continue supporting the sector? 
 
A: I would expect that. Microfinance has been a success story, beyond expectations, 
especially in European comparison. It was expected that our complicated system would not 
be able to accommodate the sector. But everything works very well; low default with high 
impact. Microfinance in Germany is a political, financial, and social success story. 
 
Q 13: Is there anything else you would like to tell me? Something I might not have asked, but 
you regard important? 
 
A: In regard to comparing developing and developed countries. Comparing Kenya and 
Germany, take into consideration that markets are very different. In African countries, MFIs 
often fill the role of actual banks. There is no alternative. That is a huge contextual difference 
that you should consider: the banking framework. Here, it is different; we serve a very small 
and specific segment. There, it is a great amount of people being served.  
 
Q 14: Do you see your customer segment as specifically entrepreneurial? Is there a particular 
spirit that maybe contrasts with German “security” values? 
 
A: No, our customers are not more or less entrepreneurial than others. Often, businesses are 
set-up out of necessity, which requires money that cannot be got the conventional way due to 
socio-economic backgrounds.  
 
Q 15: How about the MFI institutions? What motivates their founders to enter this business? 
 
A: There is 25% pure idealism, 50% mix of idealism and pragmatism, and 25% financial 
interest. The last 25% tends to disappear quickly when it turns out there is no money to be 
made.  
 
Q 16: One more question concerning the structural set-up of the DMI – how can I picture the 
organization? Imagine I walk into your office – whom do I find, and what are they doing? 
 
A: We are a network. We do not really posses an office building; the location of the 
responsible members is where their office is, and where they fulfil their tasks. Starting from 
December 15th, there will be the first full-time employee. It really is a “virtual” network 
organization; as of now. That is efficient. We communicate in an uncomplicated way, for 
example via Skype, and also meet regularly in person. There is a lot of trust, working 
together in this structure works well. But it is a matter of time until this will probably change. 
When organizations grow, they require focal units. That has good sides and bad sides, but 
that is how it is.  
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Appendix 11: Data Presentation: Evaluation of Findings  

 

 National 
Culture  

Culture and Work 
Environment  

Innovation-
Definition 

Innovative 
Products 

Sources of 
Inspiration and 
Collaboration 

Innovation 
Process 

Failure 
Acceptance 

Sector 
Challenges / 
Opportunities 

Innovation in 
Microfinance 

Respondent 
1  
(interview 
time: 33:54 
min.) 

 

 

Correctness, 
thoroughness, 
nagging 
behaviour, 
discontentment, 
directness  

Thoroughness, 
correctness, 
transparency, 
directness are 
regarded important 
and positive. 4-eyes-
principle decision 
making. Else, limited 
structure. Very 
personal, good 
atmosphere. 
Enterprise size not 
vital to innovative 
ability; needs shared 
vision. 

Openness, 
unrestricted 
thinking, 
creativity. 
Basic 
confidence is 
prerequisite. 
Not officially 
defined in 
company. 

Young 
enterprise 
with little 
experience in 
product 
development.  

Small company, ideas 
are discussed on the 
kitchen table. 
Exchange of ideas: 
regularly with DMI, 
GLS and in a Europe-
wide exchange 
routine. Within 
Germany: help and 
support, no 
competition. No 
worldwide exchange; 
European countries 
bear more cultural 
similarities, concepts 
are rather applicable. 
 
  

Young enterprise 
with little 
experience in 
product 
development.  

A solution 
strategy, a 
constructive 
error 
analysis; no 
blaming 

Fixed on rigid 
basic conditions. 
Rarely room for 
manoeuvres. 

The instrument is 
innovative and 
flexible, but 
restricted by rules. 
Generally, rather 
develops existing 
products further. 
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Respondent 
2  
(interview 
time: 43:04 
min.) 

Lacking 
flexibility, 
obedience of 
rules, structure 
and formal 
orientation. 
Very structured 
thinking and 
acting. Hostile 
attitude towards 
entrepreneurshi
p. 

More chaos than 
structure; regarded 
positively 
(stimulating 
atmosphere for 
innovation). Flat 
hierarchies, room for 
individual decisions 
(responsibility), 
respectful manners. 
Enterprise size 
matters to innovative 
ability; more likely 
in smaller, less 
"bureaucratized" 
companies. 

Innovations 
develop when 
you dare to 
think the 
unthinkable. 
Small and big 
innovations. A 
defined 
process exists 
but was solely 
produced due 
to 
accreditation 
requirements. 

Products are 
services. 
Innovation 
means to find 
unconvention
al solutions 
for 
unconvention
al problems. 
Latest 
innovation in 
the company 
was to cater 
to the 
"chaotic" 
creative 
business and 
offer 
solutions for 
their 
problems.  

Operationalizing 
innovation 
("innovation circle") 
failed. The pressure of 
circumstances or the 
initiative of creative 
people bring in new 
ideas. Broad 
networking in micro-
lending and 
consultancy for start-
ups. We exchange 
ideas nationwide. On 
European level there 
are interesting, insight-
generating workshops. 
Looking at developing 
countries should be 
interesting but is not 
common practise; 
presumably because of 
different mentalities. 
Attitudes differ 
tremendously; e.g. 
loans for female 
groups of 
entrepreneurs work in 
developing countries 
but not at here.  

 

We developed a 
project that was 
set-up to 
“professionalize” 
creative people. 
We meant to 
implement 
certain structures 
by maintaining 
creativity at the 
same time – 
which is not easy 
at all. The 
project was 
further 
development of 
long-time efforts 
in the field of 
creative start-
ups. We did this 
out of a mix of 
“love and 
necessity”, 
addressing 
constraint 
(budget 
reduction). 

A big failure 
is a big 
chance at the 
same time. It 
is better of 
have a big 
failure than 
to try on the 
same level 
all the time.  
It is a great 
value to 
work under 
such 
conditions. 

Great idea with 
devastating 
bureaucracy 
attached. 
Extreme 
restriction by 
rules. Requires 
great patience; 
barriers 
everywhere.  

Generally 
speaking not an 
innovative sector, 
no where. So-
called innovations 
mere make 
believe-products. 
On principle, 
lending money to 
people who have 
none is an age-old 
feature.  

Respondent 
3 
(interview 
time: 31:13) 

Punctuality, 
perfectionism 

 4-eyes-principle 
decision making. 
Atmosphere 
currently tensed due 
to restructuring. 
Enterprise size 
impacts innovative 

Something in 
this form not 
yet existing 
and useful for 
many people. 
No definition 
in company.  

Rather no 
flexibility 
because of 
project 
restrictions. 
No new 
product 

Good cooperation with 
other micro-finance 
institution in the 
county, active 
exchange of ideas. 
Regular nationwide 
meetings and 

 Application of 
processes 
already in use; 
rather rigid way 
of acting. 

Acceptance 
of wrong 
decisions is 
benevolent, 
reviewed 
context-
dependent.  

Generally great 
efforts of the 
federal republic 
to support 
microfinance. 
Opens up 
opportunities – 

The sector is 
rather innovative. 
We are “start-up-
financiers", can be 
helpful and 
supportive. 
Special products 
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ability. development. 
Main product 
is the micro-
credit (under 
10.000 €) 
supported by 
consulting 
services.  

 

workshops to promote 
exchange with foreign 
countries, i.e. France 
or Italy. Apart from 
Europe no cooperation 
with other nations.  

but rules are 
excessive and 
impractical. 
Decisions 
enforced are 
simply 
unrealistic. 

are usually further 
developed (market 
demand, 
necessity).  

Respondent 
4  
(interview 
time: 32:04) 

Punctuality and 
perfect 
organization. 
Seeing the risk 
rather than the 
chance. Security 
orientation, 
rationality and 
trading-off, 
systematic and 
methodical 
behaviour, 
confidence and 
reliability is 
desired and 
granted. 

Reliability deemed 
important Structured 
review of 
applications, 4-eyes-
principle decision 
making. Exchange of 
ideas excellent, flat 
organization 
structure, 
independence, 
confidence. 
Employee 
commitment matters 
more than enterprise 
size; however, 
innovation can be 
"the" chance for 
small enterprises.  

 

Taking the 
service 
provider 
perspective; 
re-combination 
of existing 
products or 
building new 
ones out of 
existing 
solutions. No 
official 
definition of 
the term 
innovation in 
company.  

The actual 
micro-credit 
(addressed a 
perceivable 
need and 
offers new 
opportunities)
. A speciality: 
below 1.000 
Euro, loans 
are granted 
without any 
security.  

Good exchange among 
the MFIs on country-
level, due to good 
structures and interest 
in exchange.  By 
international 
comparison, the sector 
is undeveloped, other 
countries can inspire, 
i.e. the Netherlands or 
France. Would stick to 
Europe - concepts and 
structures more likely 
to be similar 
(implementability).  

Networks are 
most important 
for the creation 
and exchange of 
ideas. Often 
development of 
new product by 
cooperation of 2 
or 3 MFIs. 

Failures are 
a great 
chance – 
when dealt 
with 
constructivel
y.  

Innovation 
depends on the 
financial budget 
(restricted). 
Sector offers 
chances to 
"unbankable" 
segment.  

Compared to 
classic banking, 
sector is indeed 
innovative 
(networks, 
exchange, 
motion). The 
further develop of 
existing products 
predominates. 
Sometimes "sold" 
as a new product 
but in fact is not 
new. Re-
combinations are 
frequent. 

Respondent 
5 
(via email) 

administration, 
paperwork 

Bureaucratic due to 
the project structure 
(funds). Else, flat 
hierarchic for quick 
solutions. 
Cooperation with 
customers, 
colleagues and 

Sophisticated 
products, 
modern, up-to-
date. 

Restricted 
flexibility due 
to project 
requirements. 
Most 
important 
new product 
was micro-

Drawing ideas from 
the market interface.  

Predetermined 
processing; 
major steps in 
introducing 
novelty: 
advertising 
campaigns, info-
events, 

Smart 
counter-
steering 

Bureaucracy Not innovative. 
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superiors very 
considerate and 
friendly. Enterprise 
size does not impact 
innovative ability. 

credit (1.000-
10.000 €) 

exhibitions. 
Involves e.g. 
ministry of 
economy and 
finance, ministry 
of labour and 
social affairs, 
project 
management, 
loan monitoring, 
and publicity 
experts. 
  

Respondent 
6 
(interview 
time: 
01:29:05 h) 

Safeguarding; 
detail-levels, 
exactness. 
Structure, order, 
rule-orientation.   

Structures bring 
bureaucracy, but also 
freedom to move 
within ("secured 
base"). Transparency 
and traceable 
monitoring are 
valued. High quality 
standards important 
to secure. High 
emphasis on 
networking, sharing, 
joint progress. 
Enterprise size not an 
influential factor 
since all MFIs in 
Germany are very 
small; age more 
significant. 

New markets. 
Existing 
products for a 
new target 
group; or new 
products for an 
existing target 
group.  

New, target 
group-
specific 
offers. New 
allocation 
processes. 
Instrumentali
ziation of 
tacit 
knowledge. 
Process 
enhancement 
and 
simplifying 
allocation 
structures. 
Concerning 
product 
innovation, 
structures are 
rigid; but 
mid-range 
development 
foreseeable. 

Frequent regional 
meetings, nationwide 
meetings, European 
networks. Talking 
about problems, ideas, 
practises. No 
competitive feelings 
(target segments 
differ), no protection 
of information, 
experiences are 
shared. Joint 
endeavours and 
progress. 

Market interface-
driven. MFI 
institutes rarely 
possesses pre-
determined 
process; hands-
on, trial-and-
error approach. 
Innovation in the 
sector generally 
on process and 
allocation side 
(innovative ways 
to approach 
customers, 
adjustment to 
customer 
segment, 
efficient 
processes) due to 
product 
development 
restriction. 
Important to 
develop core 
competencies 

MFIs are 
entrepreneur
ial; decision 
maker bears 
the risk. 
Open 
communicat
ion about 
failure 
(networks, 
protect 
others) - 
bringing the 
sector 
forward. 
Close-knit 
network, 
exchange 
and sharing 
high values.  

Challenge - 
sustaining 
quality levels to 
ensure on-going 
support. Chance 
- developing 
further products. 
Generally, MFI 
is a success 
story. 

Generally a very 
innovative sector, 
many new ideas 
and initiatives. 
Room for "self-
actualization". 
Network. 
Bureaucratic 
structures can be 
painful on daily 
levels but provide 
solid strategic 
grounds on which 
to build on. 
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and develop 
those further. 

Respondent 
7 (Time: 
1:09:57h) 

Diligence, 
hardworking, 
one way of life 
through shared 
experiences, 
language, taking 
advantage of 
opportunities, 
"We think 
outside the 
box", National 
pride, academic 
excellence, 
importance of 
natural 
resources and 
hospitability. 

Hierarchical 
structure 

No specific 
definition on 
innovation 
although it is 
"the 
cornerstone of 
product 
development 
and expansion 
process." An 
endeavour 
geared at 
improving a 
favourable 
status quo 
and/or 
changing an 
unfavourable 
status quo into 
a more 
favourable 
one.  

Mobile 
money 
transfer, 
Loans for 
manual 
construction 
workers to 
purchase 
house, 
recovering 
alcoholics 
programme 
(rehabilitation
, employment 
and access to 
loans), Health 
insurance, 
micro-loans, 
agriculture 
loans and 
group loans. 

Grameen Bank model. 
Interaction with client, 
market survey by 
social workers, 
Competition forcing 
differentiated 
products. 

Ideas developed 
by an economic 
development 
company in 
Sweden. Trial 
runs conducted 
in various 
locations to 
minimize risks, 
goes through 
entire project 
cycle. Strict use 
of detailed 
Lending 
procedures. 
Development of 
a product takes 
approximately 7 
months 
depending if 
there are piloting 
phases.  

No failure 
since based 
on existing 
problems. 
Products 
always work 
in progress, 
evolving, 
changing, 
and 
improving. 

Ignorance on 
Microfinance 
and its role. Law 
not controlling 
MFIs more thus 
they tend to take 
advantage of 
people - no base 
lending rate set. 
Tapping into 
existing 
potential, 
"keeping ear to 
the ground" to 
know what the 
new ideas are, 
strategic 
leadership to 
come up with 
products. Labour 
intensive and 
costly. 

Product 
differentiation, 
introducing new 
ways of doing 
things, High 
competition 
drives need for 
new and 
complimentary 
products. Move 
from 
Microfinance to 
Microbanking, 
agency banking 
model and mobile 
money transfer. 
Hard working 
nature, nothing 
comes easy, 
thinking outside 
the box, distance 
between rich and 
poor, bettering 
ones life and 
practical approach 
to education 
allows innovation 
in sector 
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Respondent 
8  
(Time: 
1:06:56 h) 

National pride, 
aping western 
cultures, no 
distinct Kenyan 
identity. 

Decisions made by 
teams and CEO 

Process of 
coming up 
with new, 
better and 
efficient was 
of doing 
business. 
Processes, 
process 
reengineering, 
new 
technology 
and product 
offering. 
Shortening 
processes. 

Mobile 
money 
transfer and 
EFT. 
Business 
loans, 
consumer 
loans, asset 
finance and 
agriculture 
loans 
(including 
livestock 
loans). 

Customer forums, 
market demands. 

Product 
development 
team comprising 
representatives 
from department 
and from branch. 
Meeting are 
quarterly or on a 
need basis to get 
feedback from 
customers and 
identify 
opportunities. 
Team reviews, 
processes and 
appraises new 
ideas, if 
considered new, 
team goes to site 
for more 
information, 
discussions on 
viability. Process 
to launch - 2 - 3 
months. 

Product 
failures 
occur but no 
severe 
consequence
s used as 
learning 
points. 

Very expensive 
to run; challenge 
to remain 
sustainable and 
affordable. 
Expense of 
innovation vs. 
profit making, 
stiff competition 
from banks and 
uneven playing 
ground due to 
laws. 
Enlightenment 
and awareness of 
customers, more 
stable incomes, 
expanded 
national markets, 
huge potential 
market with still 
no access to 
finance 
institutions. 

Competition has 
increased from 
banks and foreign 
MFIs. Banks 
taking on 
Microfinance 
products through 
agency model. 
Requires MFIs to 
think of 
sustainability of 
business and 
retaining 
customers. 
“Culture 
determines how 
microfinance is 
run because it is a 
social model.”  
Duplication and 
copying kills 
innovativeness 
and perpetuates 
poverty. Default 
rates and 
defrauding of 
Microfinance by 
people as 
compared to other 
places e.g. 
Ethiopia, 
Cambodia and 
Thailand with 
high repayment 
rates. Security 
issues in the 
country factor to 
creative ways of 
money handling. 
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Literacy levels in 
Kenya high. 
Existence of 
communal and 
collective model 
and respect of 
group 
cohesiveness 

 

Respondent 
9  
(via email) 

Hardworking, 
innovative, 
recognition, 
success, 
corruption, 
family, 
improving life 
and bravery  

Focused, honest, 
hardworking, God 
fearing, integrity, 
passion for success, 
outgoing, motivating 

Creating tailor 
made products 
and services 
for changing 
customer 
needs. New 
products and 
services. 

 Market and customer 
needs, market 
research, market 
intelligence insights, 
media, magazines and 
mystery shopping. No 
collaboration unless 
through networking 
with friends. 

Product 
development 
team that is also 
the creative 
team. No new 
products being 
developed due to 
economic 
turbulence and 
impending 
general elections 

Sector head 
empowered 
to make 
decisions 
but critical 
decisions by 
business 
council and 
managing 
director. 

Low end market 
is price sensitive. 

Market innovative 
due to high 
competition and 
rapid 
technological 
advancements. 
Change in MFIs 
business models 
from NGOs to 
deposit taking 
MFIs to banks. 
“The products 
keep changing as 
the organization 
changes its core 
business, without 
innovation this 
may not be 
achievable.” 

 

Respondent 
10  
(via email) 

Hardworking 
and enterprising 

Bottom up approach 
and positive attitude. 

No specific 
definition on 
innovation. 
New ideas and 
creative ideas 
that can be 
applied to 

Business 
loans, School 
fees loans, 
Asset 
financing. 
New products 
are 

All staff, consumers 
and intelligence 
market survey. 
Usually from customer 
forums or the business 
development officers 
interacting with 

Ideas from the 
field (customers 
and the business 
development 
officers) 
presented to the 
credit operations 

 Multi-funding 
and default on 
loans. Still a lot 
of need for 
Microfinance in 
the remote areas  

Catering to 
customers that are 
not reached by 
traditional banks. 
Persons are 
innovative but 
need a financial 
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create new 
products for 
customers. 
Continuous 
improvement 
on products 
and services 
offered. 
Important 
because 
products come 
up and/or keep 
changing in 
order to meet 
customer 
needs. 

Mwangaza 
(Electricity 
and solar 
panels) loan 
product and 
SISDO Afya 

clients. manager who 
discusses with 
the management 
team (there is 
feedback with 
customers and 
officers in the 
field) once 
product is 
deemed good 
enough it is 
approved by the 
CEO. 

boost aim is to 
reach out to 
economically 
active poor. 
Development of 
different levels of 
Microfinance and 
move from 
microfinance to 
deposit taking 
microfinance. 
Tailor made 
products to suit 
customer. 
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Appendix 12 

 

Data Analysis and Application to Model  

 

 National Culture Overview (findings of 
interviews in relation to literature) 

Innovation Process and Product Development 
(Microfinance) 

Microfinance Sector Development (SME) 

Kenya: Laws, rules and regulations are 
important in Kenya and several rules and 
amendments to these rules can be found. 
Reducing ambiguity and uncertainty through 
laws and regulations is important. However, 
there is the general view that rules must 
reflect the needs of the people and are frames 
rather than rigid, detailed procedure outlines. 
These rules must also reflect the Ambiguity 
is part of daily life and not viewed as 
threatening. Environmental feedback is still 
appreciated and acts as a means of social 
inclusion and participation.  

Processes are used and there are feedback mechanisms. 
These processes are adhered to and constant inquiry 
and feedback is required and sought out from the 
customer. However, perfection is not sought out and 
there is a practice of trial and error in development of 
the product. The innovation process tends to be short 
and there are no strict guidelines on how this is done 
since there are no definitions outlined in any of the 
organization, however a continued improvement of 
products and processes is viewed as important. 

There are entry requirements for MF, but they are 
not overly strictly enforced by the laws, and 
follow-up on conduct is not done. The laws in 
Microfinance are detailed on the formation and 
general rules of conduct on certain issues such as 
certification, deposit taking and areas of operation. 
However, they do not play a role in the actual 
operation of these organizations and as long as the 
organizations conform to the general rules they are 
free to operate and form their own codes of 
conducts and regulations and modus operandi.  

Ambiguity Disposition 
(degree to tolerate levels 
of ambiguity - need to 
seek feedback from 
environment) 

Germany: German regulative framework and 
systematic approaches aim on reducing 
ambiguity and enabling equal opportunities. 
A tendency to "overdo" regulating is 
ascertainable; still a relatively high degree of 
freedom within set borders is possible. 
Safeguarding and rule-orientation are 
frequently mentioned cultural characteristics. 
This reflects the German appreciation for 
rules which can be seen as offering security 
but at the same time restricting flexibility. 
Germans tend to see their culture very 
critically and frequently mention that while 
values are generally not negative, a healthy 
measure must be maintained so that those 
don't go awry (e.g. over-regulation, anxiety). 

High limitations in terms of product development due 
to structural framework. Product itself (micro-loan) has 
fixed terms (interest rate, term, height) which are not 
amendable. This reflects the need to fit the endeavour 
into an existing, highly complex framework (banking 
and lending laws). It also shows the top-down approach 
taken to shape the sector. Innovation takes place on the 
process and application side: targeting new customer 
segments, enabling new applications, offering 
advanced supportive services. This reflects the notion 
of "high freedom within the fiercely set boundaries" 
mentioned and reflects the bottom-up approach applied 
by individual organizations to accommodate customer 
needs into the set frame. 

Regulations for products are fierce but give the 
freedom to manoeuvre in services. Emphasis on 
monitoring and quality assurance. Can be 
considered very "typical" to secure the base (fund) 
to encourage development. Germany is renowned 
for structured, top-down approaches. It meets the 
"German Angst" to know you are safe - apart from 
the fact that of course money gives more freedom 
to manoeuvre. The sector got an enormous boost 
once federal money was in. The further 
development is strategically well-wrought and 
impressively structured.  Existing know-how is 
exploited. Feedback and monitoring are deemed 
important and are incorporated in the structural 
set-up. 
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Comparison Structural approaches in Kenya a less rigid 
and more flexible. Ambiguity is regarded as 
part of life. This is different in Germany, 
were the emphasis on rules and structures are 
deeply rooted within common conduct. The 
need for security and desire for fairness is 
displayed by a preference for universally 
applicable rules. We conclude that Kenyans 
might be more comfortable with ambiguity, 
which might be influential to the readiness to 
try new things.  

Both countries seek feedback from the business 
environment (networking and customer interface in 
Germany, customer interface in Kenya). German 
institutions are highly restricted in actual product 
development; this reflects low ambiguity acceptance 
and a pronounced top-down approach. Within the 
framework however, freedom to develop services and 
applications is granted; most MFIs do not possess a 
distinctively formulated innovation process. Most 
Kenyan organizations have (not necessarily 
distinctively formulated, but conducted) innovation 
processes in place that leave room for changes and 
adjustment in a trial-and-error approach. Product 
conditions are not fixed, but certain limitations are in 
place. 

Kenyan law regulates the sector; in Germany, the 
sector is steered by the structural framework and 
controlled in its development to a large extent. In 
Kenya, the industry is already developed; 
institutions make their own strategic decisions. In 
Germany, the sector is still developing; this 
development is strategically guided. It is generally 
difficult to compare the sectors of the two 
countries since they are at different states of 
development; however, we infer that cultural 
coinage is visible. From the beginning, Kenya had 
a more laissez-faire approach, whereas Germany 
showed pronounced tendencies to take charge, 
displaying hence behaviours that reflect the typical 
national attitude towards ambiguity.  

Kenya:  Family and in-group (tribal) ties are 
very important. Advancement as a group 
rather than as an individual is deemed 
important. Still look at themselves in terms 
of tribes rather than as a nation. However, 
some aspects of individualism exist where 
individual pursuit of success can overshadow 
the need for group success e.g. competition, 
corruption. 

Customers participate in product development; ideas 
come from the community, through customer forums 
and interaction with company representatives (social 
workers, business development officers). Constant 
feedback from customers and other staff is important. 
Idea development is usually done by a group of people 
in management. Copying and imitation is frequent, 
other people's ideas are easily adopted by others; 
although this is resented by the originator of the ideas it 
is not largely discouraged or frowned upon and is 
generally acceptable. This is at times viewed as 
innovation by applying new processes and adopting 
new products. Many MFIs use group lending principles 
and encourage group lending and borrowing. 

 

Bonding with customers, close contact with 
market. Stakeholder integration, social model, 
group cohesiveness in MF. The copying and 
imitation at times is viewed as bad for the industry 
since innovators are discouraged from coming up 
with new ideas. Competitive pressure shows some 
aspects of autonomy where the industry does not 
share ideas or converge often although an 
association exists. 

Autonomy and 
Communitarianism 
(societal ties - focus on 
individual vs. group. 
Individual goal pursuit) 

Germany: Democratic structures are deemed 
important. Power distance is small while 
individualism is high (Hofstede, 1997, p. 54). 
Freedom to act independently within a 
common framework reflects this. While 
certainly willing to integrate into the bigger 

Both autonomous and communitarianist structures 
ascertainable. Pronounced appreciation of cooperation 
and networking for innovation development in the 
sector. Strong bonds within the sector and participative 
approaches with the market interface. Depicts 
communitarianist tendencies and the desire for 

Unusually strong collectivist structures in the 
industry, emphasis on networking and sharing, 
moving on together. Integrative approaches are 
pronounced and fostered by system administrators. 
Strong embedding in regional, national, European 
collective structures. Autonomy in acting within 



154 
 

picture, Germans need the feeling of being in 
control on individual levels, and micro-
monitoring is promptly rejected. Social ties 
are not overly pronounced; focus on self and 
the closest circle of friends and relatives.  

embeddedness while individual autonomy is still 
fostered. Regarding customers, group lending failed in 
Germany; it was not appreciated by customers which 
feel uncomfortable with the idea of taking 
responsibility for others. This reflects the highly 
specific relationships Germans have; only a small 
circle of people is trusted. It also indicates 
individualism. 

 

frameworks. High national autonomy in setting up 
and developing structures. The freedom to 
manoeuvre within the set borders is regarded 
highly important. Close-knit network structures. 

Comparison Germany and Kenya score opposing values 
in Hofstede's (1997, p. 54) study - Kenya 
scoring low individualism, whereas Germany 
scores high individualism. There might be 
deviations (e.g. individual goal pursuit does 
exist in Kenya; communitarian structures can 
be found in Germany) but generally, we 
would infer the same results for this study. 
Germans can indeed be seen as rather 
individualist, which might foster individual 
autonomy; the Kenyan high power distance 
might pose hurdles to individual goal pursuit.  

Pronounced communitarianist structures in both 
countries in regard to idea generation (exploiting 
interfaces). The feedback process is also integrated in 
both. This might be regarded a sector-specific approach 
in Germany that does not correspond to a range of 
culture-typical characteristics; this is not the case in 
Kenya, where communitarianist cultural traits are 
ascertainable in many industries. It is also remarkable 
that while group-lending is successful in Kenya, it is 
clearly rejected in Germany and is even difficult to 
integrate in the legal system. We therefore infer 
cultural coinage in regard to product development and 
the considered dimension.  

 

Social embedding is deemed important in both 
countries. There is, however, pronounced industry-
internal competition within Kenya (portraying 
individualism), whereas in Germany, the sector 
shows profound cohesion (displaying 
communitarianist conduct). This is remarkable in 
regard to the general characteristics, given that it 
poses a contradiction to the general classification 
of the countries.  

Authority and Sway 
(acceptance of unequal 
power relations and 
hierarchy) 

Kenya: CEO decides; however, there is 
always the presence of a board of directors 
that have a say in some critical aspects; 
rather hierarchical decision making 
structures. However, consultative processes 
are applied; Being able to voice your opinion 
is appreciated, regardless whether that will 
influence the decision. Inclusion in the 
decision making process from the customer 
to when decisions are made is important. 
High poverty levels but there is a sense of 
having "economically active poor".  

Although there are hierarchical structures and the top 
management has the final say in the decision making, 
the idea generation development is largely a 
consultative process between management and 
customers, management and field staff, field staff and 
customers and management within themselves. There 
is still a hierarchy in the process but there is continuous 
consultation. The products are developed mainly 
focusing on helping and empowering the customer and 
are very customer centric. For example, products to 
buy business assets, school fees loans, health 
insurance, housing and electricity installation 

Inasmuch as there is unequal distribution of wealth 
and poverty in the country. Development of the 
MFIs has been successful and continues to gain 
popularity because many economically active poor 
people still require access to financial services.  
Sector is usually focused on helping the poor or 
disadvantaged in the society. Customers have the 
power to demand or influence the direction that the 
institution takes in terms of products and change. 
Unequal power distance in decision making is 
accepted. 
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Germany: The country displays low power 
distance (Hofstede, 1997, p. 26). Authority 
can be challenged to a certain degree. Due to 
belief in systematic approaches, general rules 
are rarely questioned once in place. 
Generally, role-based rather than people-
based structures. Emphasis on democratic 
participation. Strong adherence to procedures 
and rules. Rejection of people-centred 
authoritarian structures; structural roles 
prevail. No acceptance of status that is not 
earned (ascription).  

The general rules and restrictions limiting product 
development are accepted, yet partially very critically 
commented on. This reflects the desire to voice one's 
opinion but also the readiness to submit to the greater 
sphere of things ("being a cog in the wheel"). Authority 
of supervisory bodies is not questioned as long as it is 
transparent and/or participative. Generally, mutual 
control mechanisms (4-eyes-principle) are in place at 
all levels.  

Team-based decision making and flat hierarchies 
prevail in the individual institutions, displaying 
equal power relations. The decision-making 
authority of the DMI is accepted on grounds of 
participation and efficiency. Regulative 
frameworks are remarked as partially unrealistic 
and "overdone", yet necessary to move forward. 
Hence, acceptance of regulative authority is 
present. The acceptance of failures and 
misdetermination is unusually high, pointing at 
participative decision making structures in the 
sector. 
   

Comparison Kenya scores high in power distance, 
whereas Germany displays low power 
distance in Hofstede's study (1997, p.54). 
Acceptance of unequal power relations and 
wealth distribution is more pronounced in 
Kenya, whereas Germans show a preference 
for equality, emphasizing fairness.  

In Germany product development is highly restrictive 
through the regulatory framework; innovation in 
relation to the existing product, however, is relatively 
free and unrestricted. That means that the authority of 
the framework has to be accepted, while freedom 
within this set boundaries is granted. This allows for 
equality in decision making until a certain extent. 
Generally, ta participative approach is taken to 
developing new ideas due to pronounced networking 
and market interface exploitation. Which differs from 
the Kenyan approach whereby although there is 
unequal power relations within the organization in the 
approval of the final product, there is freedom, 
continuous consultation, participation and team 
working in the innovation and product development 
process, having the customers and staff involved. The 
sector does not generally collaborate in developing 
ideas. 

 

Inequality in society is more pronounced in Kenya. 
This is an accepted fact (gap between the rich and 
the poor) this has influenced the approach the 
sector has taken through its development that is its 
focus on poverty alleviation. Germans are less 
prone to accepting inequality, potentially due to 
socio-economic factors; that is also depicted by the 
participative approach taken in the sector and the 
focus of the industry to be on social inclusion. 
However, the superiority of regulatory frameworks 
is accepted in Germany, whereas the authority of 
individuals might be challenged.   
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Kenya: Reactive tendency – solving 
problems when they occur, trial and error 
approach. Focus on the present and future 
implications of issues rather than the past. 
Although a culture of short term orientation 
is seen in the general culture; Some form of 
Long-term planning-oriented approach is 
found in the sector - with persistence and 
perseverance being seen as important values. 
Tendency towards synchronous-parallel 
approach. Relaxed perception of time; 
Accommodate the present and its shifts and 
changes. 

Product-development not connoted with urgency but is 
seen as a continuous process. No targets set for number 
of products to be introduced in the market. Products are 
put on the market relatively quickly between 2 and 7 
months and these are flexible depending on the market 
needs and changes needed thus encouraging the 
innovation process. Products are always viewed as 
"works in progress" and can shift and change according 
to the needs of the customer. Several products are 
offered with each other and they have different features 
and can serve different target groups for different 
purposes. Nothing is seen as a waste, even a failed 
product, this is taken as a learning opportunity. 

The industry came into being based on 
development-related endeavours fostered by 
different initiators (Western influences), and 
gained momentum, changing the outlook of the 
industry continuously. The need to save 
consistently to obtain loans. Long term planning is 
seen in the various laws governing the Sector, the 
need for processes and improvement of processes 
and adoption of and investment in new 
technologies. The changing nature of MFIs 
business model and the products offers in terms of 
approach towards loans and interest rates shows a 
focus on the present and synchronous approach to 
time. 

Time Perception and 
Planning 
(sequential/synchronous. 
Time planning horizon 
(long-term/short term). 
Value of time) 

Germany: Germany is clearly a culture where 
time plays a major role. Punctuality and 
exactness were among the most frequently 
named cultural values. The perception of 
time is monochronic/ sequential. Time is 
serious business, wasting someone else's 
time a grave offence. Germans can be seen as 
present-oriented with still a pronounced 
tendency towards future planning; they show 
a very proactive approach to speculating 
about the nearer future (around five years), 
anticipating risk, and planning ahead in great 
detail. Long-term planning approach; future 
implications of current actions are estimated 
at all times. To provide for the future and be 
precautious, anticipating actio-reactio 
relationships is common. The German time 
horizon stretches into the future and plans for 
events to come.  

Impulses for innovation are mainly generated from the 
market interface and from networking, hence are 
relatively ad-hoc and spontaneous. Delineated 
innovation processes are virtually non-existent. The 
relatively small size and flat hierarchies of the 
individual institutions enable quick and flexible 
reactions to market needs. Hence, on individual levels, 
planning is present-oriented and follows a tactic 
approach. Given that product innovation is virtually 
impossible, emphasis is on services, processes, and 
application development, which are relatively quickly 
implementable in the inherently not overly structured 
institutions. On holistic industry levels, planning is 
more strategic, future-oriented and restricted by laws; it 
respectively requires longer time (e.g. accreditation 
process, application for funding).  

The German trait of planning ahead and in great 
detail is visible in sector set-up. The sector was 
structured in a well-wrought way before it was 
even clear how and if it would develop; a whole 
machinery was construed prior to implementation. 
This stands out in international comparison ("the 
German way"). The industry gained momentum 
based on these foundations; the transparent 
structures facilitate approaching donor funding. On 
individual levels, institutions can react relatively 
quickly within the framework, due to their small 
size and industry embeddedness. Industry 
development is strategically supervised on holistic 
levels. 
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Comparison There is a distinct difference in the two 
countries on this dimension. Where time 
perception in Kenya is seen as relaxed and 
flexible and there is a focus on the present. 
Although there are instances where long term 
planning and future orientedness may be 
deduced. In Germany however, time is seen 
as a valuable resource and punctuality and 
exactness are valued. Long term planning 
and future implications of current actions are 
considered in order to be precautious and 
anticipate possible action-reaction 
relationships.  

In Kenya, the immediate needs and demands of the 
customers are considered in product development 
regardless what the future implications could be. 
Product innovation is undertaken relatively quickly and 
there are generally no time restrictions on the 
innovation process or number of ideas that are to be 
developed. It has been argued that the products in 
terms of loan repayments and interest rates in Kenya 
take a non-linear, synchronous approach, in terms of 
flexibility in repayment, renegotiation of terms and 
conditions and even high default rates. The innovative 
scenario constantly shifts according to the needs of the 
environment which portrays the relaxed and short term 
orientation of Kenya. In Germany on the other hand, 
the overall strategic product development has been 
undertaken taking into consideration a relatively long 
term perspectives and has taken a linear approach 
where there are fixed interest rates and limited 
repayment terms which are largely non-negotiable. A 
certain flexibility is perceivable in the innovation of 
services and applications accompanying the product, as 
well as in regard to the speed of development; this 
might however be partially enabled by an already 
relatively well structured product offering. The 
efficiency displayed mirrors a cultural characteristic in 
regard to time perception. The planning horizon can be 
seen as future-oriented on industry levels and present 
to future oriented on individual MFI levels. 

The development of the sector in Kenya shows a 
synchronous parallel approach where events were 
happening simultaneously and various types of 
Microfinance institutions emerged at the same 
time. Regulation of the industry came to being 
years after the establishment of the industry which 
shows that there seems to long term planning was 
not taken into account. This differs from the 
German sector where the industry has been 
structured from inception and a machinery 
constructed prior to implementation. Emergence of 
new MFIs is also relatively controlled and there is 
the need for adherence to the existing framework 
in order to get accreditation; this portrays a 
sequential time approach.  
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Kenya: both inward and outward tendencies 
are visible. Whereas hard-work and the 
implications for shaping your own fate are 
acknowledged ("passion for success"). Hard 
work and diligence are valued and they are 
seen to contribute to the betterment of one's 
self and the society; these values are 
rewarded.  It is mainly believed that one has 
control in shaping their future. There is also a 
pronounced religious faith that may lead to 
acceptance of some environmental twists and 
turns, that is, "leaving it in God's hands" to a 
certain extent.   

This has brought about a demand for new products and 
services. The needs in the society to improve the lives 
of individuals; that is the need of people to better 
themselves and the push to work hard in order to attain 
success ("nothing comes easy") produces the need for 
products that take care of these needs. This in turn 
pushes for the development of new products to capture 
these needs. The elaborate innovation processes in 
majority of the organizations show an inward 
directedness. However, there is a high tolerability when 
mistakes are made and they are seen as part of the 
learning process and are either set aside or are 
improved to cure the faults identified; Always seen as 
"works in progress" 

Constant changing circumstance of the MFIs from 
purely lending organizations to deposit taking 
MFIs and others into mainstream banking shows 
that there is the need for constant improvement 
from within the industry and from customer 
demands. There is the view that the poor are 
enterprising and only need someone to "boost 
them," and in the groups that people need each 
other to advance; therefore the Sector is driven by 
a good social interaction of helping others to 
achieve their goals.   

Social Behaviour 
(Relationship with 
environment: inward 
/outward-directed. 
Behaviour perception by 
society) 

Germany: The country is relatively inward-
oriented; the environment is seen as shapable 
to a certain degree. The perception prevails 
that "we are in charge of what we do", with a 
strong sense of responsibility; can even be 
frustrating not to be in charge (e.g. 
framework compliance). The German sense 
of responsibility plays into this; they "do not 
leave anything to fate". Planning and 
monitoring are important in order to keep 
check of the environment. Control is viewed 
as helpful, as long as it does not exceed a 
certain limit, e.g. 4-eyes-principle in the 
work environment. Circumstances are no 
excuse. The individual is responsible for 
their actions. Humane orientation is not very 
distinct. 

The orientation towards the market interface and 
instant reaction to contextual features shows a more 
outward-directed tendency then is typical for the 
culture. Innovation happens ad-hoc, through high-
potential creative individuals, in extensive networks, 
and through close customer contact. Failure acceptance 
is high, indicating that the importance of controlling 
ability is less pronounced. Trial-and-error approaches 
are fostered, strategic market analysis not common. 
Still, decision-making happens under controlled 
circumstances (mutual control), and participative 
responsibility is pronounced.  

While responsibility is generally shared, still 
nothing is "left to fate". Mutual control 
mechanisms are in place to ensure validity and 
applicability of decisions made (e.g. accreditation). 
Prevalent belief that initiative will drive the sector 
forward (reflecting inward-directedness). Holistic 
monitoring is well-wrought and integrated in the 
structural set-up (monthly reporting).  Difference 
between "inside" (individual institutions and their 
contextual embedding in networks) and "outside" 
(the general sector and its controlled strategic 
moving). Integration into greater contextual 
entities (European networks, etc.) takes no toll on 
the perception of duty for shaping the sector. 
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Comparison Kenya display values of being both inward 
and outwardly oriented whereby there is a 
sense of working hard and achievement 
through goals setting which will in turn be 
rewarded. However, there is the realization 
that there are certain environmental aspects 
beyond one's control that can affect the 
achievement of these goals. On the other 
hand, Germany is rather inwardly oriented, 
the need to control, plan and monitor is 
distinct. Control is not seen as an offence and 
is generally acceptable and even helpful. The 
environment is seen as shapable and 
circumstances are within one's control to a 
high extent.  

In Kenya there is the display of inward directedness in 
the development of products and the innovation 
process since these emanate from the needs of the 
customers to improve their situation in life, thus 
creating a demand for products that cater to their needs. 
It is also noted that there is a high acceptance of 
mistakes and this is seen as a learning process and 
fosters innovation. Therefore, there is an inward 
directedness that emerges from the customers need for 
new products and innovation but an outward 
directedness once the products are on the market. 
Failure acceptance is also acceptable in Germany 
where control is seen as less pronounced and trial and 
error approaches are encouraged, this together with an 
outward tendency in the close customer contacts, 
extensive networks and adhoc innovation processes 
shows an outward tendency that seems contradictory to 
the overall culture displayed by Germans. This is 
interesting to consider bearing in mind the high control 
present in the decisions making in the sector, which 
may seem contradictory. 

There is a general inward directedness in Kenya 
where the sector is driven by customer demands 
and competition. An inward directedness can also 
be seen in Germany where there is an overall 
relatively high control on how the sector is 
strategically shaped, however there is outward 
directed tendencies in the integration of the 
customer interface and catering to the perceived 
needs of the environment.  

Kenya: hard work and diligence are 
positively connoted. Persistence and effort 
are assumed to pay off. Failure is accepted 
on a trial-and-error base. Bettering one's life 
and self-improvement is encouraged by 
society; personal performance is important 
for societal context. Achievement is highly 
regarded and there is value in success and 
elevation of successful people. Achievement 
and progress is seen to be rewarded in terms 
of wealth and this infers success. 

Ideas are well received; Products are continuously 
changing or being improved to meet the market. 
Feedback is always sought from the customers to 
ensure that the products meet their needs and the ideas 
are generated from the needs of the customer. Products 
are geared towards improving the lives of the 
customers and improving one's situation in life, 
personally or through the business, is the focus of the 
products.  Products are always being improved and 
new ways of ensuring better and efficient products and 
processes is constantly being sought out.  

There is the constant need for MFIs to improve 
their products and services due to competition 
from other MFIs and due to pressure from 
customers with increasing needs to be met and 
threat of moving to banks and other MFIs. 
Adoption of technology such as mobile banking 
has been critical in improving the services offered 
by the MFIs. 

Performance 
Orientation (Importance 
of achievement - 
encouragement and 
reward of innovation, 
high standards, 
performance 
improvement) 

Germany: Germany clearly values 
achievement over ascription. The 
mechanistic tendencies in organizational 
structures mirror this value. Feedback for 
self-improvement is valued, but it depends 
on who voices it (hierarchical thinking). 
Pronounced appreciation of novelty 

The dilemma is obvious - both progress and safety are 
desired. Innovation means impeding virgin territory; it 
is an ambiguous endeavour with risks and chances 
which does not go well with security. Progress means 
innovation, means taking the unbeaten path. It can be 
seen as very typically German not to "let go", but 
exercise a relatively high amount of control in this 

The sector in general is largely subjected to the 
restrictive federal laws on banking and lending, 
which enforce a certain set-up (e.g. integration of a 
bank and the subsequent administration). The high 
valuation of achievement and success in 
combination with the large untapped potential pose 
motivation to strive forward. Perception of 
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("progress through technology") is in 
constant trade-off with anxiety ("safety 
first"). This dimension possibly addresses the 
German dilemma of safeguarding versus 
progressing innovation most distinctively. 
High emphasis is generally put on progress 
and performance. Individual responsibility 
for progress is emphasized; networking is 
fostered for feedback and joint improvement. 
Once an endeavour has been started, it is 
followed-up on and monitored to the limit. 
Failure is acceptable within certain limits but 
to possibly avoid it, the environment is 
controlled to the maximum extent. 
Performance really matters. 

regard, while still catering for individual freedom; 
hence, while the general conditions are fixed, room for 
development is given in the surrounding environment. 
This can partially be attributed to contextual pressures 
(restrictive lending laws). Hence, the product (micro-
credit) is not alterable, but the respective applications, 
processes, and services are.  

responsibility to progress triggers ambitious 
endeavours to bring the sector forward on holistic 
levels. Standards and expectations are high, 
mirroring the importance of performance. 

Comparison Both countries seem to value achievement 
and performance in terms of an individual 
having the responsibility to progress and 
self-improve. Failure is also acceptable to 
certain limits in both countries. However, In 
Germany there is a constant dilemma 
between appreciation of novelty and the 
anxiety that this causes.  

In Kenya, ideas for innovation are derived from the 
customer needs and the constant need for customers to 
improve their lives. Due to high competition there is 
the pressure to improve products and processes within 
the MFIs in order to meet customer demands and retain 
customers. New technologies and processes are 
introduced and sought to enhance the standards of the 
products and processes and are seen to bring rewards. 
Germany however, seems to have a dilemma since 
there is some relative room in the application of 
products which will entail some level of innovation, 
but generally due to the fixed condition and high 
control, the progress of innovativeness is somewhat 
curtailed. 

The sector in Kenya is highly performance 
oriented as it is characterised by high competition 
and there is demand for improved product offering 
to the customer which has seen adoption of 
technologies. In Germany the standards and 
expectations are high due to the well-established 
frameworks. Progress and performance are also 
valued in the sector with plans for new products in 
place. 
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