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Abstract: Innovation is a key component of the development of the economy, the competitiveness of national economies and the high 

quality of long-term performance. To acquire and maintain competitiveness is strongly dependent today on innovation. For many years 

innovation related studies concentrated on technological innovation. Although Schumpeter has defined innovation in a broader sence, 

including market and organizational innovations as well, studies mainly have left out of consideration the economic, managerial and social 

elements of innovation. During the last 15 to 20 years social innovation has emerged as a major area of studies in innovation. How do all 

the actors of the economy see it? How does one help each other? We seek answers to these questions in a research on innovation and social 

innovation in a wider area, from which the present study focuses on social attitudes in technical and social innovation.  
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1. Introduction 

Innovation, as a key element of economic development, is an 

essential factor in social processes. Theoretical antecedents of the 

concept of innovation appeared in Schumpeter’s Theory of 

Economic Development (1912). Schumpeter clearly considers 

innovation as the driver of the boom, and has attributed a crucial 

role to the creative entrepreneur. He identifies the concept of 

development with creating something new, and limiting it to 

innovation, which is the way as the entrepreneur exists. He 

distinguishes five types of innovation: the creation of a new 

product, the introduction of a new production process, the 

penetration to a new procurement market, the penetration to a new 

sales market, the development of a new organizational form 

(Schumpeter, 1912). 

Gloria-Palermo (2005) emphasizes the dynamic concept of the 

entrepreneur’s role. In this manner, the creative entrepreneur must 

have additional purchasing power to obtain the production assets, 

which is provided by credits from banks. Innovations result in 

temporary profits until they are massively adapted. Interesting to 

mention that Schumpeter’s teacher, Friedrich von Wieser, identifies 

the entrepreneur as „a brave technical innovator, an organizer who 

knows human nature deeply, a visionary banker, a daring 

speculator, and a world leader of trusts” (Madarász, 2014, p.17). 

2. Technical and social innovations 

Schumpeter identified innovation as the reason for economic 

growth. In his interpretation, innovations lead to economic and 

technological development. From the second half of the 1900s, the 

notion that technological development and progress means not 

merely technical innovation, but also social innovations that bring 

about the renewal of society, becomes accentual. In 1970, Dénes 

Gábor examined several types of innovations, and attributed the lag 

of efforts to increase social welfare to the predominance of 

technical innovations. According to him, social initiatives can be 

identified as reforms controlling innovation (Gábor, 1970). 

According to Drucker, innovation is needed in all fields of life, and 

it must not be limited to technical or economic fields, but it is also a 

social category, and with this theory he deepened the concept of 

social innovation (Drucker, 1985). Smeds (1994) identifies 

technological innovations as prerequisites and causes of social 

change. According to Introna et al. (1999), technological innovation 

cannot be created without the renewal of society. According to the 

„expanded” interpretation, innovation is a new or significantly 

improved product, process, marketing method, or organizational 

method in business practice, organizations, or collaborative 

relationships (EC, 2006). The definition is a guideline related to 

primarily technical and economic innovation, but the European 

Union’s programme for research and development and innovation 

policy (Horizon 2020), however, already pays particular attention to 

defining social innovations. Murray et al. (2010) investigated novel 

social cooperation and, in their opinion, new structures are 

developing new social solutions to address social problems through 

technological development. Franz et al. (2012) examine technical 

and social innovations and emphasize the importance of the issue, 

whether innovations that bring new technological achievements are 

useful to society in all cases. In their view, ’new’ is not necessarily 

a good and desired category, social innovation endeavours are 

widespread and accepted in a wide range of societies. 

Technological and economic innovations cannot be an answer 

to all social challenges. Natural and material resources are 

becoming more and more scarce, so it is necessary to use 

investment assets as rationally as possible, maximizing social and 

economic efficiency. Social challenges requiring long-term 

solutions (eg. unemployment, migration, economically 

disadvantaged areas) demand new social cooperation. Social 

innovation is a necessary step towards improving development and 

competitiveness, where the role of innovators is crucial. Innovators 

are members of the local community or, in a broader sense, of 

society, who, in the light of their needs, find new or novel solutions 

to meet their needs determined by social challenges. Social 

innovation „provides new or novel responses to the problems of the 

community with the aim of increasing the well-being of the 

community” (Kocziszky et al., 2017, p. 16). In addition to raising 

the standard of living, the emergence of novel structures and the 

promotion of society’s ability to act can be emphasized, where 

social innovation can be identified as a process of increasing 

willingness to act (Balaton-Varga, 2017). 

It can be stated that social innovations are inseparable 

’companions’ of technical innovations, innovations can be 

interpreted as complementary processes. New innovative bases - 

like the field of social innovations - help to implement technical 

innovations and their efficiency, while being able to respond to the 

current challenges of society by increasing each other’s strength 

(Varga, 2017). The different types of innovation interact and lead to 

the transformation of economic and social relations. 

3. Factors influencing innovation at individual 

and organizational level 

Several authors have attempted to enumerate the elements that 

stimulate and help innovation. When examining management, we 

need to take into account important features of innovation, such as 

the supportive environment, the ability of the organization to 

recognize market opportunities and threats, or the commitment to 

technological development, the willingness to innovate, and the 

availability of expertise and capabilities (Piskóti et al., 2012). 

According to Derecskey (2012), the personality of the innovator is 
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decisive when judging an innovation idea. According to Niclas 

Trouvé, Hungarian ambassador of Sweden, the characteristics of the 

innovator determine the innovaton ideas of the organization. 

Representatives of empirical research based on the personality-

based approach of innovation (Rogers 1983, Becker 1970, Boone, 

1970) have introduced personality traits as an explanatory variable 

in their research when examining innovation. 

To summarize what is needed for innovation: a good idea and 

an innovative person, as Schumpeter (1980) described. The 

characteristics of the creative innovators described by Schumpeter 

have been empirically tested by Judit Rimler (1998, 1999). Based 

on in-depth interviews with successful entrepreneurs, she 

summarizes the personality traits that characterize them, the „real 

creative entrepreneurs are those who invent something for which 

have not had any demand before.” (Rimler, 1999, p. 54) 

Based on the synthesis of the above statements, we can 

conclude that the conditions may appear at the individual level, at 

the organizational level, or there may be external incentives as well. 

This is in line with the recommendation for innovation management 

developed by the European Technical Committee. In our previous 

research (Deák-Kiss, 2017, Tóth-Kiss, 2017) we examined the 

factors related to different external conditions, but we would only 

address the individual and organizational level in relation to the 

topic of this study. On the basis of the reviewed literature we 

developed our own influencing factors of innovation, which were 

also used during the questionnaire. 

4. Research 

In recent years, we have carried out much empirical research to 

examine business and social innovation, in which we tried to utilize 

the experience gained so far. The results presented in this paper are 

based on the results of a broader research on business and social 

innovation attitudes, aimed at exploring innovation endeavours 

(both business and social innovations) from the perspective of all 

concerned. 

The aim of the research is to explore stakeholders’ attitudes 

towards business and social innovation. 

Our research questions are the following: 

- how the members of society perceive innovation activities 

around them, 

- what can be the purpose of the activities, 

- what are the conditions that help or inhibit innovation, 

- what kind of personality should the innovators have? 

In the examined group, 256 people made up the complete 

population that met our criteria. Agreeing with the literature (Bulut 

et al., 2013, Krlev et al., 2014, Balaton-Varga, 2017, Tóthné Kiss – 

Varga, 2017) we accept that pioneers of innovative thinking and 

potential innovators are former and current university students with 

diverse socio-demographic, geographical and cultural background. 

Where there is no opportunity for the implementation of business 

innovation, social innovation can be a new tool or model for 

successful innovation. Reducing regional differences and increasing 

regional competitiveness are decisive factors in the innovation 

processes of certain disadvantaged areas, which are indisputably 

essential. This innovation process is particularly important in 

disadvantaged areas (eg. Northern Hungary). Accordingly, the 

questionnaire was sent to the former and current students 

(examining student status for the past 10 years) of the University of 

Miskolc (as the leading institution of higher education in the 

region). Respondents are from various university faculties 

(mechanical, economics, law, healthcare, arts, music institute). The 

online survey took place in December 2018 and January 2019. The 

questionnaire consisted of two main parts: on the one hand, we 

collected demographic data and, on the other hand, information 

about business and social innovation. In the second part, we tried to 

identify the concept, successes and examples of business and social 

innovation, as well as the stimulating factors and barriers. In 

addition, we asked the respondents to prioritize 12 characteristics to 

identify the personality traits that generate business and social 

innovation. 

 

5. Results and discussion 

We tried to meet the strict sample selection and methodological 

requirements of the innovation surveys in our research. 54.8% of 

the non-representative sample population are female and 45.2% are 

male. In terms of age distribution: 

- 18-28 years: 20.4% 

- 29-38 years: 45.5% 

- 39-48 years: 19.6% 

- 49-58 years: 12.2% 

- 59-68 years: 2.3% 

The ratio of  respondents who live: 

- in a city (over 100,000 people): 45.3% 

- in a town (between 20,000 and 100,000 people): 10.5% 

- in a small town (up to 20,000 people): 22.3% 

- in a municipality: 2.2%. 

The base population, taking into account the innovative 

motivations of the above-mentioned university students, can be 

described by the highest level of education and occupational 

distribution as follows: 

 

Figure 1: Highest level of education of respondents, (%), n=256, 

Source: own construction based on the survey 

 

Figure 2: Occupational distribution of respondents, (%), n=256, 

Source: own construction based on the survey 

In accordance with the research questions, the following 

statements can be made for the sample as the results of the survey: 
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Figure 3: Assessment of respondents regarding social and business 

innovations, (pcs answer), n=256, Source: own construction based 

on the survey 

About two-thirds of the 256 respondents has already met with 

business innovation at their place of residence, which they 

successfully identified. It can be seen that barely one-third of the 

sample recognized social innovation activity around them, which on 

the one hand may refer to the less well-known concept of social 

innovation, and on the other hand assumes that the region’s social 

innovation activity is not typical. This picture is underlined by the 

fact that 53 of the 64 respondents with positive answer mention a 

concrete example of their residence, as well as having information 

of other (even international) practices. In our opinion, this rather 

suggests that knowledge about the process of social innovation is 

less common in the analyzed sample. 

In line with our research question, we wanted to find out 

whether respondents thought that there was a difference between 

the aims of business and social innovation. 

Table 1: Aim and motivation of business and social innovation 

activity (pcs answer), n=256, Source: own construction based on 

the survey 

 Business 

innovation 

Social 

innovation 

Realization of financial 

results, profit 
139 48 

Social welfare 38 175 

Quality improvement 107 67 

Cost reduction 91 48 

Process development 70 41 

Increasing competitiveness 129 52 

Reducing environmental 

pollution 

43 82 

Exploring new markets 52 29 

Create a new product / 

service or procedure 

66 29 

Reduce energy 

consumption 

32 53 

Our assumption has been confirmed as respondents associate 

social innovation with a goal concerned to social welfare based on a 

prominent mark (175 pcs.), while for business innovations it is 

divided, but three motivational reasons can be identified here: 

realizing financial  profit (139 pcs.) , improving competitiveness 

(129 pcs.) and improving quality (107 pcs.). It can be stated that - in 

agreement with the literature (Hazel, C. - Onaga, E., 2003, Mulgan, 

G. et al., 2007, Pol, E. - Ville, S., 2009, Cajaiba-Santana, G., 2013) 

- for social innovations, respondents are clearly associate some kind 

of aim for improving social welfare, while in the case of business 

innovations some market, operational efficiency improvement. In 

both cases, the least mark of the answer options was the increase of 

the organization value, the expansion of the product range, the 

reduction of the material demand and the adaptation to the 

regulators. 

In the survey, we asked the respondents to mark the three most 

important factors from the possible answers that they consider the 

most helpful for business and social innovation, and in another 

question by listing the same factors, the three most important 

factors that hinder business and social innovations the most. 

 

Figure 4: Factors stimulating business and social innovation, (pcs 

answer), n=256, Source: own construction based on the survey 

In the case of business innovation, the three most important 

stimulating factors are the appropriate expertise (183 pcs.), longer-

term thinking (126 pcs.), and openness to new ideas, learning from 

others (124 pcs.). The same responses were marked in the case of 

social innovation as well, with the addition of the same number of 

marks (119 pcs.) with openness to cooperation at the third place. 

Openness to cooperation in business innovations has only been 

chosen by 68 respondents, which means that the respondents - in 

line with the literature review (Mumford, DM et al., 2002) , F. - 

Manzini, E., 2008, Moulaert, F. et al., 2013), identify it with social 

innovation. 

 

Figure 5: Factors hindering business and social innovation, (pcs 

answer), n=256, Source: own construction based on the survey 
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Unlike stimulating factors, not the same three factors have been 

the most significant constraint in the case of hindering factors. In 

the case of business innovations, the three most hindering factors - 

in order - were the missing expertise, knowledge (163 pcs.), the 

short-term thinking (118 pcs.) and the non-supportive attitude of the 

management (110 pcs). In the case of social innovations, short-term 

thinking (138 pcs.), lack of expertise, knowledge (137 pcs.), and 

lack of willingness to cooperate (124 pcs. ) are the most hindering 

factors. Related to the short-term thinking, we would note that in 

many cases, social innovation activity ceases with the end of the 

project financing. 

The most interesting question of the research is what are the 

personality traits whose existence determines the potential role of 

the innovator. Following structured literature screening, we 

identified 12 characteristics that can be considered as personality 

traits that generate business and social innovation. In the 

questionnaire, we asked the respondents to mark separately the 

three personality characteristics that help business and social 

innovation. 

 

Figure 6: Personality traits motivating business and social 

innovation activity, (pcs answer), n=256, Source: own construction 

based on the survey 

In terms of business and social innovations, we expected the 

biggest difference at this part of the research. Our hypothesis has 

not been verified because, in different order, but most of the 

respondents have identified the same personality traits. According 

to respondents, creativity, openness and motivation as personality 

traits in both business and social innovations help form the role of 

innovators. In the case of business innovation activity, 

innovativeness generally was also mentioned a little bit lagging 

behind, which can also be observed in the case of social 

innovations. In terms of business innovation, good problem solving 

skills are worth mentioning, but empathy, community thinking, 

influencing skills or political correctness are less decisive. 

Cooperative skills and community thinking help promote social 

innovation following the key features closely. The least pronounced 

features are good observation skills, political correctness, or 

influencing skills. 

 

6. Conclusion  

During the research, we sought to identify the relation between 

business and social innovations. The aim of the study was to map 

the attitudes of stakeholders towards business and social innovation 

involved in the innovation process. In the questionnaire, along with 

knowledge about innovation, we identified the factors that help or 

hinder the innovation process, as well as identifying the personality 

traits that are important factors for the role of an innovator. It can be 

stated that the process of business innovation is a well-known, 

widely used concept, but the concept of social innovation is not 

unified, articulated by the users of the concept. In addition to 

common features such as enhancing prosperity, engaging society, or 

meeting community needs, the particular interpretations are 

different, so a transparent, consistent structure is a basic 

requirement. 

In agreement with the literature, the respondents associated 

social innovation with a goal concerned to social welfare, but in the 

case of business innovations, they expected market and operational 

efficiency improvement. 

The most motivating factors for the innovation process, aside 

from the order, are the same for business and social innovations. In 

the case of the latter, besides the appropriate expertise, longer-term 

thinking and openness to new ideas, the need for cooperation 

appears. It can be stated that respondents rather identify innovation 

activity in cooperation with social innovations. 

In terms of hindering factors, research has shown similar 

results, besides short-term thinking  and lack of expertise that 

hinder business innovations, lack of cooperation is the main barrier 

to social innovations. 

At the beginning of the research, we thought that there would be 

a considerable difference in the assessment of personality traits of 

innovators for business and social innovations. Contrary to our 

assumption, the personality traits (creativity, openness and 

motivation) that determine the role of innovators are the same for 

business and social innovations. In the case of social innovations, 

this issue of research also proved that cooperative skills are 

generating further innovations. 

In the light of the above it can be stated that innovators are a 

small group of heroic, energetic individuals who are encouraging 

change and who are making developments for the community and 

responding to economic challenges by making economic 

innovation. 
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