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TV boosts entrepreneurial identity 

Entrepreneurship is a key driver of development in free-market 
economies – and TV is one channel in transporting and promoting an 
entrepreneurial identity or ‘culture’, as IWH economist Viktor 
Slavtchev and his co-author Michael Wyrwich find in a recent study. 
For their analysis, they compare – for the period after 1990 – the 
entrepreneurship incidence among the inhabitants of East German 
regions that had West German TV signal prior to 1990 to that of the 
inhabitants of regions without such a signal. 

How could TV influence entrepreneurship? On the one hand, individuals reap 
utility not only from actual outcomes, but also from acting in a certain way, par-
ticularly according to their own view of who they are or ideally should be and what 
they should or should not do to live up to this ideal concept of the self. In other 
words, a person’s self-perception or sense of self influences behaviour in general 
and, hence, the choice of a particular occupation. One the other hand, TV can shape 
individual’s identity while transmitting – deliberately or not – images that create 
specific attitudes, form values and preferences. Moreover, TV viewers often iden-
tify with fictitious or real media characters and role models, adopting (parts of) 
their personality and behaviour. 

During the division of Germany after WWII into West Germany with a free-market 
economy and the socialistic East Germany with a centrally-planned economy, some 
East German regions had access to West German public TV that, different from the 
East German TV, transmitted images, values, attitudes and views of life which were 
compatible with the free-market economy principles and supportive of entrepre-
neurship. “The results show that, for the period after the unification in 1990 and 
the restauration of a free-market economy, entrepreneurship incidence is about 9 
to 10 % higher among the residents of East German regions that had access to 
West German public TV prior to 1990 than in other East German areas that had no 
such access”, Slavtchev explains. Moreover, “the differences between East German 
regions with and without access to West German public TV do not fade out with 
time and are still significant even more than 15 years after the German unification. 
Also young individuals born after 1980 in East German households that had access 
to West German TV are more entrepreneurial than their counterparts from other 
regions. This indicates that TV can durably form a culture.” 

Existing entrepreneurship policies typically focus on supporting entrepreneurs by 
improving framework conditions such as the physical, financial or legal infrastruc-
ture. “But our findings show that the cultural dimensions of the entrepreneurship 
phenomenon including ‘role models’ can have a huge impact on peoples’ be-
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haviour, too,” Slavtchev says. “Politicians who want to develop a positive image of 
an entrepreneur and increase the awareness of entrepreneurship have to take this 
dimension into account.” 
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The Halle Institute for Economic Research (IWH) – Member of the Leibniz Association was founded in 

1992. With its three research departments – Macroeconomics. Financial Markets. and Structural 

Change –,IWH conducts economic research and provides economic policy recommendations. which 

are founded on evidence-based research. With the IWH’s guiding theme “From Transition to 

European Integration”. the institute’s research concentrates on the determinants of economic growth 

processes with a focus on efficient capital allocation in a national and European context. Particular 

areas of interest for the institute are macroeconomic dynamics and stability. microeconomic 

innovation processes. productivity and labour markets. the dynamics of structural adjustment 

processes. financial stability and growth and the role of financial markets for the real economy. 

The Leibniz Association connects 93 independent research institutions that range from the natural. 

engineering and environmental sciences via economics. spatial and social sciences to the humanities. 

Leibniz institutes address issues of social. economic and ecological relevance. They conduct 

knowledge-driven and applied basic research. maintain scientific infrastructure and provide research-

based services. For further information see http://www.leibniz-gemeinschaft.de/en/home/. 
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