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Abstract An emerging stream of literature argues that
values entail a prime channel through which belonging
to a religion and entrepreneurship are related. In this
study, we introduce Schwartz’s theory of basic human
values to theorize on the role of values in the reciprocal
relationship between belonging to a religion and entre-
preneurship. Based on the motivational goal of each
value, we argue that the value priorities of people be-
longing to a religion are opposite to these of entrepre-
neurs. We also go beyond earlier studies highlighting
values as a prominent channel through which religion
and entrepreneurship are connected by providing em-
pirical evidence about the extent to which values medi-
ate this relationship. By drawing on data from eight
biennial survey waves (2002–2016) of the European
Social Survey (32 countries), we show that individuals
who belong to a religion prioritize values related to
conservation higher than values related to openness to
change, whereas the opposite is true for entrepreneurs.
This contrast in value priorities cushions the relationship
between belonging to a religion and entrepreneurship.
However, both those belonging to a religion and

entrepreneurs prioritize values related to self-transcen-
dence over those related to self-enhancement. These
relationships are fairly constant across the major reli-
gions in Europe, but do depend on how actively people
engage in a religion and the type of entrepreneurship.

Plain English Summary New evidence about how
values can explain the relationship between belonging
to a religion and being an entrepreneur. For many peo-
ple, religion provides the moral codes bywhich they live
and herewith it shapes individual decision-making in-
cluding the choice for certain occupations. However,
religions do not prescribe occupational choices directly
but shape these choices indirectly. A prominent role for
values in the relationship between belonging to a reli-
gion and entrepreneurship is widely acknowledged the-
oretically, but hardly tested empirically. In this study,
we use Schwartz’ theory of basic human values to test
this relationship and show that the value priorities of
individuals belonging to a religion are opposite to those
of entrepreneurs. Individuals who belong to a religion
prioritize values related to conserving the social order
higher than values related to openness to change and
novelty, whereas the opposite is true for entrepreneurs.
This contrast in value priorities weakens the relationship
between belonging to a religion and entrepreneurship.
Our findings are fairly constant across the major reli-
gions in Europe, but do depend on how actively people
engage in a religion and the type of entrepreneurship.
With a rapidly changing number of individuals adhering
to a religion and increasing religious diversity in many
European countries, our study is of practical importance
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by showing how these trends may have an impact on a
country’s entrepreneurship rate.

Keywords Religion . Entrepreneurship . Self-
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1 Introduction

“By providing a sacred basis for prevailing norms and
social structure, established religions encourage be-
lievers to accept the social order and discourage
questioning and innovation” (Schwartz & Huismans,
1995, p. 92).

“The typical entrepreneur is more self-centered than
other types, because he relies less than they do on
tradition and connection and because his characteristic
task…consists precisely in breaking up old, and creating
new, tradition” (Schumpeter, 1934, p. 91).

Globally, more than eight in ten people belong to a
religious group. Europeans are generally less reli-
gious than people in other parts of the world, but still
45% of them declare that religion is somewhat or
even very important in their lives (Pew Research
Center, 2018). A growing body of literature has be-
gun to explore how adherence to a religion influences
the choice of entrepreneurship (Dodd & Seaman,
1998; Audretsch, Bönte & Tamvada, 2013; Rietveld
& Van Burg, 2014) because, beyond the conse-
quences for individual persons, entrepreneurship im-
pacts society at large through job creation (Van Praag
& Versloot, 2007; De Wit & De Kok, 2014) and the
stimulation of competitiveness and economic growth
(Koellinger & Thurik, 2012). Earlier studies argued
that values concern a prominent channel through
which religion and entrepreneurship are connected
(Balog, Baker & Walker, 2014; Dana, 2009;
Audretsch et al., 2013; Hoogendoorn et al., 2016).
However, empirical analysis of this channel has been
scant which is surprising because it may increase our
understanding of what is carrying the relationship
between religion and entrepreneurship. The present
study goes beyond earlier studies by proposing a
unifying theory from comparative intercultural re-
search to theorize and understand the role of values

in the dynamic relationship between religion and
entrepreneurship and by providing direct empirical
evidence for it. The number of people adhering to a
religion has been rapidly changing and diversifying
in many societies in the last few decades, among
others, because of secularization and immigration
(Maoz & Henderson, 2013; Norris & Inglehart,
2004). As such, our study is of practical importance
by showing how these trends may have an impact on
a country’s entrepreneurship rate.

Values constitute a person’s normative frame-
work and guide judgments and actions (Schwartz,
1992; Akerlof & Kranton, 2000). Although many
studies have shown the profound effect of religion
on the value priorities of its adherents (Rockeach,
1969; Schwartz & Huismans, 1995; Saroglou
et al., 2004), other studies have made it clear that
occupational experiences impact value priorities as
well (Kohn and Schooler, 1982; Longest, Hitlin &
Vaisey, 2013). The contextual development and
transient nature of value priorities presses the need
to address the reciprocal impact of values in the
relationship between religion and entrepreneurship.
In this study, we do so by analyzing the mediating
role of values in the relationship between religion
and entrepreneurship. For our purpose, we draw on
the theory of basic human values (Schwartz, 1992,
2012), which discriminates across ten universal
values present in all major cultures. These ten
basic human values are organized along two bipo-
lar dimensions: conservation versus openness to
change and self-transcendence versus self-enhance-
ment. The theory offers a cross-culturally stable
hierarchical model for the content and structure
of values (Roccas, 2005) and facilitates a system-
atic assessment of the role of values in the rela-
tionship between religion and entrepreneurship.

Using biennial data from the European Social Survey
(ESS)1 collected between 2002 and 2016 (8 survey
rounds), we show that individuals belonging to a reli-
gion or denomination prioritize values related to con-
servation higher than values related to openness to
change. In contrast, entrepreneurs prioritize openness
to change over conservation. However, both those be-
longing to a religion and entrepreneurs prioritize values
related to self-transcendence over those related to self-
enhancement. Further analyses show that value

1 http://www.europeansocialsurvey.org/.
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priorities are relatively similar across the major religions
in Europe but are to some extent dependent on how
actively people engage in a religion. Hence, we predict
and find that, from a value perspective, there is a tension
between belonging to a religion and being an
entrepreneur.

The contribution of our study to the literature is
threefold. First, we provide a comprehensive re-
view of the existing survey-based studies on the
relationship between religion and entrepreneurship
and show that this literature is in need of a uni-
fying theory explaining the role of values in this
relationship.2 Earlier studies have convincingly ar-
gued that values are among the most important
channels through which religion and entrepreneur-
ship are related (see also Block et al., 2019), but
these are theoretically sparse and empirically errat-
ic. Second, we provide this unifying framework by
introducing Schwartz’s theory of basic human
values to theorize on the role of values in the
reciprocal relationship between religion and entre-
preneurship. By exploiting the content of values as
motivational concepts and the structure among
these values, this theory allows predicting how
someone’s value priorities may impact behavior
in various domains of life including religion and
work. Hence, by explicitly allowing for a possible
reciprocal relationship between belonging to a re-
ligion and entrepreneurship, the use of Schwartz’s
theory of basic human values helps to go beyond
earlier unidirectional argumentation about the im-
pact of belonging to a religion on entrepreneurship
(Carroll & Mosakowski, 1987; Minns & Rivov,
2005). Beyond the present study, Schwartz’s theo-
ry may also offer a suitable framework to further
investigate the impact of values on other phenom-
ena related to entrepreneurship such as female and
social entrepreneurship. Third, we go beyond ear-
lier studies highlighting values as a prominent
channel through which religion and entrepreneur-
ship are connected by providing empirical evi-
dence about the extent to which values explain
this relationship. In doing so, we scrutinize hetero-
geneity across the major religions in Europe and

the extent to which individuals actively engage in
their religion. We find that values do explain, to
some extent, the relation between belonging to a
religion and entrepreneurship.3 However, our re-
sults are somewhat surprising in a literature where
Weber’s theory about the Protestant work ethic is
a dominant starting point for many because we
find that contrasting value priorities suppress the
relationship between belonging to a religion and
entrepreneurship.

The remainder of this paper is organized as follows.
Section 2 presents the existing literature, introduces the
theory of basic human values, and synthesizes separate
streams of literature to derive expectations. Section 3
presents the data and methodology used, and the empir-
ical results are presented in Section 4. Finally, Section 5
discusses the findings, draws conclusions, and high-
lights possible directions for future research.

2 Literature and theoretical background

This section starts by reviewing the existing studies on
the relationship between religion and entrepreneurship
(Section 2.1) and the role of values in this relationship
(Section 2.2). Next, the theory of basic human values is
introduced (Section 2.3), and expectations are derived
about the value priorities of individuals belonging to a
religion and entrepreneurs (Section 2.4).

2.1 Religion and entrepreneurship

Belonging to a religion encompasses many aspects such
as commitment to a particular religious group, holding
particular religious beliefs, and participation in religious
activities individually or as part of a congregation
(Lehrer, 2004). In survey-based research, it is common
to distinguish between active (strong) and passive
(weak) belonging to a religion based on one’s engage-
ment in religious activities such as prayer and regular

2 Our review concerns studies including an empirical analysis of the
relationship between religion and entrepreneurship (using survey-
based data). For a recent bibliometric analysis of the literature about
religion and entrepreneurship with a broader focus, see Block, Fisch,
and Rehan (2019).

3 Entrepreneurship is a broad concept that encompasses a variety of
economic activities. Therefore, several empirical proxies for entrepre-
neurship are employed in the literature such as business ownership,
nascent entrepreneurship, and self-employment(Parker, 2009). In this
paper, we measure entrepreneurship with self-employment, the most
commonly used proxy for entrepreneurship in the empirical entrepre-
neurship literature. Self-employment refers to the occupational notion
of entrepreneurship and captures those operating a business on their
own account and risk, independently without the control of supervisors
(Wennekers & Thurik, 1999).
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Table 1 Overview of empirical studies analyzing the relationship between religion and entrepreneurship (ordered according to year of
publication)

Authors
(year)

Measures for religion Measures for
entrepreneurship

Theoretical
framework

Sample (dataset) Summary of results

Carroll and
Mosakow-
ski (1987)

Self-identification as being
Protestant, Catholic, or
other

Self-employment
in
manufacturing,
commerce, and
services

Weber thesis 2172 West German
individuals
(West-German Life
History Study,
1979–1984)

Protestants are more likely
than others to move into
self-employment (includ-
ing family business)

Butler and
Herring
(1991)

Self-identification as being
Jewish, Catholic, or other

Self-employment Middleman
theory;
ethnic
enclave
theory

7542 American
individuals aged 18
and above (General
Social Surveys, USA,
1983–1987)

Jews and non-Catholics are
more likely than others to
be self-employed

Dodd and
Seaman
(1999)

(1) Belonging to any
particular religion, (2) at-
tendance of religious ser-
vices andmeetings, (3) the
difference religion makes
to one’s life, and (4) ad-
herence (i.e., combination
of 1 and 3)

Self-employment,
(successful)
business own-
ership (growth
in profits and
workforce)

None 684 economically active
British individuals
(British Household
Panel Study,
1991/1992)

No relationship between
religion and
self-employment or being
a (successful) business
owner

Minns and
Rivov
(2005)

Self-identification as
belonging to a Catholic
church, a Protestant
church, or a Protestant
sect (e.g., Evangelical,
Pentecostal, or European
Free Church)

Self-employment Weber thesis 19,904 economically
active Canadian males
aged 16–65 (Canadian
Census, 1901)

Compared to Protestants,
Jews are more likely and
Catholics less likely to be
self-employed; no evi-
dence for those belonging
to Protestant sects

Nair and
Pandey
(2006)

Belonging to Hindu or
non-Hindu minority reli-
gion

Starting a business
and starting a
business that is
still running

None 80 individuals who
started a business in
the manufacturing
industry in India
(Industralisation in
Kerela, 2002)

No relationship between
religious affiliation and
starting a business or
succeeding

Carswell and
Rolland
(2007)

Self-identification as being
Christian, Muslim, Hindu,
Jewish, Buddhist, or other

Nascent or young
business owner

None 2000 randomly selected
New Zealanders aged
18–65 (Bartercard
New Zealand Global
Entrepreneurship
Monitor, 2002)

Non-Christians are more
likely to be business
owners

De Noble
et al.
(2007)

Intrinsic religious orientation
and extrinsic religious
orientation

Opinions and
personal
attitudes about
entrepreneur-
ship and
self--
employment

Weber thesis Survey of 141 American
senior-level business
students interested in
an entrepreneurial ca-
reer

Intrinsic religiosity is
positively related to
perceptions about and
actual self-employment;
extrinsic religiosity is
negatively related to actu-
al self-employment

Nunziata and
Rocco
(2011)

Self-identification as
belonging to a Catholic
church or Protestant
church or being
non-religious; intensity of
adhesion to religion

Self-employment
with and
without
employees

Weber thesis 78,889 economically
active individuals
(ESS, 2002–2008)

Protestants are more likely
than Catholics to be
self-employed; religious
denominations have a sig-
nificant impact on indi-
vidual choices when the
adhesion to religion is
strong
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attendance at a place of worship (e.g., Office for
National Statistics, 2009). Several studies have shown
that belonging to a religion affects economic preferences

such as risk aversion and trust (Shariff & Norenzayan,
2007; Benjamin, Choi & Fisher, 2016) and, consequent-
ly, economic decision-making and behavior

Table 1 (continued)

Authors
(year)

Measures for religion Measures for
entrepreneurship

Theoretical
framework

Sample (dataset) Summary of results

Audretsch
et al.
(2013)

Self-identification as
belonging to Hinduism,
Islam, Christianity,
Sikhism, Jainism, or
Buddhism

Self-employment Institutional
theory
(norms and
cognition);
social
dominance
theory

82,436 economically
active Indian
individuals aged
15–70 (National Sam-
ple Survey Organiza-
tion of India, 2004)

Hinduism and Buddhism
restrict self-employment,
Islam and Jainism
encourage
self-employment
activities, and Christianity
not significantly associat-
ed with self-employment

Dougherty
et al.
(2013)

Self-identification as
evangelical Protestant,
mainline Protestant, black
Protestant, Catholic,
other, or no religion;
personal beliefs about
God; religious service
attendance and prayer;
whether a respondent’s
place of worship
encourages one to start a
business and to make a
profit in business

Ever started or
currently trying
to start a new
business

None 1714 random American
individuals aged over
18 (Baylor Religion
Survey, 2010)

No relationship between
religious affiliation,
believing in God, or
attending religious
services and having ever
started or currently
starting a business;
however, those having
started or currently
starting a business see
God as more personal,
pray more frequently, and
are more likely to attend a
place of worship that
encourages business
activity

Hill, Perkins,
White
(2015)

Self-identification as being
Christian or
non-Christian; having
strong religious beliefs

Self-employment;
Preference for
self--
employment

None 57,061 American
individuals aged 18
and above (General
Social Science
Survey, USA)

Non-Christians are more
likely to be self-employed
than Christians; Christians
are more likely to prefer
self-employment than
non-Christians; both con-
clusions hold when the
strength of religiosity is
taken into account

Wyrwich
(2018)

Self-identification as
Protestant

Planning to
become
self-employed
and entry into
self--
employment

Weber thesis Approximately 2900
East German
individuals (German
Socioeconomic Panel,
1989–1990)

Being a Protestant has a
positive influence on both
planning to become
self-employed and actual
entry into self--
employment

Dougherty
et al.
(2019)

Prosperity gospel beliefs
scale

Ever started a
business or
organization

Values theory
(Schwartz)

1022 American full-time
employed individuals
aged 18 and above
(probability-based
web panel)

No direct impact of
prosperity beliefs on
entrepreneurial attitudes
or action. Prosperity
beliefs moderate the
impact of values on the
likelihood of starting a
business
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(Iannaccone, 1998). An emerging stream of literature
analyzes how belonging to a religion and entrepreneur-
ship are related, with a bifurcation between studies
focusing on the choice of entrepreneurship over wage–
work and studies analyzing the influence of religion on
entrepreneurial decision-making(Balog et al., 2014;
Dodd & Gotsis, 2007; Kojana & Mamabolo, 2020).
The present study contributes to the first strand of the
literature.

The main research question in this stream of studies,
whether belonging to a particular religion or denomina-
tion affects one’s choice of entrepreneurship, has been
answered in many different ways. Table 1 provides an
overview of the literature and shows that the various
findings sometimes contradict each other. For example,
some studies concluded that Protestants and Jews have a
higher propensity to become an entrepreneur than Cath-
olics (Carroll & Mosakowski 1987; Butler & Herring,
1991; Minns & Rizov, 2005; Nunziata & Rocco, 2011),
while other studies do not find significant differences
between entrepreneurs and wage workers with regard to
religious affiliation or religious service attendance
(Dodd & Seaman, 1998; Carswell & Rolland, 2007;
Dougherty, Griebel, Neubert & Park, 2013).

The harmonization of the earlier findings about the
relationship between religion and entrepreneurship is
not straightforward because they result from studies
employing a range of measures for religion and entre-
preneurship in samples originating from different coun-
tries. For example, while Protestants and Catholics are
considered distinct denominations by some (Caroll &
Mosakowski, 1987; Nunziata & Rocco, 2011), they are
combined into Christianity by others (Hill et al., 2015;
Audretsch et al., 2013) or further divided into smaller
denominations such as Evangelical and European Free
Church (Minns & Rivov, 2005). In addition, a diversity
of measures are used for assessing engagement in a
religion such as the frequency of church attendance
and prayer (Hill et al., 2015; Dougherty et al., 2013;
Dodd & Seaman, 1998), and various types of entrepre-
neurship are considered such as running a young or
established business with or without employees
(Dougherty et al., 2013; Nunziato & Rocco, 2011).

What is most important in the context of this study is
that all but one study (Dougherty et al., 2019) in Table 1
estimate a direct (“net”) relationship between religion
and entrepreneurship. However, religions do not pre-
scribe occupational choices directly but shape these
choices indirectly through its impact on values, social

norms, networks, and attitudes (Audretsch et al., 2013;
Hoogendoorn et al., 2016). The importance of these
various mediating factors that together make up to the
full relationship may vary over time and across different
countries, making conclusions about the net relationship
difficult to generalize. Therefore, to further develop this
stream of the literature, an important step is to start
analyzing specific channels through which religion and
entrepreneurship are connected.

The three most prominent channels through which
religion and entrepreneurship are thought to be linked are
social capital (Balog et al., 2014; Hoogendoorn et al.,
2016; Nunziata & Rocco, 2011), normative, and cognitive
institutions (Audretsch et al., 2013), and values (Audretsch
et al., 2013; Dana, 2009; Dougherty et al., 2019;
Hoogendoorn et al., 2016). There is a broad consensus
that social capital positively affects entrepreneurship
(Parker, 2009). Balog et al. (2014) and Hoogendoorn
et al. (2016) put forward that religion, being an important
source of social capital, is positively associated with entre-
preneurial activity. Nunziata and Rocco (2011) add that
belonging to a minority religion strengthens social capital
formation, as social ties tend to be stronger in smaller
communities. The institutional perspective on which
Audretsch et al. (2013) draw to explain the relation be-
tween religion and entrepreneurship in India is closely
related to the value channelwith the normative institutional
dimension defined as comprising social norms. When
individuals are “living out their personal values” (Balog
et al., 2014, p. 160), they do so in part because they adhere
to the social norms that prevail in the social groups they
belong to. Nevertheless, values have been highlighted as
one of the most important channels through which religion
and entrepreneurship are connected. Notably, the seminal
work by Weber (1930) highlights that the Protestant work
ethic, which played a role in the rise of the capitalist
enterprise, is the result of a person’s subscription to the
values espoused by the Protestant faith (Tracey, 2012).
Early Protestant thinkers, such as Luther and Calvin, con-
ceptualized worldly work as vocation, in contrast with the
Roman Catholic tradition with its emphasis on clerical
work. Protestants were attracted to hard work and frugality
to discern themselves as being elected and predestined and
to fulfill their duty to serve others through their occupa-
tional efforts. Hence, the frequency of drawing on the
famous Weber thesis in the literature about religion and
entrepreneurship (see Table 1) also points to the need for a
more in-depth analysis of this relationship on the level of
values.
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While the role of values as a prominent channel through
which religion and entrepreneurship are connected is
widely acknowledged theoretically, empirically testing of
this relationship is scant. One exception is the recent study
by Dougherty et al. (2019) providing support for a mod-
erating role of religious beliefs (i.e., prosperity beliefs) in
the relationship between values and entrepreneurial atti-
tudes andmotivations. In this study, we investigate to what
extent valuesmediate the relationship between religion and
entrepreneurship.

2.2 Values and the relationship between religion
and entrepreneurship

Values are the criteria or broad life goals guiding an
individual’s judgments, actions, and behaviors
(Rokeach 1969; Parks-Leduc, Feldman, & Bardi,
2015). They entail conceptions of the desirable, and,
as such, they constitute human behavior (Schwartz,
1992; Arieli, Sagiv & Roccas, 2019). Values pertain to
desirable end states, guide behavior, transcend specific
situations and—importantly—can be ordered by rela-
tive importance (Hitlin, 2003). Values are core elements
of a person’s sense of self, and individuals try to avoid
behaviors that conflict with their values while undertak-
ing actions that reinforce their sense of self. Hence,
individuals may choose differently when confronted
with apparently similar choices because of different
value priorities.

Religion can be defined as “a particular set of beliefs,
practices, and rituals that have been developed in com-
munity by people who share similar existential experi-
ences of transcendent reality” (Hodge, 2003, p. 42). For
many people, these religious beliefs, practices, and rit-
uals are central to their everyday lives, as religion pro-
vides the moral codes by which they live (Geertz, 1993).
Thus, religion and values are related in a sense that both
guide an individual’s judgments, actions and behaviors,
and they are different in the sense that religion is an
integrative entity combining not only values but also
practices, rituals, emotions, and community (Saroglou
et al., 2004). As such, cross-cultural empirical research
does not support the existence of a universal religious
value. That is, the motivational goals for religious values
do not apply for most people or these goals are
expressed through other values (Schwartz, 1992,
1994). In both cases, these findings suggest that religion
and values are related but distinct concepts.

Nevertheless, many studies have shown that religion
and values are intrinsically related in a complex manner
(Saroglou et al., 2004). Through theological teachings
or socialization, religions stress or temper the promi-
nence of particular values such as respect for others
(Rockeach, 1969; Roccas & Schwartz, 1997). The more
religiously committed a person is, the more likely he is
to adopt the prevailing values of the religion he or she
adheres to (Roccas, 2005). Also, individuals with spe-
cific value priorities may seek out specific religions that
reinforce their value priorities (Schwartz & Huismans,
1995). Thus, individual value differences may predis-
pose people to adhere, believe in, or practice religion
(Saroglou et al., 2004).

A range of studies confirms that the value priorities
of religious individuals are indeed different from those
of less or non-religious people (Rockeach, 1969;
Schwartz and Huismans, 1995; Roccas and Schwartz,
1997; Roccas, 2005; Saroglou et al., 2004). For exam-
ple, Rokeach (1969) reports that religious people con-
sistently rank the values of forgiveness, salvation, and
obedience relatively high, while ranking pleasure and
independence relatively low. There is also evidence that
the strength of these relationships depends on the extent
of engagement in a religion. In some studies, behavioral
measures such as the attendance of religious services
and the frequency of prayer are stronger predictors of
value priorities than self-identification with a religious
denomination (Nunziata and Rocco, 2011; Longest
et al., 2013; Guiso, Sapienza & Zingales, 2006). How-
ever, contrary to the difference in value priorities be-
tween religious and non-religious people, the value pri-
orities across different religious denominations show
little variation and are notably similar (Schwartz &
Huismans, 1995; Saraglou et al., 2004).4

Another stream of studies links values with the
choices and behavior of individuals in work settings
(Arieli, Sagiv, Roccas, 2019). More specifically, it has
been suggested that the value priorities of entrepreneurs
differ from those of non-entrepreneurs(Beugelsdijk &
Noorderhaven, 2005; Noseleit, 2010). Independent
thought, choosing one’s own goals, exploring, and
questioning prevailing practices are considered core

4 In our theoretical argumentation, we follow Schwartz and Huismans
(1995) and Saroglou et al. (2004) by not taking into account the
specific religion an individual belongs to. Still, in our empirical anal-
yses, we allow for heterogeneity with respect to the specific religion or
denomination an individual belongs to within the subsample of indi-
viduals belonging to a religion.
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aspects of identifying and exploiting entrepreneurial
opportunities and considered necessary virtues for and
actions in entrepreneurship (Cliff, Jennings &
Greenwood, 2006; Shane & Venkataramen, 2000).
Licht (2007, 2010) even argues that openness to change,
expressed as seeking novelty and challenges in life
and being independent in thought, is the pre-
eminent distinguishing characteristic of entrepre-
neurs. Relatedly, values and psychological traits
are considered distinct but related components of
personality, and both motivate individual behavior
(McCrae & Costa, 2008) with consistent correla-
tion patterns (Parks-Leduc et al., 2015). Meta-
analyses in this research area have also shown that
those creating a business score particularly high on
a need for achievement, self-efficacy, and consci-
entiousness (e.g., Rauch & Frese, 2007).

Although values may drive people toward en-
trepreneurship, it has also been established that
occupational experiences and work characteristics

such as closeness of supervision, routinization, and
task complexity affect value priorities (Longest
et al., 2013; Kohn & Schooler, 1982). Employ-
ment conditions are internalized so that those in-
dividuals who enjoy higher levels of autonomy in
their job come to value self-direction, whereas
individuals in jobs characterized by a lower level
of autonomy prefer conformity. Occupational char-
acteristics typically associated with entrepreneur-
ship such as workplace autonomy and complexity
of tasks (Hessels, Rietveld & Van der Zwan,
2017) increase the importance people place on
change-related values and achievement and de-
crease the importance of conservation values
(Longest et al., 2013). Hence, religion, values,
and entrepreneurship are related in a complex and
reciprocal manner (Chaves, 2010). To shed further
light on this complex relationship and the role of
values, the literature is in need of a unifying value
theory.

Table 2 Overview of the four value groups and the ten basic human values with their motivational goals in Schwartz’s theory of basic
human values, as well as their associations with religion and entrepreneurship

Value group Associationwith
religion

Association with
entrepreneurship

Basic human
value

Motivational goal

Bipolar dimension openness to change vs. conservation

Openness to
change

– + Stimulation Excitement, novelty, and challenge in life

Self-direction Independent thought and action-choosing,
creating, and exploring

Hedonisma Pleasure and sensuous gratification for oneself

Conservation + – Tradition Respect, commitment, and acceptance of the customs and
ideas that traditional culture or religion provides to the
self

Conformity Restraint of actions, inclinations, and impulses likely to
upset or harm others and violate social expectations or
norms

Security Safety, harmony, and stability of society, of relationships,
and of the self

Bipolar dimension self-enhancement vs. self-transcendence

Self-enhancement – + Power Social status and prestige, control or dominance over
people and resources

Achievement Personal success through demonstrating competence
according to social standards

Self-transcendence + – Universalism Understanding, appreciation, tolerance, and protection for
the welfare of all people and for nature

Benevolence Preservation and enhancement of the welfare of people
with whom one is in frequent personal contact

Sources: Schwartz (2001), Roccas (2005), Licht (2010), and Dougherty et al. (2019)
aHedonism shares elements of openness to change and self-enhancement (see Fig. 1) but is usually contained under openness to change (see,
e.g., Figure 2 in Schwartz (2012))
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2.3 The theory of basic human values

In this study, we draw on the theory of basic
human values as developed by the social psychol-
ogist Schwartz (1992, 2012). The choice to take
Schwartz’s theory of basic human values as the
theoretical backbone of the present study is moti-
vated by (i) its provision of a clear structure of
values allowing the analysis of value priorities and
of the conflicts and compatibility between values
(Roccas, 2005; Knafo, Roccas & Sagic, 2011), (ii)
its measurability on the individual level (compared
to, for instance, Hofstede’s country-level measure-
ments of cultural values (Hofstede, Hofstede &
Minkov, 2010)), and (iii) its empirically validated
cross-cultural stability (Longest et al., 2013;
Schwartz, 2012).

Schwartz’s theory provides propositions regard-
ing the content of values and the structure or
dynamic relationships among them. Based on
cross-cultural research, he distinguishes ten moti-
vationally distinct basic values that are organized
in four value groups along two bipolar dimensions

(Table 2)5. The interconnectedness of Schwartz’s
values can be visualized as a circle (Fig. 1). The
ten basic human values that are adjacent in the
circle have overlapping motivational goals and are
mutually supporting, whereas values on opposite
sides of the circle have competing and opposing
goals. For example, the pursuit of power is gener-
ally in accordance with seeking achievement but in
conflict with striving for benevolence. This pres-
ence of value conflicts is even more evident from
the bipolarity of the four value groups. The first
dimension contrasts self-enhancement with self-

5 Early, tentative versions of the theory of basic human values consid-
ered the possibility that spirituality may constitute an eleventh univer-
sal value with the motivational goal being meaning and inner harmony
through the transcendence of everyday reality (Schwartz, 1992). The
final version of the theory of basic human values does not include
spirituality as a distinct basic value, because empirical evidence sug-
gests that the hypothesized motivational goals of spirituality serve as
guiding principles for only a subset of people and that these goals also
find their expression already through other value types (Schwartz 1992,
1994). As such, spirituality does not constitute a universal basic human
value, warranting the use of belonging to a religion and the ten basic
human values from Schwartz’s theory as related but distinct concepts
in our study.

Fig. 1 The four value groups and the ten basic human values in Schwartz’s theory of basic human values
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transcendence and captures the conflict between a
concern for the welfare and interests of others and
the pursuit of one’s own interest. The second
dimension distinguishes openness to change from
conservation and captures the conflict of indepen-
dence and readiness for change with a desire to
preserve the past and a resistance to change. The
integrated circular structure allows for the genera-
tion of hypotheses about the relationship of value
priorities with attitudes and behavior (Schwartz
1992, Schwartz & Huismans, 1995).

Each value is linked with behavioral actions through
its motivational goal (Schwartz, 1992; Roccas, 2005).
The motivational goal for each value can be found in
Table 2. For example, a person favoring security will
motivate his actions towards the assurance of the safety,
harmony and stability of society, relationships, and
himself. However, a person favoring, for instance,
stimulation will feel inspired and motivated in a
situation that brings excitement and novelty to his life.
Schwartz (1992) further reasons that the simultaneous
pursuit of values from opposite sides of the circle gives
rise to strong psychological and/or social conflict, and
behaving in discordance with one’s values will also
result in feelings of stress and discomfort (Akerlof &
Kranton, 2000). Hence, behavioral actions can be ex-
plained by individual-specific value profiles in which
the relative priority of values is of particular importance
(Schwartz, 1992; Hitlin, 2003).

2.4 Synthesis and derivation of expectations

Our central question is whether values can explain the
relationship between belonging to a religion and entre-
preneurship. In terms of Schwartz’s bipolar value di-
mensions, the value priorities of individuals belonging
to a religion do not seem to correspond to values typi-
cally associated with entrepreneurship (Table 2;
Hoogendoorn et al., 2016). Religions aim to preserve
the social order and protect individuals against uncer-
tainty (Schwartz & Huismans, 1995; Roccas, 2005).
This goal is achieved by commitment to the customs
and ideas that religions provide and by being restrained
in actions, inclinations, and impulses that are likely to
upset or harm others and violate social expectations or
norms. As a result, individuals belonging to a religion
do not place high importance on seeking excitement,
novelty, and independent thought, nor do they tend to
favor intellectual or emotional openness to change. On

the openness to change vs. conservation dimension,
individuals belonging to a religion therefore prioritize
values related to conservation over values related to
openness to change(Saroglou et al., 2004). In contrast,
independent thought, exploration, and questioning pre-
vailing practices are the hallmarks of entrepreneurial
behavior (Cliff, Jennings & Greenwood, 2006; Shane
& Venkataramen, 2000). For entrepreneurs, openness to
change is more important than conservation. (Licht,
2007, 2010; Noseleit, 2010). In line with earlier find-
ings, we expect entrepreneurs to prioritize openness to
change over conservation, where we expect the oppo-
site to hold for individuals belonging to a religion.

A similar value conflict between belonging to a religion
and entrepreneurship can be found in Schwartz’s second
bipolar value dimension, self-enhancement vs. self-tran-
scendence. Self-transcendence, thriving to benefit people
with whom one is in frequent personal contact and
protecting the welfare of all people, correlates with the
spiritual teachings and practices of many religions stimu-
lating pro-sociality and altruism. In contrast, self-enhance-
ment emphasizes personal success and achievement, in-
cluding a materialistic component, and opposes the same
spiritual teachings (Schwartz & Huismans, 1995; Roccas,
2005; Saroglou, Corneille & Van Cappellen, 2009). The
meta-analysis by Saroglou et al. (2004) provides empirical
support that people belonging to a religion indeed gener-
ally prioritize self-transcendence over self-enhancement6.
The drive for self-enhancement is expressed in terms of
being very successful, having status and prestige, and
entails wealth accumulation and non-pecuniary benefits,
such as autonomy. Entrepreneurship success corresponds
to the central goals of self-enhancement(Licht, 2007,
2010). Noseleit (2010) provides empirical support for the
presumption that entrepreneurs generally prioritize self-
enhancement over self-transcendence. Thus, while indi-
viduals belonging to a religion favor self-transcendence
over self-enhancement, we expect the opposite to hold for
entrepreneurs.

In sum, values pertain to broad life goals and provide
directions for an individual’s judgments and behaviors.
As such, values are also expected to play a pivotal role
in the relationship between belonging to a religion and
entrepreneurship. Importantly, belonging to a religion
and entrepreneurship affect and are affected by one’s
value priorities. Figure 2 visualizes the bidirectionality
of these relationships. Notably, the direction of effects
between belonging to a religion and values (the left part
of Fig. 2) are congruent: Belonging to a religion
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negatively affects prioritizing openness to change over
conservation and self-enhancement over self-transcen-
dence, and having these value priorities makes it is less
likely to become a member of a religion. The direction
of effects between entrepreneurship and values (the
right part of Fig. 2) is also congruent: Prioritizing open-
ness to change over conservation and self-enhancement
over self-transcendence makes it more likely that a
person chooses entrepreneurship, and entrepreneurship
reinforces these value priorities. These directional con-
gruencies in the left and right parts of the model (Fig. 2)
make it possible to formulate an expectation about how
values explain the relationship between belonging to a
religion and entrepreneurship. Those prioritizing open-
ness to change over conservation will be relatively less
likely to belong to a religion but more likely to be an
entrepreneur. The same is true for those favoring self-
enhancement over self-transcendence. As a result,
both the effect of belonging to a religion on entre-
preneurship through values as well as the effect of
entrepreneurship on belonging to a religion through
values are expected to be negative. The effects in
both directions are negative and thus do not cancel
out each other. Therefore, we hypothesize that the
combined (bidirectional) effect of values in the re-
lationship between belonging to a religion and en-
trepreneurship is negative. Hence, we expect that
values weaken the relationship between belonging
to a religion and entrepreneurship. In doing so, we
thus abstain from making a simple, unidirectional,
and causal argument that religious beliefs cause
behavior (for a critique on such an approach, see
Chaves (2010)). In our empirical analyses, we verify
whether values indeed have the expected suppress-
ing effect.

3 Data and methods

3.1 Sample

The empirical analyses were performed using data from
the European Social Survey (ESS)7, a cross-national
survey that has been in existence since 2001. Since
2002, face-to-face interviews have been conducted every
two years in most European countries, as well as in the
neighboring countries of Turkey, Israel, and the Russian
Federation (see Appendix A for an overview of the
countries included in the analysis sample). This process
has resulted in eight survey rounds to date (2002–2016),
from which the data have been harmonized into an inter-
national data file for all countries that participated in at
least two rounds. In every survey round, a different
representative cross-section of the adult population has
been interviewed. Our analyses are restricted to individ-
uals of working age (18–65 years old). From the first
wave in 2002 onwards, the ESS has included measures of
the religion, values, and employment status of the respon-
dents. Our sample comprises 150,498 individuals from
189 country-wave combinations.

3.2 Measures

3.2.1 Entrepreneurship

Based on the employment relationship of each respon-
dent, we constructed the variable entrepreneurship,
which takes the value 1 for self-employed individuals
and 0 for wage workers. This variable distinguishes the
occupations of individuals who operate their businesses

Fig. 2 The relationships between belonging to a religion, values, and entrepreneurship

7 http://www.europeansocialsurvey.org/.
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independently without the control of supervisors from
those of people who have employers and who are not
fully responsible for the survival of the business
(Wennekers & Thurik, 1999). We consider only indi-
viduals who indicate that paid work has been their main
activity in the past 7 days and exclude those who are
unemployed, retired, permanently sick, or disabled.
Moreover, those indicating that they are primarily en-
gaged in following education (not paid for by employ-
er), community or military service, housework, or
looking after children or others are also excluded. For
heterogeneity analyses, we exploit information about
the number of hours worked per week and the number
of employees to serve as a proxy for engagement in and
efforts to expand the business.

3.2.2 Belonging to a (particular) religion

Saroglou et al. (2004) show that differences in value
priorities are most eminent between religious and non-
religious people but that there is also some heterogeneity
within the first group depending on the particular reli-
gion someone belongs to. Therefore, we analyze both
the self-identifiedbelonging to a religion (1 = yes; 0 =
no) as well as whether someone belongs to a particular
religion or denomination. For the latter, we can distin-
guish in the dataset among individuals who self-identify
as Roman Catholic, Protestant, Eastern Orthodox, Jew-
ish, or Islamic. The composite groups of individuals
belonging to other Christian denominations, Eastern
religions, and other non-Christian religions are too small
and too heterogeneous to consider for separate analyses
and are therefore excluded.

Still, belonging to a religion does not always indicate
active religious participation and strong beliefs, and
therefore, we follow the proposal of Billiet (2001) in
the ESS documentation to construct the variable reli-
giously active as the first standardized principal compo-
nent of the three ordinal variables in the dataset. Specif-
ically, the respondents were asked to answer the follow-
ing questions: (i) “How religious are you?” on an 11-
point scale, ranging from “not at all religious” to “very
religious”; (ii) “How often do you attend religious ser-
vices apart from on special occasions?” on a 7-point
scale, ranging from “never” to “everyday”; and (iii)
“How often do you pray apart from at religious ser-
vices?” on the same 7-point scale, ranging from “never”
to “everyday.” Cronbach’s α is 0.80 for this composite
score, indicating high internal reliability. The higher a

person scores on this variable, the more actively this
person engages in a religion.

3.2.3 Values

Individual value priorities are assessed using the so-
called Portrait Values Questionnaire (PVQ), which is
based on Schwartz’s basic human values theory. Ev-
ery respondent self-reports on resemblances with
short verbal portraits of individuals (Schwartz,
2001). Each portrait describes an individual’s goals,
aspirations, or wishes that point implicitly to the
importance of a particular value. For example, one
portrait (indexing self-enhancement) reads: “It’s im-
portant to her/him to show her/his abilities. She/he
wants people to admire what she/he does.” For each
portrait, respondents answer the question, “How
much like you is this person?” on a 6-point scale,
ranging from “not like me at all” to “very much like
me.” In total, resemblance with 21 portraits is
assessed in the ESS. The full list of 21 portraits is
available in Appendix B (Table 8). Cronbach’s α for
the 21 items is 0.83 in our analysis sample. We
compute summary scores for the four value groups
by calculating the means of the items that index them.
Cronbach’s α for openness to change (6 items) is
0.75, for conservation (6 items8) is 0.72, for self-
enhancement (4 items) is 0.74, and for self-transcen-
dence (5 items) is 0.73. Subsequently, as recom-
mended, we subtract each individual’s mean score
over all 21 value items from these summary scores
to correct for response style differences between in-
dividuals and cultural groups (Schwartz, 2001).

3.2.4 Methodology

Following the recommendation of the ESS, we use post-
stratification weights in combination with population
size weights to account for possible sampling bias and
to correct for the fact that countries have different pop-
ulation sizes but approximately equal sample sizes in the

8 One of these items is “Tradition is important to him. He tries to
follow the customs handed down by his religion or his family”, and it
may therefore be a concern that belonging to a religion is part of
conservation. However, the empirical results do not change meaning-
fully when this item is not used for constructing conservation (the
correlation between conservation and the adjusted measure for conser-
vation is 0.94). The results of this robustness check are available upon
request from the authors.
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survey (European Social Survey, 2014).9 In Section 4.1,
we provide descriptive evidence about the relationship
between religion, values, and entrepreneurship. In
Section 4.2, we use logit models explaining the binary
variable entrepreneurship to answer the question whether
values explain the relationship between belonging to a
religion and entrepreneurship. We use the method
developed by Karlson, Holm, and Breen (2012)(hereafter
KHB-procedure) to assess the change in the coefficient for
belonging to a religion and its significance when adding
values as explanatory variables to the regression. This
change is proportional to the explanatory power of values
in the relationship between belonging to a religion and
entrepreneurship (i.e., the sum of the effect of belonging to
a religion on entrepreneurship through values and the
effect of entrepreneurship on belonging to a religion
through values; see Section 2.4).

In non-linear models, such as the logit model, the
coefficients and the error variance are not separately
identified. Therefore, the coefficients for belonging to
a religion in the basic and extended models (including
values) cannot be directly compared. The procedure of
Karlson et al. (2012) has the advantage of separating the
change in coefficients due to adding variables to the
regression from the change due to non-linear rescaling.
Due to the recommended correction for response style
differences (see Section 3.2.3), the four higher-order
values are jointly perfectly collinear and cannot all four
simultaneously be included in a regression. Therefore,
we include each bipolar value dimension separately in
an extended model.

In our models, we abstain from including control vari-
ables which are likely to be endogenous (e.g., one’s edu-
cation attainmentmay be a function of someone’s religious
upbringing, may affect value priorities, and may influence
the choice of entrepreneurship) and their inclusion may
adversely affect adequate answering of our research ques-
tion. Therefore, we control for the following factors only.
Previous studies have convincingly shown that males are
more likely to engage in entrepreneurship than females
(Haber, Lamas & Lichtenstein, 1987; Verheul, Van Stel &
Thurik, 2006), whereas the opposite is generally true for
engagement in a religion (Loewenthal, MacLeod &
Cinnirella, 2002). Therefore, the dummy variable male,
with a value of 1 for males and 0 for females, is included as

a control variable in the regression. The relationship be-
tween age and entrepreneurship is known to be inverse U-
shaped(Lévesque & Minniti, 2006), and Argue, Johnson,
and White (1999) found that age is also associated with
religiosity. Therefore, both age (in years) and age2 are
included in the model. To control for possible structural
differences across countries and over the years of data
collection, we include dummy variables for each country
and every data collection year (biennial from 2002 to
2016) in the regressions.10 The variance inflation factors
of the various models do not reveal concerns for
multicollinearity.

4 Results

4.1 Descriptive statistics

Our analysis sample comprises 150,498 individuals
from 32 countries who are aged between 18 and 65
years and are either engaged in entrepreneurship
(13.54%) or wage workers (86.46%). In Appendix A,
we provide a full description of how the analysis sample
was obtained from the full ESS dataset. The (weighted)
descriptive statistics of the analysis sample are shown in
Table 3. Compared with the wage workers, the entre-
preneurs more often belong to a religion (59% vs. 54%).
They self-identify more often as Roman Catholic, Jew-
ish, and Islamic but less often as Protestant and Eastern
Orthodox. Relatedly, entrepreneurs are more religiously
active than wage workers. Regarding values, openness
to change and self-enhancement are rated highest by the
entrepreneurs and conservation and self-transcendence
by the wage workers. Finally, in our sample, the per-
centage of males is, not surprisingly, higher among the
entrepreneurs than among the wage workers (69% ver-
sus 53%), and the entrepreneurs are, on average, 3.40
years older than the wage workers. Bivariate correla-
tions between variables are available in Table 9 in the
Appendix.

9 Additional analyses show the influence of the post-stratification
weights is marginal. Our empirical results are quantitatively and qual-
itatively similar when using or not using these weights.

10 Per an excellent suggestion of an anonymous reviewer, we also
investigated the robustness of our results with regard to the inclusion
of Hofstede’s cultural dimensions as control variables. In order to
include the Hofstede’s six cultural dimensions in the model, we need
to drop the country dummies as the time-invariant nature of Hofstede’s
dimensions makes that the dimensions are perfectly collinear with the
country and wave dummies. The results show that the inclusion of
Hofstede’s cultural dimensions in the model has qualitatively the same
effect as the inclusion of country dummies. These results are available
upon request from the authors.
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The p value indicates test results for differences in the
means between the two occupational groups. Bivariate
correlations between these variables are available in
Table 9 in the Appendix. Descriptive statistics for
the country and data collection rounds are available in
Table 7 in the Appendix

The value priorities (in their deviation from an indi-
vidual’s mean value priority, see Section 3.2.3) are
graphically depicted in Figs. 3 and 4. Figure 3 shows
that irrespective of whether someone belongs to a reli-
gion or someone’s occupational status, on average self-
transcendence is the most important and self-enhance-
ment the least important value. The priority order of
values is similar for both occupational groups. However,
importantly, for those belonging to a religion, conser-
vation is more important than openness to change,
whereas the opposite is true for those not belonging to
a religion. Figure 4 shows that this pattern for openness
to change and conservation is similar for each major
religion in Europe.

4.2 Multivariate analyses

4.2.1 Belonging to a religion

Table 4 reports the results of the logistic regressions
explaining entrepreneurship. The basic model includes

only belonging to a religion and the control variables. In
this model, belonging to a religion is not significantly
associated with the outcome variable. The coefficients of
the control variables are in the expected direction: Males
are more often engaged in entrepreneurship than females,
and the relation between age and entrepreneurship follows
an inverse U shape. When including openness to change
and conservation in the basic model, the coefficient for
belonging to a religion increases and becomes significant.
For ease of interpretation, coefficients are displayed as
average marginal effects indicating that someone who
belongs to a religion has a 1 percentage point higher
chance of being an entrepreneur (Table 4, model 2). The
KHB-procedure calculates that the increase is positive and
significant (p < 0.001). Hence, without including these
values (which can be seen as bidirectional mediating var-
iables), the coefficient for belonging to a religion is sup-
pressed. The inclusion of self-enhancement and self-tran-
scendence in model 3 does not influence the significance
of the coefficient for belonging to a religion despite self-
enhancement and self-transcendence being significantly
associated with entrepreneurship.

4.2.2 Belonging to a particular religion

Table 5 displays results for belonging to a particular
religion. In the basic model, we see that Protestants are

Table 3 Weighted descriptive statistics analysis sample. Mean values are reported with standard deviations in parentheses

Full sample (N = 150,498) Entrepreneurs (N = 20,377) Wage workers (N = 130,121) p value

Religion

Belonging to a religion (0/1) 0.55 (0.50) 0.59 (0.49) 0.54 (0.50) < 0.001

Roman Catholic (0/1) 0.28 (0.45) 0.34 (0.47) 0.27 (0.45) < 0.001

Protestant (0/1) 0.10 (0.30) 0.09 (0.28) 0.10 (0.30) < 0.001

Eastern Orthodox (0/1) 0.11 (0.32) 0.08 (0.28) 0.12 (0.32) < 0.001

Jewish (0/1) 0.01 (0.09) 0.01 (0.11) 0.01 (0.09) < 0.001

Islamic (0/1) 0.04 (0.21) 0.06 (0.24) 0.04 (0.20) < 0.001

Religiously active − 0.02 (1.00) 0.09 (1.07) − 0.03 (1.00) < 0.001

Values

Openness to change − 0.15 (0.60) − 0.09 (0.59) − 0.16 (0.60) < 0.001

Conservation 0.02 (0.59) − 0.04 (0.62) 0.03 (0.58) < 0.001

Self-enhancement − 0.52 (0.73) − 0.48 (0.75) − 0.53 (0.72) < 0.001

Self-transcendence 0.58 (0.53) 0.54 (0.53) 0.58 (0.53) < 0.001

Control variables

Male (0/1) 0.55 (0.50) 0.69 (0.46) 0.53 (0.50) < 0.001

Age (18–65) 41.12 (11.48) 44.08 (10.64) 40.68 (11.54) < 0.001

The p value indicates test results for differences in the means between the two occupational groups. Bivariate correlations between these
variables are available in Table 9 in the Appendix. Descriptive statistics for the country and data collection rounds are available in Table 7 in
the Appendix
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less likely than those not belonging to a religion or
denomination to be engaged in entrepreneurship. On
the opposite, the Jewish are more likely to be an entre-
preneur than the reference group. The coefficients for
Roman Catholic, Eastern Orthodox, and Islamic are not
statistically significant. The inclusion of openness to
change and conservation in model 2 renders the

coefficients for Roman Catholic and Islamic significant.
The coefficient for Protestant becomes insignificant,
and for Jewish, it remains similar in size and signifi-
cance. For Eastern Orthodox, the coefficients remain
insignificant. Nevertheless, in all cases, the average
marginal effects have increased compared to those in
model 1, indicating that the value dimension openness

Fig. 3 Mean value priorities by belonging to a religion and occupational status (weighted descriptive statistics)

Fig. 4 Mean value priorities by belonging to a particular religion (weighted descriptive statistics)
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to change vs. conservation discriminates to some ex-
tent those belonging to a religion from entrepreneurs. It
can be derived from Model 3 that the value dimension
self-enhancement vs. self-transcendence does not have
this discriminatory relevance: The regression coeffi-
cients for the religious groups and denominations re-
main similar in size and significance after extending the
basic model with self-enhancement and self-
transcendence.

4.2.3 Engaging actively in a religion

To assess whether the strength of the relationship
between belonging to a religion, values and entre-
preneurship (Section 4.2.1) depends on how actively
someone’s engages in a religion, we reanalyze the
subsample of individuals belonging to a religion (N

= 83,113). In this subsample, we find that there is a
significant relationship between religiously active
and entrepreneurship (Table 6). This result is inter-
esting because the relationship between belonging to
a religion and entrepreneurship was insignificant in
Table 4. The KHB-procedure indicates that the in-
clusion of the value dimension openness to change
vs. conservation increases the coefficient for reli-
giously active (p < 0.001), which corresponds to
the implications of model 2 in Table 4. Interestingly,
the inclusion of the value dimension self-enhance-
ment vs. self-transcendence in model 3 results in a
significant positive change (p < 0.001) in the coef-
ficient for religiously active, something we did not
observe in Table 4. Still, the change in the coeffi-
cient in model 3 is relatively small compared to the
change in model 2.

Table 4 Logit regression models with entrepreneurship as the dependent variable

(1) Basic model (2) Basic model + value dimension
openness to change vs. conservation

(3) Basic model + value dimension
self-enhancement vs. self-transcendence

Religion

Belonging to a religion − 0.002 0.010** − 0.002

(0.003) (0.003) (0.003)

Values

Openness to change 0.020***

(0.004)

Conservation − 0.036***

(0.004)

Self-enhancement 0.017***

(0.003)

Self-transcendence − 0.013***

(0.004)

Control variables

Male (0/1) 0.072*** 0.069*** 0.067***

(0.003) (0.003) (0.003)

Age (18–65) 0.012*** 0.013*** 0.012***

(0.001) (0.001) (0.001)

Age2 − 0.000*** − 0.000*** − 0.000***

(0.000) (0.000) (0.000)

Country dummies Included Included Included

Wave dummies Included Included Included

Observations 150,498 150,498 150,498

Pseudo-R2 0.058 0.067 0.061

Average marginal effects are displayed with standard errors between parentheses. The intercept and average marginal effects for the country
and wave dummies are not displayed but are available on request

***p value ≤ 0.001, **p value ≤ 0.01, *p value ≤ 0.05 (two sided)
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4.2.4 Types of entrepreneurship

In the analyses above, we compared entrepreneurs with
wage workers without scrutinizing the heterogeneity
within entrepreneurship. Within the limitations of the
available information in the ESS, we therefore reanalyze
the subset (N = 20,377) of entrepreneurs by looking at

the number of hours they work and the number of
employees they have in their business. Information
about the average number of working hours per week
is available for 17,670 entrepreneurs, of which 570 (3%)
work fewer than 20, 2729 (15%) work between 20 and
40, 9006 (51%) work 40–60, and 5065 (29%) work
more than 60 h per regular week. Information about

Table 5 Logit regression models with entrepreneurship as the dependent variable

(1) Basic model (2) Basic model + value
dimension openness to change vs.
conservation

(3) Basic model + value dimension
self-enhancement vs. self-transcendence

Religion

Not belonging to a religion Reference Reference Reference

Roman Catholic 0.002 0.015*** 0.002

(0.004) (0.004) (0.004)

Protestant − 0.012* − 0.002 − 0.012*

(0.005) (0.005) (0.005)

Eastern Orthodox − 0.008 − 0.002 − 0.009

(0.010) (0.010) (0.010)

Jewish 0.090* 0.094** 0.084*

(0.037) (0.034) (0.036)

Islamic 0.016 0.039** 0.014

(0.013) (0.014) (0.013)

Values

Openness to change 0.020***

(0.004)

Conservation − 0.037***

(0.004)

Self-enhancement 0.017***

(0.003)

Self-transcendence − 0.013***

(0.004)

Control variables

Male (0/1) 0.071*** 0.068*** 0.067***

(0.003) (0.003) (0.003)

Age (18–65) 0.012*** 0.013*** 0.012***

(0.001) (0.001) (0.001)

Age2 − 0.000*** − 0.000*** − 0.000***

(0.000) (0.000) (0.000)

Country dummies Included Included Included

Wave dummies Included Included Included

Observations 150,498 150,498 150,498

Pseudo-R2 0.058 0.068 0.061

Average marginal effects are displayed with standard errors between parentheses. The intercept and average marginal effects for the country
and wave dummies are not displayed but are available on request

***p value ≤ 0.001, **p value ≤ 0.01, *p value ≤ 0.05 (two sided)
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the number of employees is available for 19,573 entre-
preneurs. Of these, 11,211 (57%) have no employees,
7368 (38%) have 1–10 employees, and 994 (5%) have
more than 10 employees.

Figure 5 shows that irrespective of the number
of working hours or the number of employees,
self-transcendence is rated highest and self-en-
hancement is rated lowest, which corresponds with
the main observations in Fig. 3. Interestingly, the
observation from Fig. 3 that entrepreneurs rate
conservation a little higher than openness to
change seems to be driven by those working more
than 40 h/week and having fewer than 10 em-
ployees. Hence, from a value perspective, belong-
ing to a religious group or denomination seems to
fit mostly with working many hours in a small
business.

5 Discussion and conclusion

Based on Schwartz’s theory of basic human
values, we analyzed how religion and entrepre-
neurship are linked through values. We predicted
and found that the value priorities of individuals
belonging to a religion are different from these of
entrepreneurs. Values do explain, to some extent,
the relation between religion and entrepreneurship:
contrasting value priorities of those belonging to a
religion and entrepreneurs weaken this relationship.
Heterogeneity analyses show that these results are
fairly similar across the major religions in Europe
but do depend on how actively people engage in a
religion. Moreover, from a value perspective, be-
longing to a religion seems to fit best with work-
ing many hours in a small business.

Table 6 Logit regression models with entrepreneurship as the dependent variable

(1) Basic model (2) Basic model + value dimension
openness to change vs. conservation

(3) Basic model + value dimension
self-enhancement vs. self-transcendence

Religion

Religiously active 0.006* 0.011*** 0.007**

(0.002) (0.002) (0.002)

Values

Openness to change 0.018**

(0.006)

Conservation − 0.036***

(0.006)

Self-enhancement 0.015***

(0.004)

Self-transcendence − 0.021***

(0.006)

Control variables

Male (0/1) 0.080*** 0.078*** 0.075***

(0.004) (0.004) (0.004)

Age (18-65) 0.011*** 0.012*** 0.012***

(0.001) (0.001) (0.001)

Age2 − 0.000*** − 0.000*** − 0.000***

(0.000) (0.000) (0.000)

Country dummies Included Included Included

Wave dummies Included Included Included

Observations 83,113 83,113 83,113

Pseudo R2 0.067 0.074 0.070

Average marginal effects are displayed with standard errors between parentheses. The intercept and average marginal effects for the country
and wave dummies are not displayed but are available on request

***p value ≤ 0.001, **p value ≤ 0.01, *p value ≤ 0.05 (two sided)
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Our findings supplement the literature in several
ways. First, we contribute to research on religion and
entrepreneurship by investigating a specific channel
through which religion and entrepreneurship are con-
nected. While past research empirically analyzed the
direct relationship between religion and entrepreneur-
ship, it did not address the specific indirect relationships
that make up the full relationship at a micro-level(Block
et al., 2019). As these indirect factors may vary over
time and across countries, conclusions about the net
relationship are difficult to generalize. Our study con-
tributes to this stream of the literature by investigating
one important channel through which religion and en-
trepreneurship are connected: values.

Second, by introducing a cross-culturally validated
system of values bymeans of Schwartz’s theory of basic
human values (Schwartz, 1992, 2012), we are able to
actually generate expectations about how values serve
as a pathway through which religion and entrepreneur-
ship are related. While past research hinted at the im-
portance of values in the relationship between religion
and entrepreneurship (Dana, 2009; Audretsch et al.,
2013; Hoogendoorn et al., 2016), we theorize and em-
pirically test this channel. Moreover, our theorizing
concerns the values of individuals belonging to a reli-
gion as well as these of entrepreneurs, where past re-
search focused on the values of religious individuals in a
unidirectional sense (Audretsch et al., 2013; Dana 2009;
Dougherty et al., 2019). Additionally, we go beyond
previous research by exploiting the structure of the
theory of basic human values which allows for the
analysis of value priorities and of the conflicts and
compatibility between values. Herewith, we allow for

more complexity in our argumentation than previous
studies, including those drawing on the famous Weber
thesis (Carroll & Mosakowski, 1987; Minns & Rivov,
2005).

By introducing the theory of basic human values, we
amend our understanding of engagement in entrepre-
neurship by taking account of values as motivational
concepts influencing an individual’s judgments, actions,
and behavior (Arieli et al., 2019). We believe it is
worthwhile to apply the theory of basic human values
to investigate other phenomena in the entrepreneurship
area, for example, to explain why entrepreneurship is a
male-dominated occupation. Moreover, differences in
value priorities between males and females might also
explain why females are more likely to pursue societal
goals with their business (Hechavarría et al. 2017).
Schwartz’s theory may also be useful for investigating
how religion and individual values guide decision-
makingwithin businesses. Religious entrepreneurs tend
to see running their businesses as a type of faithful
vocation (Griebel, Park & Neubert, 2014; Rietveld &
Van Burg 2014), which may affect specific firm behav-
iors. For example, research has shown that religious
individuals tend to hold broader conceptions of the
social responsibilities of businesses than non-
religious individuals (Brammer, Williams &
Zinkin, 2007). With respect to values, Gorgievski,
Ascalon, and Stephan (2011) show that business
owners who favor self-enhancement put more em-
phasis on the success criteria profitability and busi-
ness growth, while those who value self-transcen-
dence tend to strive for a good balance between
work and private life and for satisfied stakeholders.

Fig. 5 Mean value priorities among the entrepreneurs by the number of working hours per week and the number of employees
(weighted descriptive statistics)

1327The mediating role of values in the relationship between religion and entrepreneurship



As such, there is a broad scope for future studies
combining religion and values in general to further
scrutinize the heterogeneity in the start-up motiva-
tions and decision-making of business owners be-
cause entrepreneurship is an occupation that partic-
ularly provides meaning and purpose and allows one
to live one’s values (Balog et al., 2013; Griebel,
Park & Neubert, 2014).

Third, we not only theorized but also empirically
tested directly whether values indeed explain the recip-
rocal relationship between religion and entrepreneur-
ship. Our findings show that not all values are equally
important for explaining this relationship: it is the con-
flict between openness to change and conservation that
tempers the relationship between belonging to a religion
and entrepreneurship; the conflict between self-tran-
scendence and self-enhancement does not have such a
cushioning effect. The latter unexpected results may be
explained by the observation that economic and em-
ployment factors relate primarily to values that directly
concern workplace behavior such as independent
thought, action, and achievement and less to the concern
for the enhancement of the welfare of others such as in a
family context (Longest et al., 2013). Therefore, future
research could take account of a broader social influence
on the development of values or the situational circum-
stances that stimulate or suppress the expression of
values, as per the situational strength theory (Cooper
& Withey, 2009).

Although we find that the direction of effects of
openness to change and conservation is similar
across the major religions in Europe, there are
some interesting variations. Most importantly, we
find that there is variation across religions in fa-
voring conservation over openness to change as
well as differences in engagement in entrepreneur-
ship. The meta-analysis by Saroglou et al. (2004)
already showed that the relation between religion
and values is rather similar across different reli-
gions and denominations. The relatively small dif-
ferences across religions may nevertheless be at-
tributed to the socio-economic development of
countries (Saroglou et al., 2004). Indeed, it has
repeatedly been suggested that individual value
priorities depend on socio-economic factors such
as economic development, modernization, and po-
litical democratization (Inglehart & Baker, 2000;
Schwartz & Sagie, 2000). These factors may also
have contributed to the inconsistent results of the

earlier, mainly single-country, studies on the rela-
tion between religion and entrepreneurship (see
Table 1). Finally, we find that the distinction be-
tween belonging to a religion and active engage-
ment is highly relevant, as the strength of the
relationship between belonging to a religion and
entrepreneurship depends on how actively one en-
gages in religion. Active engagement or identifica-
tion with a religion may results in conformity to
group values and norms, and as identities become
more salient, the associated behaviors may be
more strongly affected (Benjamin, Choi & Fisher,
2016). A path for future research may therefore
concern how one’s identification with a particular
religious group influences one’s career choice, for
example, by means of social identity theory (Tajfel
& Turner, 1986; Akerlof & Kranton, 2000).

Our study is not without limitations. We note that
most countries in our sample are developed countries in
which Christianity is the most important religion (at
least historically). Although we addressed whether our
results are driven by factors associated with an individ-
ual’s belonging to a particular religion, our results may
not be generalizable to countries with a different reli-
gious or cultural tradition (Candland, 2000). Moreover,
we analyzed the role of values at the individual level, but
(religious) values are also believed to be embedded in
society and to form a part of informal institutions with a
persistent influence on the long-term character of the
society’s economy (North, 1991; Norris & Inglehart,
2004; Williamson, 2000). For example, a recent study
showed that the majority religion influences the
country’s business ownership level through the
country’s culture and institutions beyond the direct ef-
fect that religion has through the individuals who adhere
to it (Zelekha, Avnomelelch & Sharabi, 2014). Future
studies might thus want to delve into the effects of the
diversity and/or distinctiveness of values at both the
individual and macro levels (Henley, 2014; Nikolova
& Simroth, 2015).

The analysis of the ESS comes with the advantage of
having large-scale, harmonized individual-level infor-
mation about religion, values, and employment status.
However, importantly, the ESS surveys in each data
collection wave different representative cross-
section of the adult population. Also for this reason,
we stress again (in line with Chaves, 2010) that any
simple, unidirectional, and causal argument that re-
ligious beliefs cause behavior cannot be inferred
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from our empirical results. That is, the mediating
effects constitute the sum of the effect of belonging
to a religion on entrepreneurship through values and
the effect of entrepreneurship on belonging to a
religion through values. Moreover, some measures
in the ESS are relatively crude. For example, indi-
viduals can indicate only the employment relation
that describes them best, which leaves little room to
scrutinize heterogeneity within entrepreneurship.
Future studies analyzing for example motivational
heterogeneity among entrepreneurs may as such pro-
vide more nuanced insights. Relatedly, the number
of control variables in our models is relatively small
because we purposely decided to not include possi-
ble endogenous control variables. Hence, our study
provides empirical evidence about the full
(bidirectional) relationship between religion and en-
trepreneurship through values, but future studies
may investigate whether other factors influence
these relationships.

Despite these limitations, we have made a step for-
ward in this stream of the literature by directly analyzing
one of the prominent channels through which religion
and entrepreneurship are connected. We have argued
and shown that values can explain the relation between
religion and entrepreneurship. However, importantly,
values weaken this relationship because of value incon-
sistencies between religion and entrepreneurship. While
this may be a somewhat surprising result in a literature
where Weber’s theory about the Protestant work ethic is
a dominant starting point for many, this study warrants
the examination of other channels through which reli-
gion and entrepreneurship are related.
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Appendix

Analysis sample composition

The eight biennial data collection rounds (2002–
2016) included in the international data file of the

European Social Survey (ESS) contain 374,729
observations from 32 countries. Not every country
participated in every data collection wave, and
hence, the data originate from 195 country-wave
combinations rather than 256 (32 × 8) country-
wave combinations. In our analyses, we focus on
entrepreneurs and wage workers of working age
(18–65 years old) active in the labor market,
which reduces the sample to 174,881 observations
from 192 country-wave combinations because em-
ployment status information is not available for
France in waves 1 and 2 (the French questionnaire
included two additional answer categories for this
question) and Hungary in wave 2 (the Hungarian
questionnaire included one additional answer cate-
gory for this question) in the international data
file. A further restriction was made to 160,651
observations from 190 country-wave combinations
with complete information on value priorities be-
cause the Schwartz value scale was not fielded in
Luxembourg in wave 1 and was completed only
by males in Italy in wave 1. Therefore, the ESS
decided not to include the value data from Italy
wave 1 in the international file. A subsequent
restriction was imposed to 150,535 observations
fo r wh ich the va r i ab le s be long ing to a
(particular) religion and religiously active could
be constructed. These data originate from 189
country-wave combinations because the data from
Finland wave 2 were all dropped as the question
about adherence to a specific religion was asked
differently than indicated in the ESS interview
guidelines and hence was not included in the in-
ternational data file. This process includes the re-
moval of individuals in the composite groups of
individuals belonging to other Christian denomina-
tions (1826), Eastern religions (577), and other
non-Christian religions (414), which are too small
and too heterogeneous to consider for separate
analyses. Finally, 37 observations were dropped
because of missing information about gender.
Thus, our analysis comprises 150,498 individuals
from 32 countries (189 country-wave combina-
tions; see Table 7), which equals 40.2% of the
original number of observations in the data file,
and apart from the drop in specific country-wave
combinations for reasons described above, the drop
in observations because of missing data appears to
be rather random.
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Table 7 Overview of observations per country and data collection wave in the analysis sample

Country Data collection wave Total

Round
1(2002)

Round
2(2004)

Round
3(2006)

Round
4(2008)

Round
5(2010)

Round
6(2012)

Round
7(2014)

Round
8(2016)

1 Austria 1117 850 1072 0 0 0 888 974 4901

2 Belgium 805 779 836 830 795 861 824 808 6538

3 Bulgaria 0 0 116 829 759 798 0 0 2502

4 Switzerland 1021 1020 861 841 758 754 740 765 6760

5 Cyprus 0 0 6 606 428 477 0 0 1517

6 Czech Republic 486 964 0 925 1052 807 923 1233 6390

7 Germany 1197 1128 1197 1298 1345 1299 1406 1367 10,237

8 Denmark 820 728 764 839 743 805 712 0 5411

9 Estonia 0 886 702 781 785 1051 996 1059 6260

10 Spain 645 756 914 1230 843 744 742 831 6705

11 Finland 894 0 562 946 739 1038 913 892 5984

12 France 0 0 978 989 813 878 863 877 5398

13 UK 815 487 656 1079 1016 898 947 863 6761

14 Greece 978 839 0 1068 953 0 0 0 3838

15 Croatia 0 0 0 443 442 0 0 0 885

16 Hungary 640 0 530 517 639 793 696 719 4534

17 Ireland 834 468 628 713 651 915 893 1144 6246

18 Israel 878 0 0 998 823 1002 975 1005 5681

19 Iceland 0 283 0 0 0 317 0 441 1041

20 Italy 0 0 0 0 0 362 0 1002 1364

21 Lithuania 0 0 0 0 476 894 937 903 3210

22 Luxembourg 0 595 0 0 0 0 0 0 595

23 Netherlands 999 800 844 823 845 820 789 717 6637

24 Norway 1040 888 888 801 863 939 787 842 7048

25 Poland 748 645 697 636 731 778 691 693 5619

26 Portugal 654 769 824 836 677 707 470 541 5478

27 Russian
Federation

0 0 908 957 1055 1128 0 1008 5056

28 Sweden 932 916 930 886 756 909 879 751 6959

29 Slovenia 627 279 564 498 511 460 456 551 3946

30 Slovakia 0 573 761 723 674 752 0 0 3483

31 Turkey 0 427 0 482 0 0 0 0 909

32 Ukraine 0 552 551 477 464 561 0 0 2605

Total 16,130 15,632 16,789 22,051 20,636 21,747 17,527 19,986 150,498
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Schwartz’ Portrait Values Questionnaire

Table 8 The 21 portraits from the Schwartz’s Portrait Values
Questionnaire used to measure the higher-order and basic human
values in the European Social Survey. For each portrait,

respondents answer the question “How much like you is this
person?” on a 6-point scale ranging from “not like me at all” to
“very much like me”

Value group Basic human value Portraits

Bipolar dimension openness to change vs. conservation

Openness to change Stimulation She/he likes surprises and is always looking for new things to do. She/he thinks
it is important to do lots of different things in life.

She/he looks for adventures and likes to take risks. She/he wants to have an exciting life.

Self-direction Thinking up new ideas and being creative is important to her/him. She/he likes to
do things in her/his own original way.

It is important to her/him to make her/his own decisions about what she/he does.
She/he likes to be free and not depend on others.

Hedonism Having a good time is important to her/him. She/he likes to “spoil” herself/himself.

She/he seeks every chance she/he can to have fun. It is important to her/him to
do things that give her/him pleasure.

Conservation Tradition It is important to her/him to be humble and modest. She/he tries not to draw attention
to herself/himself.

Tradition is important to her/him. She/he tries to follow the customs handed down by
her/his religion or her/his family.

Conformity She/he believes that people should do what they are told. She/he thinks people should
follow rules at all times, even when no-one is watching.

It is important to her/him always to behave properly. She/he wants to avoid doing
anything people would say is wrong.

Security It is important to her/him to live in secure surroundings. She/he avoids anything that
might endanger her/his safety.

It is important to her/him that the government ensures her/his safety against all
threats. She/he wants the state to be strong so it can defend its citizens.

Bipolar dimension self-enhancement vs. self-transcendence

Self-enhancement Power It is important to her/him to be rich. She/he wants to have a lot of money and
expensive things.

It is important to her/him to get respect from others. She/he wants people to do
what she/he says.

Achievement It is important to her/him to show her/his abilities. She/he wants people to admire
what she/he does.

Being very successful is important to her/him. She/he hopes people will
recognize her/his achievements.

Self-transcendence Universalism She/he thinks it is important that every person in the world should be treated equally.
She/he believes everyone should have equal opportunities in life.

It is important to her/him to listen to people who are different from her/him.
Even when she/he disagrees with them, she/he still wants to understand them.

She/he strongly believes that people should care for nature. Looking after the
environment is important to her/him.

Benevolence It is very important to her/him to help the people around her/him. She/he wants
to care for their well-being.

It is important to her/him to be loyal to her/his friends. She/he wants to devote
herself/himself to people close to her/him.
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