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Abstract 

Humble Leadership (HLB) has gained increasing attention in research recently as the world 

becomes more complex and the difficulty rises for leaders to know everything on their own.  

There is not much-published research concerning the role of HLB for the creative and innovative 

(C&I) behaviour of employees in startups.  The purpose of this research article is to find out how 

HLB can foster creative and innovative related to the business model development and under 

which circumstances it is effective.  This article may suggest that the effectivity of HLB differs 

over the lifecycle stage and the kind of the affected creativity and innovation.  External 

development associated with an earlier stage requires the leader to admit failures whereas for 

internal development associated with a later stage the spotlighting of followers strengths 

becomes more important.  This article adds insights to the HLB research, the business model 

related to creativity and innovation research and gives practical advises to the founders and 

investors which behaviours are useful to accelerate a corporate’s success. 
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Introduction 

Young and technology-based corporate can contribute to an essential part to create employment 

and innovations (Bollinger, Hope & Utterback, 1983; Dorfman, 1983).  The positive economic 

effects associated with those kinds of corporate only come into effect if they can establish in the 

market successfully.  They must transform their technology into product or service which will be 

appreciated by the market (Walter, 2010). 
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In the digital businesses, the market entrance became easier by having lower barriers due to the 

minimum amount of physical assets necessary to create and test a product (Ries, 2011).  Market 

conditions and technology environment change faster.  Becoming and staying successful means 

to create new products and services put continuous efforts to improve them by innovation.  

Under those conditions, the importance of creativity and innovation is emphasized by scientist 

and practitioners (Ford & Gioia, 1995; King & Anderson, 2002).  Hence, the founders of startups 

across various industries aspire to create and transform their corporate in order to be capable to 

realize desired innovations (Fahlenbrach, 2007; Ling, Simsek, Lubatkin & Veiga, 2008). 

Background 

Research showed that corporate leaders have a significant effect on the innovative outcome of 

their employee (Chen, Tang, Jin, Xie & Li, 2014; Kang, Solomon & Choi, 2015).  Recently, 

humble leadership (HLB) becomes more relevant in research (de Haan, 2015).  It evolved 

through the growing complexity and diversity of firms which implies that it becomes less 

feasible for corporate leaders to know everything and to steer every decision.  Owens and 

Hekman, (2012) described humble leaders as those who inhabited one or all of the three traits: 

1). Admitting mistakes and limitations, b). Spotlighting follower strengths and contributions and 

c). Modelling teachability.  They discovered positive impacts on corporate outcomes.  As 

positive effects of HLB, they described an improved leader-follower relationship through 

identification and an increased follower engagement especially for intrinsically motivated 

employees (Owens & Hekman, 2012).   

Problem Statement 

Founders of startups are confronted with changing situations every day and have to balance 

different challenges.  Research indicated that the corporate environment of young and innovative 

startups differs from that of large corporate.  As contingencies, they defined the number of 

resources available, the degree of uncertainty and a closer relationship between the corporate 

leaders and their employees (Ensley, Hmieliski & Pearce, 2006).  Hence, this article can add 

insights to the body of corporate leadership research in regard to startups.  

Significance 
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This article is relevant for both, researchers and practitioners, to understand how founders can 

accelerate one of their most important assets, their innovative outcome concerning products and 

service development and their customer orientation.  HLB sounds to be a promising concept as 

the volatile markets relevant for the raising attention of HLB are especially true for startups.  

Therefore the purpose of this article is to explore the role of humble readership for followers' 

creativity and innovative behaviour in startups model. 

This article will provide insights for current founders as well for those people who are about to 

launch startups.  It may also provide indications for investors which corporate leadership traits a 

founder or team should inhabit in order to raise up a corporate in highly volatile environments 

successfully.  Especially interesting for practitioners, this article will also take a look at how well 

humble leadership fits the lean startup philosophy. 

Humble Leadership 

The attention on humility and humble leadership rose in recent times.  As the world becomes 

more complex (Senge, 1990) and diverse, markets continue to globalize and firms grow and 

change faster, humility becomes more relevant.  In such environments, the difficulty increases 

for a single leader to know everything by himself (Owens & Hekman, 2012).  Deriving from the 

Latin words ‘humus' for the earth and ‘humi’ on the ground, literally speaking humble leadership 

means ‘leading from the ground’ (Owens & Hekman, 2012), implying that corporate leaders 

consider their followers as valuable and equal cooperation partners.  They provide them with the 

necessary drive, capabilities, resources and confidence to complete their leadership skills.  In 

common sense, humility is sometimes seen as a weakness but researchers argue it is more a trait 

which leads to a more powerful and effective leadership behaviour (Morris et al., 2005; Nielsen, 

Marrone & Slay, 2010).   

Owens and Hekman (2012) conceptualized humble leadership as leaders who inhabited 

behaviours which are observable by peers and followers.  In changing environments it is 

continuously necessary to learn and improve.  Admitting mistakes and limitations refers to the 

willingness to view oneself accurately (Owens et al., 2013).  Leaders with that trait are seeking 

realistic feedback to build up an objective view of themselves.  It helps to improve the 
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interpersonal interactions between leaders and their followers.  Self-disclosure often leads to 

increased trust, relational satisfaction and reciprocal disclosure (Owens, et al., 2013).  An 

accurate self-awareness also helps leaders to know in which areas they are capable to decide and 

in which areas it would be better to learn more about an issue. 

Spotlighting follower strengths and contributions means in the first place to acknowledge others’ 

strengths.  In the second place, it means to show them that a leader values those strengths and 

efforts.  By holding a non-heuristically, complex view of others (Owens et al., 2013) humble 

leaders can identify others’ valuable resources better and can deploy their employees more 

beneficially in corporate activities.   

Corporate leaders which are modelling teachability show openness to learning, feedback and 

new ideas from others (Owens et al., 2013).  Humble leaders are open-minded, they seek for 

advice and they have a desire to learn (Owens et al., 2013)  Under the conditions of a 

knowledge-intensive economy the absorptive capacity is one of the most critical ones for an 

effective leader.  

Owens and Hekman (2012) describe humility as a fundamental catalyst to develop themselves 

and their followers.  By acknowledging mistakes and limitations they are honest about the areas 

for improvement, they foster learning among their followers by spotlighting their strengths and 

they serve as a role model for learning by behaving curious and working on their own 

development. 

Creative and Innovation  

Innovative behaviour is an important factor in the success of corporate (Walter, 2010).  

Creativity typically refers to the production of new and useful ideas by an individual or a small 

group of individuals working together whereas innovation refers to the actual implementation 

and usage of those ideas in business context (Anderson, Potocnik & Zhou, 2014).  Research 

construes the relationship between creativity and innovation as a multistage process, creativity in 

this context is perceived as a reaction to problem recognition (Janssen, 2000; Krause, 2004).  

Problem recognition will be followed by idea generation, the creation of an environment of 

support for ideas and finally ideas implementation (Kang et al., 2015). 
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In the first place a corporate needs a climate which favours novel and useful ideas (Amabile, 

1996; Ford, 1996). Baer (2012) describes the implementation of ideas as a social-political 

process.  The relationship between creativity and innovation is moderated by employees’ 

motivation, their ability to network and existing relationships which determines to which extend 

ideas are realized.  Ford (1996) suggested goals, rewards, capabilities and emotions as 

underlying issues for motivation.  Furthermore, other mediators as discussed in research are 

cross-cultural differences, motivational orientations and leadership preferences (Rank et al., 

2004).  Krause (2004) examined how leadership affects innovative behaviours,  She figured out 

that granting freedom and autonomy are highly relevant to innovative behaviours.  Referring to 

the social-exchange theory Janssen (2000) found evidence for the effect between the perceived 

effort-reward fairness and the innovative behaviour of employees, which means that employees 

become more engaged in innovation when they can expect higher personal rewards. 

Leadership Influence on Creativity and Innovation 

Kruse defines corporate leadership as the process of social influence, which maximizes the 

efforts of others, towards the achievement of a goal (Kruse, 2013).  As Gardner (1990) elaborates 

leadership is the accomplishment of group purpose, which is furthered not only by effective 

leaders but also by innovations, entrepreneurs and thinkers; by the availability of resources; by 

questions of value and social cohesion. 

The following argumentation of Ensley et al., (2006), Kang et al., (2015) suggest a more 

directive corporate leadership could be helpful for the performance in terms of setting 

expectations and clarifying contingent rewards.  The high uncertainty of startups in that stages 

and a lack of job security for employees might require corporate leaders to radiate more direction 

due to a more transactional leadership behaviour (Ensley et al., 2006). 

Tarabishy et al., (2005) and Waldman and Yammarino (1999) exhibit another point why startups 

differ from larger corporate.  Executives tend to be more influential in corporate of a smaller size 

because the relationship between leaders and their followers is more intimate which concludes 

that leaders have a more accurate view of their employees.  Thus their transformational 

leadership style could be better adapted to the corporate and though more influential in leader’s 
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will (Waldman & Yammarino, 1999).  As humble leadership is more associated with 

transformational leadership than with transactional leadership (Judge & Piccolo, 2004), this 

study suggests that findings in transformational leadership are particularly adaptable. 

Besides Goncalves et al., (2015) no published research links humble leadership to the innovative 

outcome of followers.  Goncalves does not identify a direct link between humility and innovative 

outcome but humble behaviour as a facilitator to create conditions for individuals and teams to 

be creative.  They figure out that not self-reported humility but humility as reported by team 

members created an atmosphere where teams feel psychologically safer, which raises their 

psychological capital and at the end leads to be more creative.  

Business Model Development 

Startup 

Startups gain increasing attention in the world's economy.  As defined by Ries (2011), a startup 

is a human institution designed to create new products and services under conditions of extreme 

uncertainty.  Blank and Dort (2012) define the startup as a temporary organization in search of a 

scalable, repeatable, profitable business model.  Generally, startups are labelled as young 

ventures with an over-proportioned growth and an innovative potential to differentiate from 

market and competitors limited by scarce resources in funding and employee (Hahn, 2014). 

Learning plays a central role in a startup as characterized by Ries (2011): a startup exists to learn 

how to build a sustainable business.  He added this learning comes from experiments based on 

certain assumptions.  When experiments appear to succeed, an entrepreneur found a piece of a 

puzzle of a potentially successful business model.  When assumptions are falsified the team 

becomes more experienced and is able to test the next set of assumptions (Ries, 2011; Blank & 

Dorf, 2012). 

Lean Startup Approach 

In an early lifecycle stage usually, revenues are significantly lower than the costs of operations.    

This results in losses, therefore startups are dependent on financing sources outside of the 

operating business (Leach & Melicher, 2012).  At the very beginning founders’ funds, money 
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from friends and families helps to cover the first expenditures (Hahn, 2014).  But hiring the first 

employees often calls for investors with strong financial power life business angels, venture 

capitalist and banks. 

Unless founders are encouraged to experiment on one hand they are constantly in need to deliver 

success to sustain the investors trust on the other hand.  In the beginning, this success comes out 

not to be economical but at least investors want to perceive that actions are on the right track to 

realise future profits.  This leads to a dilemma founders face: on one hand, they need to give the 

freedom to experiment and on the other hand, they are in charge to spend resources economically 

and create success. Forbs formulated the twist as follows: Focus, Focus, Focus… But on What? 

(Roth, 2012).  As solutions, he proposed that entrepreneurs should build their firm around a 

market need with customers in the front seat, because startups would fail more often because of a 

lack of customers than a failure in product development (Roth, 2012).  This might have a 

distinctive impact on the leadership behaviour of founders.  

At this point, the lean startup approach developed by Ries (2011) is a suitable concept.  He 

describes how an entrepreneur is able to test his ideas with the help of a minimum viable 

product.  Without large investments, it would be possible to realise if a customer understands the 

product or service, if it reduces or eliminates the customer's problem, if the product delivers a 

certain value and if the customer has a suitable willingness to pay.  By this approach, an 

entrepreneur can conduct experimentation but still be focused because wrong ideas are 

eliminated fast and resources are spend still spend economically.  

If it turns out that a product or a particular feature of a product can address its customers, it can 

be introduced to the target market and the first revenues can be generated.  Further customer 

feedback helps to continuously improve the product or service. 
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Figure 1 Depiction of the Build-Measure-Lean Loop 

Figure 1 depicts the Build-Measure-Learn Loop (Ries, 2011).  The concept is based on the aim to 
get in customer contact as fast as possible to receive a more precise view of the customer 
demands.  The first step is the idea.  The idea will be build or programmed as an MVP.  
According to Steve Blank, an MVP seeks to build the smallest possible feature set (Blank & 
Dort, 2012).  After measurements are defined to test whether a product is fine or not, the 
prototype will be offered to the customer.  Although the revenues are not important in this stage, 
Ries (2012) states it is important to set a price for the product to get customer feedback as 
realistic as possible.  From the data generated, the entrepreneurial team has a basis for further 
learning.  The data indicates more precisely what the customer wants and which features s/he 
does not value.  From those outcomes, new ideas can be generated. 

This approach refers to the customer development concept which emphasized customer 
orientation instead of product orientation as Maurya (2012) emphasizes, understand the 
customer’s worldview before formulating a solution.  Blanks follows with the provocative 
statement: There are no facts inside your building, so get the beck outside (Blank & Dort, 2012).  
The lean startup approach highlights the essential role of learning and creativity but also states 
that entrepreneurial success comes from stringent management steering rather than luck or 
chance (Ries, 2011). 

The lean startup approach has strong implications on the leadership behaviour of entrepreneurs.  
They are called to train their employees in deductive an inductive thinking and they must create 
an atmosphere where employees are motivated to experiment and do not feel blamed when they 
make a mistake.  Hence, the HLB trait admitting mistakes and limitations is supposed to play a 
role when founders manage their startup by applying the lean startup approach. 
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Business Model 

The product is crucial for corporate success but especially to actually reach customers.  The 
business model describes the rationale of how a corporate creates, delivers and captures value 
(Osterwalder & Pigneur, 2010).  Schallmo defines the business model as a corporate's basic logic 
which value will be delivered to customers and partner and the value will be delivered (2013).  
The business model answers the question of how the delivered value comes back to the corporate 
in form of revenues.  

Osterwalder and Pigneur (2010) developed a framework for a business model which makes it 
intuitively understandable, relevant and simple.  The framework enhances its function as a tool to 
communicate about strategic opportunities and discuss with employees and partners.  They 
called their framework business model canvas which consists of four main areas separated in 
nine parts: customers (Customer segments, customer relationship and channels), offer (value 
propositions), infrastructure (key activities, key partners and key resources) and financial 
viability (cost structure, revenue streams). 

As the environment of corporate changes also a business model needs to be adapted over time if 
not totally changed.  Also, newly gained insights can work as an impetus for adjustments.  
Usually, a business model becomes more complex in later lifecycle stages when the corporate 
supplies more than one customer group.  But for the beginning, focusing is more important than 
trying to cover all potential revenue streams (Ries, 2011; Roth, 2012). 

Lifecycle Stages 

Ventures undergo a maturation process in their first years.  Leach and Melicher (2012) defined 
five stages of successful ventures in their early lifecycle: development stage, start-up stage, 
survival stage, rapid-growth stage and early-maturity stage.  

In the Development Stage, the entrepreneurial team generates ideas for a potential product, 
service or process and assesses the associated business opportunities by getting initial feedback 
from friends, family members and professionals.  Positive feedback brings the potential founders 
closer to building a prototype for the prospected project. 

The Startup Stage describes the time when the venture and funding are organized and the 
founders focus on a business model and plan.  The acquisition of any initial resources is also a 
part before at the point zero the first product or service is sold. 

In the Survival Stage, the venture is generating more revenue but does not typically cover all 
costs from the operations.  It is dependent on external financing sources and has, therefore, to 
convince external financing sources for future profits.  Often the business will refocus or 
restructure based on the initial market experiences. 

After the business model has become more established, the Rapid-growth stage starts.  The cash 
flows from operations are growing faster than the cash outflows.  The venture benefits from 
economies of scale in production and distribution.  The management focus shifts from 
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exploration to exploitation.  During the rapid-growth stage, the venture breaks through the break-
even point. 

After the Early-maturity Stage, the growth continues but at lower rates than in the stage before.  
Often in this stage, the entrepreneurial team decides to undergo an exit through a sale or merger. 

Table 1: Classification of Lifecycle Stages 

 

 

Table 1: Classification of Life Cycle Stages 

Development 
Stage 

Startup Stage 
Survival 
Stage 

Rapid 
Growth I 
Stage 

Rapid 
Growth II 
Stage 

Early 
Maturity 
Stage 

Developing 
Opportunities 

Gathering Resources 
Building and Managing Operations 

 
Building 
Operations 

Operating Losses Operating Profits 
Negative Cashflow Positive Free Cashflow 
Market 
Research / 
Assess 
Market 
Potential 

Initial Marketing Activities / 
Bootstrapping, Word-of-
mouth 

Large Marketing Investments 
Sustainable 
Growth 
Activities 

Prototyping / 
Trial-service 

Launch / 
Rollout Build 
of Corporate 
/ Customer 
Acquisition 

First 
Employees / 
Revenue 
Creation 

The professionalisation of 
Management / Leadership 
and Acquisition of HR gains 
Importance / maybe 
Restricting 

Corporate 
Culture / 
Process / 
Optimisation 
/ Focus on 
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Future 
Markets 

 
Initial 
Revenue 
Model 

Impress 
Financially to 
Attract 
Further 
Investments 

Rapid Increase of Value Exit (Often) 

Industry Revenue Growth 
Stable 
Industry 

      

Concluding Remarks 

This article revealed practical implications for the startup scene twofold: Application of the lean 

startup approach and the life cycle dependency.  First, the research revealed that humble 

leadership plays an important role in the application of the lean startup approach.  Founders are 

encouraged to implement humble leadership behaviours in their daily business to support the 

innovative outcome of their employees.  In some cases like time pressure, they must balance the 

advantages and disadvantages but overall HLB revealed to be supportive of the success of their 

corporate.  

Secondly, during the lifecycle the requirements on corporate leaders changes.  It seems that 

founders must adapt their humble leadership behaviour on the innovative needs of the corporate.  

For business model development in early stages admitting mistakes appear to be helpful whereas 

in later stages the spotlighting of followers becomes more important.  Those insights could be 

also relevant for investors which support the corporate they invested in.  If management staff is 

recruited in later stages, they might look for other traits that the leaders show in their behaviour 

than they look in earlier stages.  

Acknowledgements 

This research was supported by ISHIK University. I thank Dr. Fatih Cura, Dean of The Faculty 

of Administrative Sciences and Economics and Mr. Karwan Hushyar, Head of Business & 

Management Department who provided insight and expertise that greatly assisted the research, 

although they may not agree with all of the interpretations/conclusions of this paper. 

International Journal of Management, Technology And Engineering

Volume 8, Issue XII, DECEMBER/2018

ISSN NO : 2249-7455

Page No:958



Nobody has been more important to me in the pursuit of this project than the members of my 

family. I would like to thank my parents, whose love and guidance are with me in whatever I 

pursue. They are the ultimate role models. Most importantly, I wish to thank my loving and 

supportive wife, Ms. Kumari, and my only wonderful daughter, Ms. Gnana Satya Sri, who 

provide unending inspiration. 

References 

Amabile, T. M. (1996). Creativity in context. Boulder: Westview Press.  

Anderson, N., Potočnik, K. & Zhou, J. (2014). Innovation and creativity in organizations: A 
state-of-the-science review, prospective commentary, and guiding framework. Journal of 
Management, 40, 1297-1333.  

Baer, M. (2012). Putting Creativity to work: The implementation of creative ideas in 
organizations. Academy of Management Journal, 55, 1102-1119. 

Blank, S. & Dorf, B. (2012). The Startup owner`s manual - The Step-by-Step Guide for Building 
a Great Company, K&S Ranch Inc. 

Bollinger, L., K. Hope & J. M. Utterback (1983). A review of literature and hypotheses on new 
technology-based firms, Research Policy, 12, 1-14. 

Chen, Y., Tang, G., Jin, J., Xie, Q., & Li, J. (2014). CEOs’ Transformational Leadership and 
Product Innovation Performance: The Roles of Corporate Entrepreneurship and Technology 
Orientation. Journal of Product Innovation Management, 31(S1), 2-17. 

De Haan, E. (2015). The leadership shadow: How to recognise and avoid derailment, hubris and 
overdrive. Sage. (published online before print) 

Dorfman, N. S. (1983). Route 128: The development of a regional high technology economy, 
Research Policy, 12, 299-316.  

Ensley, M. D., Hmieleski, K. M. & Pearce, C. L. (2006a). The importance of vertical and shared 
leadership within new venture top management teams: implications for the performance of 
startups. Leadership Quarterly, 17, 217–131. 

Fahlenbrach, R. (2007). Founder-CEOs, investment decisions, and stock market performance. 
Journal of Financial and Quantitative Analysis, 44, 439–66. 

Ford, C. M. (1996). A theory of individual creative action in multiple social domains. Academy 
of Management Review. 21(4), 1112-1142.  

Ford, C. M. & Gioia, D. A. (1995). Creative action in organizations: Ivory tower visions and 
real-world voices. Thousand Oaks, CA. Sage. 

Gardner, J. W. (1990). On leadership. New York: Free Press.  

International Journal of Management, Technology And Engineering

Volume 8, Issue XII, DECEMBER/2018

ISSN NO : 2249-7455

Page No:959



Gonçalves, L., Ribeiro P. & Rego, A. (2015). How leader’s humility predict team creativity: An 
empirical study, Conference Paper, Universidade de Aveiro, International Management 
Conference 2015 

Hahn, C. (2014). Finanzierung und Besteuerung von Startup Unternehmen - Praxisbuch für 
erfolgreiche Gründer, Springer Gabler.   

Janssen, O. (2000). Job demands, perceptions of effort: reward fairness and innovative work 
behaviour. Journal of Occupational and Organizational Psychology, 73, 287–302. 

Judge, T. A., & Piccolo, R. F. (2004). Transformational and transactional leadership: a meta-
analytic test of their relative validity. Journal of applied psychology, 89(5), 755.  

Kang, J. H., Solomon, G. T. & Choi, D. Y. (2015). CEOs' Leadership Styles and Managers' 
Innovative Behaviour: Investigation of Intervening Effects in an Entrepreneurial Context. 
Journal of Management Studies, 52(4), pages 531–554. 

King, N. & Anderson, N. (2002). Managing innovation and change: A critical guide for 
organizations. London: Thomson. 

Krause, D. E. (2004). Influence-based leadership as a determinant of the inclination to innovate 
and of innovation-related behaviours: An empirical investigation. The Leadership Quarterly, 
15(1), 79-102. 

Kruse, K. (2013). What Is Leadership? Forbes Magazine. published 09.04.2013. New York City. 

Leach, J. C. & Melicher, R. W. (2012). Entrepreneurial Finance, 4th Edition. Mason. 
Southwestern Cengage Learning.  

Ling, Y., Simsek, Z., Lubatkin, M. H. & Veiga, J. F. (2008). Transformational leadership’s role 
in promoting corporate entrepreneurship: examining the CEO-TMT interface. Academy of 
Management Journal, 51, 557–76. 

Maurya, A. (2012). Running Lean - Iterate from Plan A to a Plan That Works, 2nd Edition, 
O`Reilly.  

Morris, J. A., Brotheridge, C. M. & Urbanski, J. C. (2005). Bringing humility to leadership: 
Antecedents and consequences of leader humility. Human Relations, 58(10), 1323–1350. 

Oliver, R. (1974). Expectancy is the probability that the individual assigns to work effort being 
followed by a given level of achieved task performance. Expectancy Theory Predictions of 
Salesmen’s Performance. Journal of Marketing Research, 11, 243-253. 

Osterwalder, A. & Pigneur, Y. (2010). Business Model Generation. Hoboken, New Jersey. John 
Wiley & Sons. 

Owens, B. P. & Hekman, D. R. (2012). Modelling how to grow: An inductive examination of 
humble leader behaviours, contingencies, and outcomes. Academy of Management Journal, 
55(4), 787–818. 

International Journal of Management, Technology And Engineering

Volume 8, Issue XII, DECEMBER/2018

ISSN NO : 2249-7455

Page No:960



Owens, B. P., Johnson, M. D. & Mitchell, T. R. (2013). Expressed Humility in Organizations: 
Implications for Performance, Teams, and Leadership. Organization Science, 24(5), September–
October 2013, 1517–1538. 

Rank, J., Pace, V. L., & Frese, M. (2004). Three avenues for future research on creativity, 
innovation, and initiative. Applied Psychology: An International Review, 53, 518-528.  

Ries, E. (2011). The Lean Startup: How Today’s Entrepreneurs Use Continuous Innovation to 
Create Radically Successful Businesses. New York City. Crown Business. 

Roth, D. (2012). The Entrepreneur's Dilemma: Focus, Focus, Focus -- But on What? Forbes 
Magazine. published 29.04.2012. New York City. 

Schallmo, D. R. A. (2013). Geschaftsmodelle erfolgreich entwickeln und implementieren - Mit 
Aufgaben und Kontrollfragen, Springer Gabler. 

Senge, P. M. (1990). The fifth discipline. London, Century Business. 

Tarabishy, A., Solomon, G., Fernald, L. W. & Sashkin, M. (2005). The entrepreneurial leader’s 
impact on the organization’s performance in dynamic markets. Journal of Private Equity, 8, 
20–29. 

Waldman, D. A. & Yammarino, F. J. (1999). CEO charismatic leadership: level-of-management 
and levels-of-analysis effects. Academy of Management Review, 24, 266–85. 

 

International Journal of Management, Technology And Engineering

Volume 8, Issue XII, DECEMBER/2018

ISSN NO : 2249-7455

Page No:961


