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Sunday Oyewole Otokiti was born on Sunday 15th February, 1951 in Ilupeju-
Ekiti, Ekiti State of Nigeria to Chief & Mrs Samuel Oke Otokiti. He attended 
N3 Baptist School, Inalende, Ibadan, between 1959 – 1964. Between 1963 - 
1965, Otokiti had to engage in manual labour as house boy at the instance of 
his parents with the family of late Chief Famoriyo (the first Nigerian Bread 
Baker), later to late Chief Ademiluyi of Ife dynasty, a reknowned cocoa 
merchant; then Engineer Sijuwade of Federal Ministry of Works, (a founding 
member of the Cherubim and Seraphim Movement). He was later seconded to 
His Royal Highness Oba Okunade Sijuwade, the Oni of Ife Kingdom (before he 
became an Oba).  
 
Otokiti, in 1965 returned to Ibadan from Lagos and later secured manual 
employment at the then Federal Department of Forestry, Ibadan. This took 
him to many forestry plantations at Idi Ayunre, Olokemeji, Ore, Aramoko, 
Ibadan, etc. – a basic exposure to forestry resource availability of Nigeria, the 
theme of his Professional Inaugural Lecture later in life.  
 
Having being tested by the forestry overseers, he was later seconded to Western 
Region Department of Forestry, as Assistant Guard. Through these manual 
efforts he saved “enough money” to embark on a secondary school education. In 
1969 precisely, he took the advantage of another aid eventually, through the 
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grace of God, secured admission into Ogbomosho Grammar School, Ogbomosho 
where he obtained his West African School Certificate in 1973.  
 
At Ogbomosho, God endowed him with a miraculous and unimaginable skill of 
Fine Art. This skill enabled him to (i) represent Ogbomosho Grammar School 
at All Western Region Secondary School Students Painting competition at 
Ibadan and (ii) All Nigerian Secondary School Painting Competition, Lagos 
where he emerged the best Nigerian Fine Art student in 1971, a feat he 
repeated for another two years consecutively. He captained the Nigerian 
contingent in 1971, 1972 and 1973 to World Students Painting Competition in 
Monrovia, Paris, and Japan respectively. He won several awards and these feat 
won him state and federal government scholarship that enabled him complete 
his secondary school education under the watchful eyes of late educationist, 
Chief (Mrs.) Akintunde-Ighodalo and late Art – Alade, the then  Federal  
Controller of Arts.  
 
Immediately after his secondary school education, Otokiti was enlisted in the 
Nigerian Navy and was at the Signal School for one year between 1974 – 1975 
from where he obtain the Nigerian Navy Signal Certificate. He was sent to 
HMS Portsmouth in England for Tactical Operators course in 1975. Sunday 
Otokiti also joined a corp of naval officers and men sent to INS Vendurity 
Cochin, India for Advanced Tactical Operators course in 1976. Again, he was 
the first non-India to give “passing-out” parade in Indi language.  Within his 
years service at the Nigerian Navy, Otokiti thereafter went on several national 
ship refits exercise at (i) Wilson Fijernoord Shipyard, Amsterdam, Holland, (ii) 
HMS Portland England (iii) HMS Mercury, England and was on the popular 
Capt. Aduwo team that successfully crossed Bay of Biskay in 1976. In the 
military he served the person of Admiral Akhigbe, Admiral Ahikomu, Admiral 
Aduwo, and General Yakubu Gowon, just to mention a few. Otokiti discovered 
from these Generals the need to further his education and decide to proceed for 
higher University education at all cost. He became discontented  with the 
regimentary nature of the military and he decided to go back to school, hence 
his sojourn for further education in India. 
 
At India, Otokiti obtained a Bachelor of Commerce (B. Com. Honours), (MA) 
Economics, (M.Com. Honours), PGDip. in International Law and Diplomacy, 
M.Phil. in International Business, and the first Ph.D  International Business in 
India, consequently the first Nigerian to obtain a Ph.D as destiny would have in 
International Business. For this Ph.D he received the Federal Government of 
Nigeria and Commowealth Scholarships which enabled him to attend many 
International Programmes in Export Management, Trade Fair Administration, 
Entrepreneurship Development and Project and Process Management, and nine 
months study programme on “High Technology in Small Scale Industries” in 
Hong Kong, Singapore, South Korea, Republic of China, Brazil, Australia and 
Mexico. He was awarded Times (New Delhi) Third World Fellowship of the 
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Commonwealth to spend ten weeks in Malaysia to study the working of joint 
industrial and business ventures.  
 
On his return to Nigeria in 1988, he joined Lagos State University, Ojo as a 
lecturer Grade 2 where he served in various capacities. In LASU he was the 
Foundation Acting Head of Department of Economics, Acting Head, 
Department of Accounting, Banking and Business Administration. Under him 
these later three departments with some other new five departments were 
transformed to the Faculty of Management Sciences). He was the Foundation 
Cordinator of the famous LASU-MBA Programme, Foundation Head, 
Department of Business Administration, Foundation Deputy Director of LASU, 
School of Part-Time Studies (now LASU External System). He was responsible 
for management of over 100,000 Part-Time and Regular students. His academic 
areas of interest includes; Managerial Economics, Industrial and Project 
Analysis, Feasibilty Report and Project Evaluation, International Business, 
World Resources and Trade, Entrepreneurship Development and Employment 
Generation. 
 
He was promoted to Lecturer Grade One in 1993, and became a Senior Lecturer 
in 1998, all in the Department of Economics, upon the creation of the Faculty of 
Management Sciences of Lagos State University in 1999 Otokiti moved to head 
the Department of Business Administration. In 2003, Otokiti became an 
Associate Professor of International Business. He was offered a chair at 
Covenant University in 2006 to become the first Professor of International 
Business in Nigeria. 
 
With over 20 years teaching, research and consultancy experience, Otokiti has 
served as consultant to National and International Organizations and 
developed apprenticeships in Small and Medium Enterprises of many 
developing economies with close association with National Directorate of 
Employment, Lagos Mega City Committee and FIRRO, Nigeria Weight and 
Measure, Export Processing Council, Hong Kong, Developing Agencies of 
Pakistan, India, South Korea, Australia and Japan. He is a fellow of India 
Institue of International Business, Fellow, Nigeria Institute of Data Processing, 
Fellow, Chartered Institute of Administration Nigeria, just to mention a few. 
At Covenant University, Ota, where he first went on Sabbatical in 2004 and 
returned in 2006 to pick up a full Professional Chair. 
 
Otokiti was a Professor of International Business and Head of Department of 
Business Studies; Chairman, Entrepreneurship Taught Courses; Member, 
Centre for Research and Development Committee; Chiarman, College of 
Business and Social Sciences Postgraduate Committee; Member School of 
Postgraduate Committee. in 2010, Professor Otokiti was transferred from 
Covenant University, Ota to Landmark University, Omu Aran as one of the 
very few professors moved to start the new university. At Landmark 
University, Otokiti was the Dean of the College of Business and Social Sciences 
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and the Head of Department of Business Studies. He was the Director of the 
Entrepreneurship Development Studies of the University, Landmark 
University Development Ventures and at the heart of the Agriculture 
Revolution of Landmark University, Omu Aran. Professor Otokiti sits on the 
Editorial Board of the following publications: Financial Standard, a daily 
business and financial newspaper, Lagos Organization Review, Lagos Journal of 
Business, Lagos Business Review, Management Discoveries and Covenant 
University Journal of Business and Social Sciences, Decision Review, 
KWAREVE NEWS, amongst other. He has served as External Examiners to 
Department of Business Administration, University of Lagos, Abubakar Tafawa 
Balewa University, Bauchi  University of Ibadan MBA Prrogramme, University 
of Ilorin, Babcock University, Ilisha Remo, Ajayi Crowther University, Oyo.   
 
Professor Otokiti retired from Landmark University in 2014 and was 
practically begged to join the service of Kwara State University, Malete to assist 
in the actualization of the dream of the School of Business and Governance and 
served as the Head of Department of Business and Entrepreneurship of Kwara 
State University until August 2016. At KWASU, Otokiti was Chairman of 
KWASU Consulting Services and Chairman of Environmental Beautification. 
 
He supervised successfully (18) Ph.Ds and over 100 postgraduate students to 
the glory of God.  
 
He has published in several local and international journals and has to his 
credit over 50 publications some of which include; Manager in International 
Marketing and Export Management, World Resources and Business, Theoretical 
Concepts and Scope of Management, Fundamental of Business Management, 
Project Analysis and Evaluation, International Business, and Managerial 
Economics. 
 
Otokiti is survived by his lovely wife Olubisi and six children.
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The Entrepreneur is a book of readings put together in honour of a 
deserving Professor of Entrepreneurship in Nigeria who blazed the 
trail in entrepreneurship education while he was alive. About one 
hundred contributors who have benefitted from him through direct 
and indirect tutelage and mentorship had thought it wise to put this 
book together. The fifty chapters of the book is broken down into 
four volumes. This first volume is made up of twelve chapters 
contributed by twenty-two authors.  
 
The topics discussed in this volume range from conceptual 
clarifications to distinguishing entrepreneurship from 
intrapreneurship and being entrepreneurial, to the application of 
entrepreneurship resource-based theory on business research, to the 
theories of entrepreneurship, entrepreneurship marketing practices, 
entrepreneurs and information technology, business opportunities 
evaluation, legal aspect of entrepreneurship, practical 
entrepreneurship, marketing functions of entrepreneurship, 
measuring of entrepreneurs’ business performance, and cultural 
entrepreneurship. 
 
The diversity and variability of the topics on entrepreneurship 
makes the book a reference material of a sort. It is indeed an effort 
that is commendable and deserves every form of support that could 
be accorded it. The Department of Business and Entrepreneurship of 
Kwara State University, Malete that championed the idea of the 
book and its production also deserves commendation for a noble 
effort like this, which is a worthy honour to the immediate past 
Head of Department, thus immortalizing him in a most 
unforgettable way. 
 
Dedicating or writing a book in honour of a man like Late 

Professor Sunday Oyewole Otokiti who undisputably has been 

described as brilliant, hardworking, generous, loyal, 

compassionate, creative, visionary, determined, controversial, 

realistic, lively, simple, difficult, focused, considerate, careful, 

resourceful, fearless, strict, down to earth, enterprising, 
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meticulous, strong, tactical, forgiving, humble, caring, principled, 

indulging, blessed, servant, committed, innovative, outspoken, 

artistic, professional, thoughtful, taskful, dutiful, cheerful, 

accommodating, appreciative, selfless, domineering, passionate, 

ubiquitous, productive, practical, decisive, hopeful, helpful, 

articulate, useful, rallying point, reasonable, result-oriented, 

pacesetter, humanistic, capitalistic, autocratic, accessible, 

mentor, friendly, motivational, energetic, and a leader, is worth 

the while for this rare gem. 

There is no better title that befits the book than that which the 

man in honour of whom it is written could best be described, The 

Entrepreneur. I could therefore not do otherwise but support the 

efforts of the authors by encouraging and commending them. The 

materials put together in this book will go a long way to serve as 

useful reference documents to students, researchers, and 

practitioners of entrepreneurship in Nigeria and beyond.  

 
Muritala Awodun, PhD 
Executive Chairman, 
Kwara State Internal Revenue Service 
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TO VOLUME ONE 

 
Learning and teaching entrepreneurship was what Professor Sunday 
Oyewole Otokiti did for almost all his life. He lived 
entrepreneurship, talked entrepreneurship, walked 
entrepreneurship and died entrepreneurship. A man of many skills 
and capacities, he was able to invest in the lives of many people and 
left behind lots of legacies that are worthy of emulation. The book, 
The Entrepreneur is written in honour of this man and is produced 
as a resource material on the Entrepreneur and Entrepreneurship. 
It has been divided into four volumes of fifty chapters in all. 
 
This volume of The Entrepreneur is divided into twelve chapters. 
These are the first set of contributions to the book by twenty two 
authors. The first chapter is title Conceptual Clarifications by Dr O. 
J. K. Ogundele, an Associate Professor of Entrepreneurship and 
Marketing at the Kwara State University, Malete. The second 
chapter on Entrepreneurship, Intrapreneurship and Being 
Entrepreneurial is a contribution from botj Dr O. J. K. Ogundele and 
F. Ijiyah of Federal Polytechnic, Bida. Chapter three is about 
Application of Entrepreneurship Resource-Based Theory on 
Business Research: A Review of Literature by T. Tadema of Kwara 
State Internal Revenue Service and O. Adejana of Covenant 
University, Ota, Ogun State. Dr Issa Abdulraheem of Kwara State 
University contributed chapter four which is on Theories of 
Entrepreneurship.  Entrepreneurship Marketing Practices and Hair 
Salons’ Patronage in Kwara State: A Survey of Selected Hair Salons 
in Ilorin Metropolis was contributed as chapter five by A. O. I. 
Oyebode of Kwara State Polytechnic, Ilorin and A. Mustapha of 
Kwara State University, Malete. Dr N. S. Alaka of Lagos State 
University, Ojo contributed chapter six which he titled 
Entrepreneurs and Information Technology. 
 
Business Opportunities Evaluation and Feasibility Report Writing 
was contributed by Y. I. Mustapha of University of Ilorin, I. I. Aun of 
University of Ilorin and Dr S. O. Akanbi also of University of Ilorin 
which is chapter seven of this book. Dr H. A. Ajonbadi of Kwara 
State University, Malete contributed the Legal Aspect of 
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Entrepreneurship as chapter eight. Chapter nine is the contribution 
of Dr. R. Mustapha and I. Yusuf (both of Kwara State University, 
Malete) and they title it Manual on Practical Entrepreneurship in 
Nigeria. Marketing Functions of Entrepreneurship in Nigeria is 
chapter 10 and was contributed by the trio of Dr T. A Olumoko of 
Lagos State University, Ojo, Dr P. C. Iyegbuniwe of University of 
Lagos, Akoka and C. C. Mbah of University of Technology, Enugu. 
Chapter eleven is on Measuring Entrepreneurs’ Business 
Performance and was contributed by Dr S. A. Bolarinwa, Dr K. A. 
Idowu and Dr M. A. Abata of the Lagos State University, Ojo. The 
last chapter is on Cultural Entrepreneurship as a Dynamic Milieu on 
Workers’ Experiences in the United Kingdom by Dr. H. A Ajonbadi 
of Kwara State University, Malete and F. C. Ajonbadi of Banya 
Family Placement, London, United Kingdom.  
 
 
O. J. K. Ogundele, PhD 
H. A. Ajonbadi, PhD 
O. R. Mustapha, PhD 
I. Abdulraheem, PhD 
Editors 
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Chapter 1 
 

CONCEPTUAL 
CLARIFICATIONS 
 
By O.J.K Ogundele Ph.D 
 
 
 
 
 
 
 
Introduction 
 
No single definition of entrepreneurship/ entrepreneur can be captured. The 
reason for this is that entrepreneurship/ entrepreneur has universal 
parenting. It is the baby of all academic disciplines. I remember when I 
picked entrepreneurship as the topic for my Ph.D research, my last 
supervisor on the Ph.D programme refused to buy into my topic. He stated 
then, that entrepreneurship is not a behavioural variable until when I had 
departmental presentation on my pilot study, and I argued brilliantly that 
entrepreneurship is a behaviourial variable, like leadership, and organisation 
and that entrepreneurship is a variable of all areas of academic disciplines. 
 
My first and last supervisors were the best academic researchers in the field 
of organizational behaviours in the faculty of Business Administration 
University of Lagos in their time. Their match in marketing is Professor O. 
Iyanda.  Late Professor Oni my second supervisor has a brilliant way of using 
statistical tools, he will convert dichotomous responses into point from .1.2- 
to 1 and regress the result.  There are several theories of entrepreneurship as 
there are areas of academic disciplines for example some writers has broken 
down the economic theory into financial theory, interest theory, resource 
based theory of entrepreneur, opportunities theory of entrepreneurs, e.t.c. 
 
The question is often asked who is an entrepreneur? This question looks 
very simple. But answering it may not be that easy, this is because, the 
construct "entrepreneur" means different thing to different people. It has 
many dimensions, based on the particular individual's orientation or 
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background. These dimensions include; the origin of the construct, 
the functions performed by the individual to whom the construct is 
applied. Others are; entrepreneurs characteristics, attitudes, emergence, 
behaviour, performance, motivations, traits and several other 
perspectives. As attempt to explain this construct, some of these 
dimensions will be the focus of this chapter. 
 
Origin of the Concept; 
 
The origin of the concept entrepreneur is crowded in imprecision. 
Hoselitz (1951) finds elements touching on the concept in the writings of 
Physiocrats. However, Cole (1942), Redlich (1949) and Hoselitz (1951) in 
consensus date the earliest beginning of serious focus on the concept to the 
work of Cantillon (1755) who viewed the entrepreneur as the risk taker, 
who buys at a certain price and sells at uncertain price, therefore operating 
at a risk. The concept received advanced treatment in the work of Say 
(1821) who in the early nineteenth century identified the concept as a 
new economic phenomenon. Thus the basis was prepared for the 
formulation of economic theory on entrepreneur and entrepreneurship. 
These earliest contributions were essentially concerned with the 
definition of the concept “entrepreneur" and of his-role in economic 
systems. There was also focus on the process of theory formulation 
rather than questions that are of current interest in present day 
entrepreneurial studies. 
 
The concept "entrepreneur" stems from a French word 
"entrepreneur" meaning to undertake, "go-between" or "projector". In 
France in the early 16thh century the term was used for army leaders. It 
was applied to business organisation in a serious sense in the 18th 
century as noted above, to denote a dealer who buys and sells goods at 
uncertain prices. Cole (1959) notes that the modern term as known today, 
came into use in England only in 1879. When it signified a director or 
manager of a public musical institution or "one who gets up entertainment". 
Mill, (1849) had mentioned it as a French word, which lacked an English 
equivalent. In modern times the world has been employed to 
differentiate an active businessman from a slow-moving one. The 
evolutionary origin of the concept entrepreneur could be summarized as 
shown in the following segments: 
 
Middle Ages 
 
The term entrepreneur was used to describe an actor and person who 
managed large production projects. In such large-scale projects the 
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individual entrepreneur did not take any risks, but merely managed the 
projects, using the resources provided usually by the government of 
the country. In those Ages the typical entrepreneur was the cleric person 
responsible for great architectural works, e.g. castles, public buildings, abbeys 
and cathedrals. 
 
17th Century 
 
The linkage of entrepreneur with risk developed in the 17th century. Then 
an entrepreneur was a person who entered into contractual 
arrangement with government to perform a service or to supply a 
stipulated product. Since the contract price was fixed, any resulting profits 
or losses were the entrepreneur's. Cantillon (1755) developed one of 
the early theories of the entrepreneur and is regarded by some as noted 
earlier on as the founder of the term. He viewed entrepreneur as a risk 
taker, noting that "merchants farmers, craftsmen and other sole 
proprietors" buy at a certain price and sell at an uncertain price 
therefore, undertaking risk. 

 
18th Century 
 
In the 18th century, the individual with capital was differentiated from 
the person who needed capital. That is, the entrepreneur was separated 
from the capital provider (today's venture capitalist). One reason for the 
differentiation was industrialization occurring in Europe and the 
Americas. Entrepreneurs then were developing new technologies in textile, 
electrical and chemical industries, they were unable to finance the 
inventions themselves. They became capital users (entrepreneurs) not 
capital providers (venture capitalists). It should be noted that a venture 
capitalist is a professional money manager who makes risky investment 
from a pool of equity capital to obtain a high rate of return on the investment. 
 
19th Century 
 
In the 19th century entrepreneur was not distinguished from the manager 
and was viewed from the economic perspective. Precisely, the 
entrepreneur organizes and operates an enterprise for personal gain. He 
paid current prices for materials utilized in the business, in terms of the use 
of the land, the services of personnel employed, and for required capital. His 
own contributions were his initiatives, skill, and ingenuity in planning, 
organising and administration of the enterprise. He assumed the chance 
or risk of loss and gain consequent upon unforeseen and uncontrollable 
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events. The net balances of annual transactions by the enterprise after all 
costs are paid for, he retained for himself. 
 
20th Century 
 
Serious theoretical speculations about the entrepreneur, his role, his 
psychological attributes, his personality, the factors that affect his 
performance and many more started with works of (Weber 1904 and 
Schumpeter 1934). Weber (1904) used the protestant ethics to explain the 
emergence and behaviour of entrepreneurs of his time, based on the 
historical conditions under which industrial capitalism of modern Western 
type arose and flourished. Schumpeter (1934) argued that the 
entrepreneur, creative or innovative individual-was a decisive factor in 
the process of economic development. He noted that the profit motive is the 
principal force behind entrepreneurs' actions. Since the end of the Second 
World War, however, there had been extensive researches and enormous 
volume of contributions on the analysis of the concept-"entrepreneur"-from 
several dimensions. A sketch of some of the works is presented in Table I 
below, tagged the evolutionary origins of the concept '"entrepreneur". 
Discussions on entrepreneur have been heightened in the 21st century 
especially, which the focus is on the Millennium Development Goals 
especially in the Less Developed Countries (LDC). 
 
Table 1: Evolutionary Origins of The Concept "Entrepreneur" 
 
Periods  Particularizations 

Early times  Steins from French; means: between, taker, go 
between*,  

Middle Age  Actor and persons in charge of large-scale production 
projects 

17th Century  Person bearing risk of profit (loss) in a fixed price 
contract with government. 

1755  Richard Cantillon - person bearing risk. 

1821  Jean Baptist Say — Separated profits of 
entrepreneur from 
profits of capital-interest. 

1904  Max Weber - Protestant ethics and spirit of 
capitalism 
-behavioural outlook. 

1934  J oseph Schumpetcr - entrepreneur as innovators-
developing untried technology 

1961  David   McClelland — achievement   oriented,  
energetic, moderate risk taker- 

1964  Peter Drucker - entrepreneur maximizes opportunities 

1975  E.O. Akeredolu-Ale entrepreneur seen from socio-
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cultural and political perspectives. 

1975  Albert Shapero - takes initative, accepts risks of 
failure, organises some social and economic 
mechanisms. 

1980  Karl Vester - entrepreneur seen differently by 
economists, psychologists, business persons and 
politicians 

1985  Robert Histrich —  entrepreneur — assuming  
financial, psychological and social risks, in creating 
something different in value and receiving the res 
ulting rewards of monetary and personal satisfaction. 

1995  A. U. Inegbenebor - dynamic structure builders for 
effective performance 

2000  O.J.K. Ogundele - empire builder exploiting 
opportunities 

 
Source: Adapted from Histrich, R. D. and Peters, M. P. (2002) Entrepreneurship, New York: 
McGraw Hill higher Education, and O.J.K. Ogundele (2000) The determinants of 
entrepreneurial emergence, behaviour, and performance in Nigeria, Unpublished Ph.D Thesis, 
Lagos; University of' Lagos,  Akoka. 

 
It could be seen from Table I above that the concept entrepreneur has 
varying origins and usages in different times and places. The function of 
the entrepreneur is to reform or to revolutionalize the patterns of 
production, through exploiting an invention, or untried technological 
method of producing a new product, or producing an old one in new way, 
new outlet for product or new patterns of organisation. Innovation is 
one of the most difficult tasks of the entrepreneur. This is because it 
involves not only the ability to conceptualize and create but in addition, 
the ability to come to grip with all the forces at work in the entrepreneur 
environment. That is, the capacity to market the innovative products, 
services, concept or ideas. It is to be noted that the ability to innovate 
can be noticed throughout history, from the Egyptian's great pyramids out 
of stone blocks to Laser beams. However, the tools have changed with 
advances in science and technology, but the ability to innovate has been 
present in every civilization. 
 
Functions of Entrepreneurs 
 
Many writers on entrepreneurs have used the functions performed by the 
entrepreneur, to explain who the entrepreneur is. Jhingan (2003) notes 
that the functions of an entrepreneur have undergone many changes at the 
hands of economists. Some economists contend that the function of the 
entrepreneur is to undertake risks and uncertainty, to others the 
coordination of productive resources, to Schumpeter, introduction of 
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innovation, further, others focus on provision of capital. Kilby (1971) listed 
13 functions that were performed by Nigerian entrepreneurs. They are 
contained in the segment on management theory of entrepreneur. 
Fadahusi (1992) summarized them into 10 functions. These are:- 

1. Searching for and discovering new information. 
2. Translating new information into new market, techniques and 

goods. 
3. Seeking and discovering economic opportunities. 
4. Evaluating economic opportunities. 
5. Marshalling financial resources necessary for the enterprise. 
6. Making time-binding arrangement, time management. 
7. Taking ultimate responsibility for management. 
8. Providing for being responsible for motivational system within the 

firm. 
9. Providing leadership for the work group. 
10. Taking the ultimate risk of uncertainty. 

 
Others have classified the functions into economic, social and 
technological spheres (Owualah, 1999 and Ogundele, 2012). 
 
Social Functions of Entrepreneur 
 

1. Transforming traditional indigenous industry into a modern 
enterprise. 

2. Stimulating indigenous entrepreneurship, the-entrepreneur has in 
his employment potential rivals. 

3. Jobs or employment creation in the community. 
4. Provision of social welfare service of redistributing wealth and 

income. 
5. Providing leadership for the work group. 
6. Providing for and responsible for the motivational system within 

the firm. 
 
Economic Functions of Entrepreneur 
 

1. Marshalling the financial resources necessary for the enterprise or 
mobilizing saving. 

2. Bearing the ultimate risk of uncertainty. 
3. Providing avenue for the dispersal and diversification of economic 

activities. 
4. Utilization of local raw material and human resources. 
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Technological Functions of Entrepreneur 
 

1. Stimulation of indigenous technology in the production process 
2. Adapting traditional technology to modern system 
3. Adapting imported technology to local environment 
4. Developing technological competence in self and the work group 

Based on the above listed functions the entrepreneur is the kingpin 
of any business enterprise, because without him/her the wheels of 
industry cannot move in the economy. As such the private entrepreneur 
is indispensable ingredient in the economic, social and technological 
development over a long period. 
 
Entrepreneurs Characteristics 
 
Starting from the time of report of the fascinating study of entrepreneurs 
by McClelland (1961) in which he came out with a list of nine 
characteristics of the entrepreneur, several other writers have equally 
illuminated the list of entrepreneur characteristics. McClelland (1961) 
listed the following characteristics of entrepreneur; need for achievement, 
desire for responsibility, preference  for moderate  risks,   perception  of 
probability  of success, stimulation by feedback, energetic activity, future 
orientation, skill in organising and attitude toward money.  
 
Kets De Vries (1985) listed need for control, sense of distrust, desire for 
applause and balancing internal and external lives. Stevenson and 
Gumpert (1985) presented imagination, flexibility and willingness to 
accept risks as characteristics of entrepreneur Gartner (1989) in a review 
of literature reported several lists of characteristics of entrepreneurs. Kao 
(1991) identified the following characteristics of entrepreneur. 

 Total commitment, determination and perseverance, 
 Calculated risk taking and risk seeking, 

 Seeking and using feedback, 
 Taking initiative and personal responsibility, 
 Opportunity and goal oriented, 

 Drive to achieve and growth, 
 Persistent problem solving, 

 Realism and sense of humour, 
 Internal locus of control, 

 
Low need for status and power and integrity and reliability 
Earlier on Hornaday (1982) produced a list of forty two characteristics 
which were often attributed to entrepreneurs, they are contained in Table 
two below: 
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Table 2: characteristics often attributed to entrepreneurs 
 

1. Confidence 
2. Perseverance 
3. Energy, diligence 
4. Resourcefulness 
5. Ability to take calculated risk 
6. Dynamism, leadership 
7. Need to achieve 
8. Optimism 
9. Versatility, knowledge of product market, Machinery, technology 
10. Creativity 
11. Ability to influence others 
12. Ability to get along well with people 
13. Initiative 
14. Flexibility 
15. Intelligence 
16. Orientation to clear goal 
17. Positive response to challenge 
18. Independence 
19. Responsiveness to suggestions and criticism 
20. Time competence, efficiency 
21. Ability to make decisions quickly 
22. Responsibility 
23. Foresight 
24. Accuracy, thoroughness 
25. Cooperativeness 
26. Profit orientation 
27. Ability to learn from mistakes 
28. Sense of power 
29. Pleasant personality 
30. Egotism 
31. Courage 
32. Imagination 
33. Perceptiveness 
34. Tolerance   for ambiguity 
35. Aggressiveness 
36. Capacity for enjoyment 
37. Efficacy-effectiveness 
38. Ability to trust workers 
39. Sensitivity to others 
40. Honesty, integrity 
41. Commitment 
42. Maturity, balancee 

 
Source: Adapted from Kuratko D.Fand Hodgets R.M (2001.98).Min (1999) produced a list of ten 
top characteristics of entrepreneurs. 
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Table 3: The top ten Characteristics of today Entrepreneurs 
 

1. Recognize and take advantage of opportunity 
2. Resourceful 
3. Creative 
4. Visionary 
5. Independent thinker 
6. Hard worker 
7. Optimistic 
8. Innovator 
9. Risk taker 
10. Leader 
 
Source: Min, S.J. (1999) made not born, entrepreneur of the year magazine, vol80,Fall. 

 
 

The characteristics of entrepreneur as seen from the works of the writers 
cited above were examined from two dimensions. These are from the 
negative side as shown in the work of Kets De Vries (1985) and from the 
positive perspective as reflected in the works of the other writers. Several 
skills have been described as characteristics of entrepreneur. These 
include: organising, planning, innovation, inner control, goal setting, risk 
taking, decision making, Communication, delegation, interpersonal 
relations, reality perception, self-confidence and independence. The self-
confidence and independence result in additional characteristics, which is 
lack of fear of failure to a very high extent. It should be noted that the 
list of entrepreneur characteristics' given above are by no means 
exhaustive, but they provide significant information on one of the 
dimensions of entrepreneur. We shall now examine some of the cited 
characteristics of entrepreneurs from either the bright or positive and the 
dark or negative sides. 
 
Bright Characteristics 
 
The need for achievement: One major psychological drive among others 
that motivate entrepreneur is high need for achievement. This is generally 
identified as N.Ach. This need is the drive or a want within the person, 
which motivates behaviour towards accomplishment. Singh (1986) notes 
that accomplishment defined from the entrepreneur perspective, is the 
fulfillment of goal embodying a reasonable challenge to the individual's 
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competence. A task perceived as easy carries no challenge and is 
consequently not motivating. 
 
Desire for responsibility: Entrepreneur desires personal responsibility 
for achievement. He/she prefers to use his/her own resources in his/her 
own way, while working toward goal accomplishment, and he/she wants 
to be accountable personally for results achieved. He/she will also 
perform well in a group environment, so long as he she can personally 
influence the results of group performance in some specific way. 
 
Preference for moderate risks: Sing (1986) notes that entrepreneurs 
are not gamblers, they prefer to set goals that require a high level of 
performance, a level that they believe will demand exertion, but they are 
confident they can meet. 
 
Perception of probability of success: Entrepreneurs personality is 
often described in term of high quality of confidence in ability to achieve 
success. He/she obtains information, studies the facts that can be 
gathered and forms judgments on them. In the absence of relevant facts 
he/she falls back on his/her high level of self-confidence and goes ahead 
with the task. 
 
Stimulation by feedback: Whether good or-bad, entrepreneur 
wants to know how he/she is doing, he/she needs feedback. He/she is 
stimulated to higher levels of performance by knowing how effective his/her 
efforts are as the work progresses. 
 
Energetic activity: The entrepreneur exhibits a much higher level of 
energy than the average person. This results in being active and mobile 
and engaging most of the time, in getting work done in new ways. 
He/she is very sensitive to the passage of time. This consciousness 
stimulates him/her to energetic involvement in his/her work. 
 
Future orientation: The entrepreneur is optimistically oriented toward 
the future, he/she therefore, plans and thinks ahead. He/she searches for 
and anticipates possibilities that lie beyond the present. 
 
Skill in Organising: Entrepreneur normal character shows unusual 
skill in organising both work and people for goals achievement. He/ 
She is highly objective in choosing individuals for specific tasks. He/She 
chooses the expert over a friend for the sake of getting the job done 
efficiently. 
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Attitude Toward Money: Singh (1986) notes that for entrepreneurs, 
financial gain is second in importance to achievement. They value money 
but not for itself. They value it rather as a concrete symbol of a 
challenging objective accomplished, a testimony of their competence. 
 
Commitment, Determination and Perseverance: These are 
closely related to the entrepreneurs characteristic of the need for 
achievement. Kuratko and Hodgetts (2001) note that above any other 
factor, total dedication to success as an entrepreneur can overcome 
obstacles and setbacks. Sheer determination and firm commitment to 
succeed do win against odds that many people would regard 
insurmountable. 
 
Opportunity Orientation: Stevenson and Gumpert (1985) note that 
a distinguishing characteristic of entrepreneurs vis a vis the administrator 
is the focus on opportunity rather than on resources, structure or strategy. 
The entrepreneur starts with opportunity and allows his/her 
understanding of it to guide other relevant issues. He/she sets high but 
attainable goals, which enables him/her to focus on his/her energies, and 
selectively sorts out good opportunities. 
 
Persistent Problem Solving: Kuratko and Hodgetts (2001) state that 
entrepreneurs are not intimidated by situations. Based on their self-
confidence and optimism they hold the view that the impossible takes a 
little longer. They have negative attitudes toward simple task and unsolvable 
problems. Simple problems bore them and unsolvable ones do not warrant 
their time. Entrepreneurs are highly persistent and realistic about their 
capabilities and do seek help in solving difficult but unavoidable tasks. 
 
Internal Locus of Control: Entrepreneur believes in self. Fate, luck or 
other forces do not govern the success or failure of venture. The successful 
entrepreneur believes that his/her achievements and setbacks are within 
his/her own control and influence and can personally affect the outcomes 
of his/her actions. This characteristic is in line with need for achievement, 
self-confident and desire to take personal responsibility. 
 
Tolerance For Ambiguity: Uncertainty, compounded by constant   
changes, accompanied by ambiguity and stress are usual experiences 
of start-up entrepreneur. He/she is used to setbacks, surprises, lack of 
organisation structure and order in running the enterprise. Successful 
entrepreneur live with such fluidity and ere excited by such 
ambiguous existence. He/she is not worried by job security and retirement 
benefits. 
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Integrity and Reliability: This is an important and valued attribute of 
the entrepreneur. Integrity and reliability do help to build and sustain 
trust and confidence. Kuratko and Hodgetts (2001) refer to integrity and 
reliability as the glue and fiber that bind successful personal and business 
relationships and make them endure. These two characteristics are crucial 
to the success of small-business entrepreneur. 
 
Vision: Entrepreneur has a vision or concept of what his/her firm can 
be, he/she knows where he/she wants to go. However not all entrepreneurs 
have ready-made vision for their enterprise. The vision in many cases 
develops overtime, in interaction, as the entrepreneur starts to realize what 
the organisation is and what it can become. 
 
Creativity and Innovativeness: These are two concepts that are 
characteristics of entrepreneurs it was popularized in entrepreneurial 
literature by (Schumpeter, 1934). It is increasingly being discussed that 
creativity and innovativeness can be learned. Therefore, they are not 
regarded as exclusively inherited traits. Creativity is the capacity to bring 
new ideas, concepts, products, services etc into existence. Innovations 
refer to the capacity of converting the new ideas, concept, products or 
services into market place reality. New firms do have collective creativity 
that results from the joint efforts of the founders and personnel thereby 
producing unique goods and services. 
 
Self Confidence and Optimism: This characteristic is brought into 
play in periods of major crises or obstacles. During these periods, the 
entrepreneur maintains his/her confidence and lets those around him/her 
know. This encourages the other members of the organisation to sustain 
their optimism, thus producing the necessary level of self- confidence for 
efficient group work. 
 
Team Building: Successful entrepreneurs do build a strong 
entrepreneurial team. They have qualified, well-motivated teams that take 
care of the firm's growth and development. If the entrepreneur develops a 
clear vision for the firm the personnel are in better position to handle the 
day - to -day challenges of implementation. 
 
Independence: The entrepreneur's desire for independence often forces 
him/her out of well-established bureaucratic system. He/ She branches 
out as an independent individual trying to achieve set goals in his/ her own 
way. The entrepreneur while not making all the decisions wants the 
authority to make the important ones. 
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The Dark Characteristics 
 
The dark side of entrepreneur exists which are outside of the above-
discussed ones, focusing on successes and achievements. Kets de vries 
(1985) discussed the existence of negative factors that may affect 
entrepreneur and dominate their behaviour. This dimension of 
entrepreneur has destructive source existing in the energetic force of 
successful entrepreneur. In general, Kets de Vries (1985) classified the dark 
side into four types, need for control, sense of distrust, desire for 
applause and balancing the internal and external lives of the 
entrepreneur. Kuratko and Hodgetts (2001) reclassified them into three 
broad categories; entrepreneur's confrontation with risk, entrepreneur's 
stress, and the entrepreneur's ego. Let us examine the dark characteristics. 
 
A. Entrepreneur's Confrontation with Risk 

 
The entrepreneur's actions of starting or buying a new business involve risk. 
Increases in risks have corresponding increases in rewards. Consequently 
entrepreneur tends to evaluate risk thoroughly and carefully. O'Neal 
(1993) notes that people who innovate and starts new businesses are 
willing to accept risk for what they believe in. He notes that they have the 
ability to cope with a career surrounded in ambiguity, consistent lack of 
clarity. They have the urge to put their imprint on their innovation.  
 
Although unbridled ego can be destructive, entrepreneur's ego is wrapped 
up in the enterprise. All of these tend to compound the risks faced by the 
entrepreneur. Baty (1974) identified three types of risks facing the 
entrepreneur; these are financial risk, career risks and personal. Liles 
(1974) also listed four types of risk faced by entrepreneur these are 
financial risk, career, risk family/social risk and psychic risk. Let us explain 
each of the listed risks. 
 
(a) Financial Risk: This involves the entrepreneurs' personal savings, his 
properties, equity and other resources. It may even involve some 
temporary reduction in salary and standard of living. People who are 
unwilling to consider reduction in their standard of living or in the 
financial security to start a new organisation are not entrepreneurs at 
heart. The entrepreneur may be required to personally sign a firm's 
obligation which far exceeds his personal net worth, consequently 
exposing the entrepreneur to personal bankruptcy. 
 
(b) Career Risk: This is the risk that having stepped outside your 
profession for a few years, re-entry may be difficult. This is a major concern 
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for managers who have a secure job in organisation, with high salary and 
good benefit package. Certain profession such as law are structured to 
permit an interception in ones career for a few years without excessive 
penalty. This risk may even be more significant than the financial risk 
encountered in a new enterprise.  
 
(c) Personal /Family and Social Risk: The level of personal risk is the most 
difficult to analyze. This is because it involves the entrepreneur's family 
members, social friends, and other human beings, whose reactions may be 
difficult to predict than the entrepreneurs'. This involves the commitment 
of almost all the entrepreneurs' time and energies in starting a new firm. 
The set of risks include marriage survival due to long absence of 
entrepreneur from home and heart. Weekend outing vanish from 
calendar. Social visits go unrepeated and unaccepted, reduced family cash 
flow. These factors put strains upon any family and social group 
members. They can create permanent emotional scars. Old associates 
may disappear due to unpaid visits or missed get together. 
 
(d) Psychic Risk: This relates to the well-being of the entrepreneur. The 
risks listed above have some ways out, e.g. spouse, children, and friends 
can adapt, new house built, and money replaced. Kuratko and Hodgetts 
(2001) note that some entrepreneurs who suffered financial 
catastrophes have been unable to bounce back, immediately. The 
psychological effect has been too far reaching for them to withstand. 
 
B.  Entrepreneur and Stress 
 
The achievement of entrepreneurs' goals for independence, wealth, 
work satisfaction, responsibility etc are not without a price, (Akande, 
1996). They result in some problems for the entrepreneur. Akande (1996) 
note that majority of entrepreneurs studied had problems of backaches, 
indigestion, insomnia or headaches. To achieve their goals entrepreneurs 
were prepared to live with these effects of stress. Stress in general is great 
worry caused by difficult situation or something that causes this situation 
(Ogundele, 2012). 
 
Entrepreneur's Stress: Stress is a function of differences between an 
individuals expectations and capacity to meet demands and also 
differences between the individual's expectations and personality. The 
inability to meet role demands causes the on set of stress. Entrepreneurs' 
work demands and expectations far exceed their abilities to perform as 
organisation creators; therefore, they are prone to experience stress. The 
entrepreneurs' roles or functions noted earlier on and the operating 



 
 
 

The Entrepreneur | 15 

 

 
 

environment can lead to stress. The creation of a new organisation by 
entrepreneur involve several risks namely; financial, career, family, social 
and psychic. Added to these are communicating and interacting with 
several external constituencies, ranging from customers, suppliers, 
government agencies, regulators, professional associations, consultant etc. 
There are also his/her relations with members of internal team. All these 
are stressful. In addition, start-up entrepreneurs may not have the 
necessary resources for full complement of staff. They, as such, act as 
sales persons, spokesman, negotiators, recruiter and chief executives for 
their organisations. These result in substantial commitment of time and 
energy at the expense of family and social relations. They, working with a 
few members of staff or alone, lack the support of colleagues available to 
managers in large organisations. All these again result in stress for the 
entrepreneur. Outside these roles and environment, stress for the 
entrepreneur can be the result of personality characteristic. Stewart 
(1998) tress for the entrepreneur can be the result of personality 
characteristic. Stewart (1998) notes a personality characteristic that 
induces stress, which is the "Type A" persons. They feel a chronic sense of 
time urgency, are high in achievement oriented, exhibit competitive drive and 
are impatient where their work slowdown. The "Type B" persons are easy 
going who do not sense the time urgency and who do not experience 
competitive drive. The chief characteristics of Type A behaviours, 
Stewart (1998) are; insecurity about status, hyper aggressiveness, free-
floating hostility, sense of time urgency hurry sickness and drive to 
selfdestruction. 
 
These characteristics in combination with the fact that Type A individual is 
also competitive in nature accounts for the fact that the Type A person 
is likely to impose a lot of self-destruction. Type A has clearly 
identifiable response to stress (Ogundele 2005). Type A descriptions and 
characteristics represent the typical entrepreneur. Therefore, for better 
understanding of stress, the entrepreneur must be aware of his/her 
particular personality in addition to his/her roles and the environment 
relevant to his/her business operations. 
 
Sources of Stress 
 
Boyd and Gumpert (1983) provide four sources of stress to the 
entrepreneurs (1) loneliness (2) immersion in business (3) people 
problems and (4) the need to achieve 
 
Loneliness: This does not mean that the entrepreneurs do not have 
people around them. But they are isolated from their confidence. They 
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often do not take part in social activities that do not have business 
benefits. They are also removed due to long hours of work from various 
supports from family members and friends. 
 
Immersion in business: Entrepreneurs are often married to their 
business. They don't take part in leisure activities that will take much of 
their time. Their long hours of work leave little time for recreational 
activities, civic organisation and formal further education. 
 
Peoples problems: The entrepreneur interact with and depend on several 
individuals and groups, his/her interaction with co-owners, employees, 
customers, government agencies etc. often result in frustration leading to 
stress, and disappointment leading to conflict. When conflicts are 
unresolved partnership may break-up. 
 
Need to Achieve: Kuratko and Hodgelts (2001) note that most of 
the time the entrepreneur would be trying to accomplish too much. 
Many entrepreneurs are never satisfied with their performance 
regardless of how well it is done. They have problem in moderating their 
need for achievement. It appears they believe that by stopping or slowing 
down some competitor would take advantage and the empire they have 
built could fall apart. This also results in stress for the entrepreneurs. 
 
Techniques for managing stress: Several stress management strategies 
are available. Cooper and Cartwright (2002) note that two useful 
techniques that can be used to minimize stress at work place are 
delegation and time management. Stewart (1998) discusses the following 
actions against stress; recognizing that one can be a victim of stress, 
analyzing probable causes, evaluating the possibility of leaving the 
present position, controlling the pace, setting one’s own objectives and 
life goals, medical aids and asking for help. Some of the classical 
stress reduction techniques, in broad sense include; meditation, bio 
feedback, regular exercises and muscle relaxation (Ogundele, 2012). 
 
After classifying the causes of entrepreneurs' stress, Boyd and Gumpert 
(1983) note that entrepreneurs can reduce excessive stress. 
Entrepreneurs cannot eliminate challenging circumstances that result in 
stress, what is important is how they deal with them and how much stress 
they are willing to allow or endure. They can reduce excessive stress by: 
 
(1) Recognizing its existence  
(2) Developing coping mechanisms and 
(3) Finding out unrecognized personal needs. 
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Kuratko and Hodgetts (2001) present five ways by which entrepreneurs can 
cope with stress: 

 Networking: This involves sharing experience with other 
business owners, to relieve individual loneliness. 

 Getting Away from it ALL: This involves going on vacation or 
short breaks. This will produce a measure of self-renewal. 

 Communicating with Employees: Ogundele (2000) reports that 
entrepreneurs are in constant contact with their employees on 
face-to-face basis, This allows for freer interactions and 
appreciation of needs of the boss and the staff, with positive effect 
on productivity. 

 Finding   Satisfaction   outside   the   Company:   This 
demands that the entrepreneur shifts his focus occasionally 
outside of his business to gain needed perspective about life e.g. 
community development project or orphanage support. 

 Delegating: It should be noted that delegation has been found to 
be difficult for entrepreneurs, simply because they believe they 
have to be at work place all the time and take personal control of 
every aspects of the tasks. But to reduce stress appropriate 
delegation must be given to subordinates. 

 
C. The Entrepreneur Ego 
 
The last of the dark side of the entrepreneur is the inflated ego, coming 
after the risks and the stress, and they combine to make complete picture of 
the negative side of entrepreneur. Kets de Vries (1985) note that some 
characteristics of entrepreneurs that lead to success can be carried to the 
extreme and thus result in destructive implications for the entrepreneurs. 
They are:- 
 
Need For Control: Excessive need to control both the enterprise and its 
destiny by the entrepreneur can produce negative effect for an 
enterprise. This is because entrepreneur can look at external control by 
others, when networking is entrepreneurial stream, as threat of 
subjugation or infringement on his/her freedom. This characteristic, which 
entrepreneur require for success in venture creation contains in it a germ of 
self-destruction.  
 
Sense of Distrust: Entrepreneurs tend to build the organisation on foresight, 
by scanning the environment and anticipating and acting on unfolding 
events that others may not see. This tendency to distrust can lead to the 
direction of energies on minor issues, thus loosing sight of reality. The 
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result is distorting common sense and logic, thereby taking destructive 
actions. Distrust has both positive and negative effects. 
 
Desire for Success: The entrepreneurs' ego is involved in the desire for 
success. As a result the entrepreneur puts all his energy and creativity 
behind his/her enterprise to achieve success. After achieving some 
measure of material success he / she build up mansions or monuments to 
demonstrate the success. Then there is the danger that the individual 
becomes more important than the business. This represents the destructive 
side of the desire to succeed, when funds are wasted on elephant projects. 
Ket de Vries (1985) calls it desire for applause. 
 
Unrealistic Optimism: Entrepreneurs maintain a high enthusiasm level 
that becomes an external optimism that allows others to believe in them 
during rough period (Kuratko and Hodgetts, 2001). When taken to the 
extreme this optimistic behaviour can lead to a self-destructive state, 
whereby the entrepreneur disregards facts, reports and trends.  
 
Consequently deluding himself/herself to thinking that all is well. This 
behaviour can lead to lack of coping capacity with the reality of business 
situation. Ket de Vries (1985) terms it the defenses we use. It is important 
that all entrepreneuers and potential entrepreneurs know that both the 
bright and dark sides of entrepreneur exist, and be prepared to manage 
them for effective performance. 
 
Entrepreneurs Attitudes 
 
Much has been written and said about entrepreneurs' attitudes. It will be 
necessary to briefly examine the concept, attitudes, and its relevance to the 
entrepreneurs. Robeach (1972) defines attitudes as relatively enduring 
organisation of beliefs around an object or situations, predisposing one to 
respond in some preferential manner. Onion (1978) views attitudes as 
settled behaviour or manner of activity, as representative of feeling and 
opinion. Sekaran (1989) considers attitudes as an individuals feeling about 
or inclination towards other persons, objects, events or activities. Hall 
and Lindzey (1989) define an attitude as the manifest dynamic variable, 
the observed expression of underlying dynamic structure, from which ergs 
and sentiments and their interrelationships must be inferred. Ogundele 
(2012) notes that attitude could be regarded as a predisposition to 
respond in certain way to a person, object, situation, event or idea. 
 
Ekpo-Ufot (1988) notes that entrepreneurs' attitudes determine their 
receptiveness to need for a change in behaviour and entrepreneurial 
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innovativeness. Also Meredith, Nelson and Neck (1991) note that 
entrepreneurs have career attitudes, which apply to a wide range of 
situation. They observed that while most people let condition control 
their attitudes, entrepreneurs use their attitudes to control conditions. 
 
Nature of Attitudes: Robeach (1972) notes that each belief within 
attitudes has three components: - cognitive, affective and behavioural 
 
The Cognitive Components: Relates to a person's knowledge held with 
different degrees of certitude as it relates to what is good or bad, true or false 
etc. 
 
The Affective Component: This means that under necessary conditions 
ones knowledge or belief is capable of eliciting effect of varying intensity 
build around, the object of belief itself, when its validity is put to test. 
 
The Behavioural Component: When the belief is suitably activated, 
because it has to do with respond predisposition of varying degrees, it must 
lead to some action- behaviour. The type of action it leads to will be dictated 
by the content of the belief. Attitude exists in relation to specific object or 
situation. The attitude object may be concrete or abstract (e.g. person or 
issue) and the specific situation may be, activity, around, which a person 
organizes a set of interrelated beliefs about how to behave. 
 
Formation of Attitude 
 
Several conditions affect the formation of attitude Smith (1972) lists four 
conditions for attitudes formation. They include: 

(1) Integration of numerous specific responses within an organized 
structure. 

(2) The differentiation of more specific actions, patterns, and conceptual 
systems from primordial non- specific attitudes of approach and 
withdrawals. 

(3) Trauma, involving a compulsive organisation of mental field 
following a single intense emotional experience. 

(4) The adoption of attitudes by imitation of parents, teachers and peers. 
 
Smith (1972) provides a list of six different ways of acquiring 
information upon which disposition are based. These are: 
(i) Blind trial- and- error, (ii) General perception, (iii) Perception of others 
(iv) Perception of the outcomes of others 
(v) Verbal instruction relevant to behaviour and (vi) Verbal instruction 
about the object's characteristics. 
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Functions of Attitude 
 
Whenever there is the need to examine the issue of whether or not 
attitudes possess drive-producing properties or whether motives come from 
sources other than attitudes it may be necessary to have our focus on the 
functions of attitudes. This is so because many of the entrepreneurs 
actions that have their roots in attitudes are often attributed to motivation. 
We need to understand the function of attitudes for us to place them in 
proper perspective for their influence on entrepreneur behaviour. Four 
functions of attitudes listed by Robeach (1972) include: 

1. Instrumental, Adjustive or Utilitarian Function: This involves 
such values assecurity, achievement, competence, success and 
loyalty to in- group. 

2. Ego- Defensive Function: This is reflected in the excessive 
glorification of such phenomenologically perceived positive values 
as neatness or cleanliness, thrift, honour and chauvinism. It may 
also be reflected in excessive condemnation of such negative values 
as lust, waste, intemperance, subversion, extravagance and racial 
segregation. 

3. Value   Expressive   Function:   This   is   displayed   in self-   
expression,   self-development and self- realization. 

4. The Knowledge Function: This is based upon the individual's 
need to give adequate structure to his various universes. The 
knowledge functions, also refers to a person's central values 
concerning truth, understanding and the search for meaning. 
The knowledge function also serves self- expression, self- 
development and self- actualization. Based on the function of 
attitudes outlined above, it could be seen that many of the 
entrepreneurs characteristic discussed above have their roots in the 
individual's attitudes. Ogundele (2012) notes the pervasive nature 
of attitude as foundations for individual and organisation 
behaviour. Let us examine two types of entrepreneurs' attitudes as 
provided by Meredith, Nelson and Neck, (1991) as useful examples 
of the relevance of attitudes in any discussion about entrepreneur. 

 
Career Attitudes: Being entrepreneurial is a life- style requiring 
strategy for being an entrepreneur, being entrepreneurial therefore, is 
more than a job or a career. Meredith, Nelson and Neck (1991) note that 
entrepreneurs have certain abilities, which apply to wide range of 
careers. They listed a number of factors that could help people to 
develop entrepreneurial attitudes towards their career. These include: 

 Setting out on the career by following the pattern of a successful 
person in the same occupation 
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 Knowing much about one's chosen career as much as possible 
 Accepting change and using change as motivator 

 Being action oriented. 
 Sound understanding of ones personal strengths and weakness. 

 Accepting responsibility for seeing that the action will be 
successful. 

 Following a routine in one's daily activities, which will allow for 
more time to be entrepreneurial. 

 Combining the unique qualities of the individuals working for you 
to obtain maximum benefits. 

 Exhibiting confidence in self and employees. 

 Putting up good personal appearance because appearance affects 
self-image. 

 Living in the present not wasting time to relive the past 
 Making-decisions and acting on them are essential qualities for 

successful entrepreneurs. 
 
Meredith, Nelson and Neck (1991) note that the biggest asset to sustaining 
entrepreneurial ability is positive attitude. In addition determination, 
experience, persistence and just plain hard work are essential to being 
successful entrepreneur. 
 
Mental Attitude 
 
Entrepreneurs have a sound mental outlook on life. Meredith, Nelson and 
Neck (1991) note that the entrepreneurs are mature individuals who 
have developed a way of viewing all experience in a healthy manner. The 
following issues do help entrepreneurs to develop good mental attitudes. 

 Entrepreneurs exhibit positive mental attitude towards their work. 

 Setting aside a certain time each day for reflective thinking 
produces thoughtful activities 

 Using imagination to expand ones thoughts and thinking "big". 
 Maintaining a healthy mental attitude by having a sense of humour. 
 Being highly mentally organized and focusing on a variety of 

problems. 
 
The right mental attitude towards work is extremely important. 
Successful entrepreneurs enjoy their work and are totally dedicated to 
what they are doing. Their positive mental altitudes turn their jobs into 
exciting, interesting and rewarding work (Merediths, Nelson and Neck, 
1991). An important feature of being entrepreneurial (behaving as an 
entrepreneur) is that the individual provides something of value to others. 
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If you work to help others to raise their standard of living and to improve 
their lives, you are servicing societal needs. In one sense this is the 
meaning of being an entrepreneur. 
 
Importance of Attitudes 
 
It is noted above that attitude have pervasive impacts on people's 
behaviour. Meredith, Nelson and Neck (1991) state that most people let 
conditions control their attitudes whereas, entrepreneurs use their 
altitude to control condition. This goes along with Baty (1974, 5) reference 
to a popular quote from G.Bernad Shawa: “the reasonable man adapts 
himself to the world the unreasonable man attempts to adapt the world 
to himself. Therefore all progress depends on the unreasonable man" 
Entrepreneurs have positive mental attitudes which help them to focus 
on desired activities and events and on the results they hope to achieve. 
For entrepreneurs negative experiences contain something positive. They 
develop positive mental attitudes towards all events and look for benefits 
from every experience. Baty (1974) note that entrepreneur from this 
perspective have the " I come to win" attitude and not just the attitude of 
playing the game " Winning" as he explained means success in bringing a 
firm to a position where a substantial infusion of capital is equired, yet most 
of the challenging decisions are beyond this point. 
 
Positive mental attitude are developed by the entrepreneur from 
experience over a long period based on the following factors:- 
Concentrating essentially on being involved in positive activities, 
selecting positive objectives; associating with people who think and act 
entrepreneurially, minimizing or avoiding negative thoughts or ideas, 
controlling ones mind and using it positively, Constant alertness for 
opportunities to improve ones situation, not being afraid of giving up ideas 
that have failed to produce the right results; changing the environment 
that is not appropriate for ones needs or moving to a different 
environment; believing in oneself and ones talents and relieving mental 
stress by taking action. 
 
Mereduth, Nelson and Neck (1991) note that the key attitude of successful 
entrepreneurs is the ability to make good decisions while under stress. 
Managing during continuing stress situations calls for good mental 
attitudes and physical condition. They note that the mental attitudes of 
the entrepreneurs could be understood by observing what they say and 
do. Positive mental attitudes will contribute immensely to successful 
accomplishment. Entrepreneurs  actions  are  reflects  of  what  they  
think  about  themselves  and  their environment. They observe further 
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that most people have a desire to change their life situation. However, 
few people take action to do so. Only a small percentage of people are 
prepared to take risk that changes their lives for better. They are 
entrepreneurs because they cash on opportunities to improve their lives. 
The real entrepreneur is the person who is constantly changing, 
developing and growing. Having positive attitudes and positive self-concept 
is essential for all entrepreneurs. 
 
Entrepreneurs Motivation 
 
Ogundele (2012) notes that motivation can be defined as an action, 
which an individual takes in order to correct a particular imbalance. It 
should be pointed out that motivation-providing with a motive or the 
urge, a motive to act in a desired manner, has no meaning outside the 
needs of the individual. Efforts to provide motives not related to needs 
would produce zero result. The sequence is like this: 
 
First, the individual has a motive or need. This could create either 
Physiological or Psychological imbalance. Second, is the kind of action, 
which the individual takes to correct the imbalance. Third, is the goal which 
the individual achieves to reach a balance. All these sequences are relevant 
to our discussion on entrepreneur motivation. 
 
Herron and Sapienza, (1992) state that because motivation plays an 
important role in organisations birth, or new ventures, theories of 
organisation creation that fails to address this notion are incomplete.  
 
Therefore, by examining why people start business and their differences 
from those who do not, can help in explaining how the entrepreneurs 
display during venture start- up can be linked with sustaining 
behaviour displayed later on. Swayne and Tucker (1973) state that 
the primary motivation for entrepreneurial activities has been called ego 
drive, need to achieve and esteem need. They all revolve round the central 
theme of an inner drive to accomplish a-difficult task well. That 
entrepreneurs are motivated by an intense desire in this direction. It is 
interesting to note that many feel that the major motivation is money. 
Swayne and Tucker (1973), however, found that money is merely a 
measure of accomplishment not the primary motivator. Common 
definitions of this motivating force include desire to do-good job and 
the search for community recognition. 
 
Achievement motivation or need for achievement has been described as an 
entrepreneurs' characteristic. Heller (2002) notes that "entrepreneurs have 
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no frontier other than their own ambition" Equally, Shefsky (1994) states 
that entrepreneurs and would be- entrepreneurs live in a sea of dreams. 
Their destinations are places to build, create and transform their dreams 
into reality. That being an entrepreneur means envisioning your island 
and getting the boat and rowing to your island. Successful entrepreneurs 
paddle furiously and get where they are going, by marshalling the 
resources- internal and external needed to transform their dreams to 
reality. Entrepreneurs' dreams are their motivations, which are about 
business creations and growth. 
 
Mc  Clelland (1961)  studied  patterns  of  achievement  motivation (need  
for achievement) he termed it. The study was conducted among the 
successful American middle class entrepreneurs to determine the 
factors that influenced their success. Most importantly, he related the 
levels of aspiration directly to achievement motivation and concluded 
that such motivation is learned. He stated that business leaders tend to 
score highly on achievement test. Since achievement motivation is learned, 
he stated that it might to possible to teach under achieving people to raise 
their motivation. Experience from India and other South-East Asia 
countries have confirmed his claim. 
 
Achievement ordinarily means an accomplishment or attainment of 
a goal. Entrepreneur behaviour is invariably targeted at certain ends 
or goals. Achievement motivation could be directed at variety of goals, the 
behaviour adopted will involve activity; directed at the attainment of some 
standard of excellence. This may include competition with others. On the 
other hand, the entrepreneur may be primarily, concerned with setting for 
himself a high level of performance or level of aspiration and to reach this 
through his own efforts, by overcoming any obstacles to his success. 
Ambition as stated above is frequently involved. 
 
Murray (1938) defines achievement motivation as the need to 
accomplish something difficult, to master, manipulate or organize 
physical objects, human beings or ideas. This is carried out rapidly and 
as independently as possible with the objective of overcoming obstacles 
and attain high standards and to try to excel on oneself and to rival and 
surpass others. This is to increase self- esteem or regard, by the successful 
exercise of entrepreneurs' talents (Ogundele, 2012). 
 
Levine (1969) defines it as disposition, that is, a potential to complete with 
a standard of excellence and this disposition, where it is strong, involves 
both a persistent desire for such competition and emotional concern with 
it. 
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Ibeh (1985)  defines  need  for  achievement  n-  Ach,  as  learned  
personality characteristic, which is, demonstrated when a person shows 
competition with a standard of excellence and is concerned with 
winning or doing as well as or better than others. Achievement 
motivation is a personal motive to take up something challenging with a 
high probability of success in reference to some personal standard of 
excellence. The standard is based more or less directly on the attainment 
and achievements of others or upon general social standards, which 
influence entrepreneurs' motivation. Several writers have reported other 
motives of the entrepreneurs apart from achievement motivation. We now 
focus on a few them. Osagbemi (1983) reported that financial rewards 
were the primary motive of going to business by the entrepreneurs of his 
study. Others were independence and security in self- employment, failure 
in education career, influence of parents and friends and lack of 
employment. 
 
Gilad and Levine (1986) consider the behavioural dimension of 
entrepreneurs' motivation, with  specific  focus  on  the  environment  
with  its  capacity  to  stimulates  or  inhabit entrepreneurs' response to 
opportunities. The environmental factors which might have positive or 
negative impacts are: potentially profitable opportunities, the 
influence of parents and other mentors who are role models, 
dissatisfaction with present job, loss of job or career set- back, others are: 
business failures, money supply- its increase will lead to an ease of credit, 
thus sparking business activities, interest rates, delinquency rate on 
personal loans and stock market tempo. 
 
Hisnch and Brush (1986) listed career security, power and status/ prestige, 
opportunity, job satisfaction, independence, money, economic necessity, 
and achievement as entrepreneurs' motivational factors. Stevenson 
(1986) notes that motives for new ventures creation include; financial 
independence, pursuit of personal authority, lack of suitable alternatives, 
and displacement from ones job. 
 
Brockhaus (1986)  highlights  the  following  motives  for  starting  a  
new business; unemployment/ underemployment, identifying 
unexplored opportunity, perception of greater financial returns, desire 
for independence, job dissatisfaction, need for concrete feedback and 
need for self- fulfillment and accomplishment. Owualah (1990) reports 
that, independence or self- employment was the most dominant motive 
that was discovered in his study. Others motives were desire to practicalize 
a "pet" idea, financial attraction building up a business for the future, desire 
to make money, job security and loss of job. Ogundele (2000) notes that the 
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most emphasized motives by the entrepreneurs in his study were, need for 
steady source of income, dissatisfaction with fluctuations on returns to 
agriculture, need for independence the unpleasant environment 
under the Structural Adjustment Programme (SAP), financial and 
training supports provided by government agency, blocked opportunities, 
individual experience, personal exposure, economic activities in the 
immediate environment, and acts of indiscipline. 
 
It could be seen from the above discussion that both personal level and 
environment factors serve as motivators for entrepreneurs' ventures 
creation activities. Again the characteristics of the entrepreneurs and their 
behavior come into play. Attitude serves as foundation for the display of 
entrepreneurs' action. Let us shift our focus to entrepreneur behaviour 
which is another dimension from which one can view the entrepreneur. 
 
Entrepreneur Behaviour 
 
Behaviour, ordinarily consists of activities, interactions, sentiments and 
performance of individuals and groups (Bello, 1988). Entrepreneur 
behaviour therefore refers to the activities, actions, interactions, 
sentiment and the performance of entrepreneurs, based on a set of 
characteristics, attitudes, motivation and the functions performed in 
relation to relevant environmental issues of constraining and facilitating 
dimensions. 
 
Singh (1986) notes that Entrepreneurial Behaviour (EB) is a function of an 
individual’s personality characteristics and environmental factors. This was 
represented as EB= F (P, E)  
 
where 
P= Personality Characteristics  
E= Environmental Factors. 
He states that the environmental factors could be either nurturing or 
impediments. These factors include; social/psychological factors 
including family, peer group, formal and informal associations, financial, 
material availability, technology availability/ applicability, political 
legislation etc. 
 
The personality characteristics refer to the dimension of entrepreneur that 
are analyzed in the proceeding segments. Ducker (1977) examines 
innovative attitude, in people and performance, he asserted that 
innovation is attitude and practice, the practice here refers to behaviour. 
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Stevenson and Gumpert (1985) Stevenson and Sahlman (1987). And 
Stevenson and Groubeck (1994) look at entrepreneur behaviour as a 
continuum with two extremes. At one extreme is the Promoter type 
manager who feels confident of his/ her ability to seize opportunity 
regardless of the resources under current control. At the opposite extreme 
is the trustee type manager who fosters efficient management by 
emphasizing the efficient utilization of existing resources. 
 
The "promoter" is regarded as typical (entrepreneur) who is driven by 
perception of opportunity, in contrast with the "trustee" regarded as 
administrator who (administrate) and is driven by resources currently 
controlled. In Table 4 below is presented explanations for the normal 
entrepreneur activity types. 
 
Table 4: Six-Key Business Dimension to Distinguish Between 
Promoter and Trustee. 
 

Promoter  Key business 
Dimensions 

 Trustee 

Driven by 
perception of 
opportunity 

 Strategic orientation  Driven by resources 
currently 
controlled 

Multistage with 
minimal 
exposure at each 
state 

 Commitment to 
opportunity 

 Evolutionary 

Episodic use or 
rent of 
required 
resources 

 Control of resources  Ownership or 
employment 
of required 
resources 

Flat with multiple 
informal 
network 

 Management 
structures 

 Formalized 
hierarchy 

Value based time 
based 
unlimited 

 Compensation/reward 
policy 

 Resource-based, 
driven by 
Short-term data. 
Promotion, 
limited amount 

 
Sources: Adapted from Stevenson, H.H. and Gumpert, D. E. (1985), Stevenson, H. H. and 
Sahlman, W. A. (1987) and Stevenson, H.H. Groubeck,H. I. (1994). 
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The detailed discussion of entrepreneur behaviour constitutes the main 
thrust of this book and it is examined extensively at the appropriate point. 
It is however necessary to state that the entrepreneur exhibit multiple 
behaviours. 
 
Therefore, his behaviour must be viewed from several angles; and 
drawing from several academic discipline backgrounds. He/She is an 
organising individual whose behaviour is tied to the creation of new 
organisations or a renewal of existing ones. 
 
Entrepreneur Defined 
 
The multi-dimensional nature of the entrepreneur as shown above 
indicates that it will be difficult to have a definition that will accurately 
capture all the dimensions of the construct. A few of the attempts at the 
definitions of entrepreneur are presented below.  
 
Schumpeter (1934) defines the entrepreneur in term of innovation and 
says that the single function of entrepreneur is innovation. Glueck 
(1980) defines an entrepreneur as an individual who creates a new firm 
and continues to manage it until it is successful. Garland, Hoy, Boulton 
and Garland (1984) define entrepreneur as a person who establishes 
and manages a business concern for the major aim of profit and growth. 
He has the major characteristics of innovative behaviour and utilization 
of strategic management practices in his business enterprise. 
 
Drucker (1985) defines the entrepreneur as the innovative individual 
who perceives business opportunities and organizes the required resources 
to initiate a successful business activity for profit. Singh (1986) defines the 
entrepreneur as the self-starter or doer who have organized and build a 
successful enterprise. Amit, Glosten and Muller (1993) define the 
entrepreneur as individual who innovates, identifies and creates 
business opportunities, assembles and coordinates new combinations of 
resources; and extracting the most profit from his innovation in uncertain 
environment. 
 
Ogundele (2000) defines entrepreneur as the innovating individual, 
who initiates and nurtures to growth a new and an ongoing business 
organisation, where none existed before. He is the individual who 
successfully thinks or conceives of a new business concern, organizes 
or initiates actions to start it, and manages it through its initial 
problems and struggles for survival. He takes all measures that lead the 
organisation to a state of stability and self-sustaining growth. Strictly 
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speaking, an individual is an entrepreneur when he/she performs the 
above-described functions of an empire builder. This is opposed to the 
person who is contended with being self-employed and in satisfying the 
primary human needs for hunger, safety and economic security. The 
entrepreneur, above these, is concerned with needs for power, property, 
and self-actualization. Kuratko and Hodgetts (2001) define 
entrepreneur as individual who recognizes opportunities where others 
see chaos and confusion. That the entrepreneur is a catalyst for 
economic change, who uses purposeful searching, careful planning, and 
sound judgment when carrying out the entrepreneurial process. 
Uniquely optimistic and committed, the entrepreneur works creatively to 
establish new resources or endow old ones with a new capacity, all for the 
purpose of creating wealth. The above definitions were merely 
attempts at describing some of the aspects of entrepreneur's 
behaviour and functions. They were also based on the perception and 
academic orientation of the writers.   
 
Consequently the search for appropriate conceptualization of 
entrepreneur is still evolving. The common thread in all the definitions are 
that the entrepreneur is an individual, who innovates and explores 
opportunities for making profit. 
 
Technopreneur 
 
A technopreneur is an individual whose business is in the realm of high 
technology, who at the same time has the spirit of an entrepreneur. The 
technopreneur represents new breed who is both innovative and equally 
enterprising. This concept is derived from combining together, technology 
and entrepreneur. Ovia (2007) notes, a technopreneur is an 
entrepreneur whose business involves high technology or to put more 
clearly a technology innovator and a businessman all combined in  one 
individual. He notes further that this unusual combination could be found 
in people like Bill Gates, Steve Jobs, Ralph Ellison and also Nigeria Philip 
Emeagwali whom, Otiono (2007) describes as Africa's Bill Gates and father 
of internet. The technopreneur, therefore, combines both technological 
know-how and business expertise. The technopreneurs thus combine the 
attributes of the scientist and an enterprise person in one 
individual. Technopreneurs are also emerging in Nigeria. 
 
Amatas(2007) reports the successful innovation and implementation of 
a formula for wealth creation by Abiola Akingbade, which involves the use 
of both hardware and software of information and communication 
technology (see details in chapter 23 on management information system). 
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Ovia (2007) states that the technopreneurs are beginning to emerge in 
Nigeria. They consist of men and women who are working relentlessly to 
assist in actualizing the laudable dream of bridging the yawning digital 
divide. 
 
Characteristics of Nigerian Technopreneur 
 
- They are naturally gifted 
- They are smart 
- The are highly creative. 
 
They have potential to compete favourably in any part of the world 
given the enabling environment in which to thrive (Ovia, 2007). It must 
be added that the technopreneurs possess all the characteristics listed in 
respect of the entrepreneur. Their distinguishing marks are being able to 
combine the unusual or rare attributes of a scientist and business promoter 
in one person. 
 
As exemplified by Abiola Akingbade, Nigerian technopreneurs are 
sometimes assembliers of components that make up the whole, and at 
other times innovators and inventors of highly related technology 
hardware and software. 
 
Location of Nigerian Technopreneurs 
 
The Nigerian technopreneurs are found in Nigerian business melting 
points, in towns and cities across Nigeria. In Lagos for example you can 
find them in Alaba market, Ladipo market and Ikeja computer village to 
mention a few. Other locations are Ibadan, Kaduna, Owerri, Aba and 
Nnewi to mention a few more. Abiola Akingbade who invented the JLH 
formula for wealth creation is located in Ilesha, Osun State. 
 
Ovia (2007) states that these technopreneurs are foot soldiers leading in 
the on-going war to bridge the digital divide separating Nigeria and 
other Africa countries from the more developed countries. They are 
in this process thrusting the nation into the thick of blossoming 
knowledge economy and information super highway. The efforts of these 
foot soldiers are already being felt based on the fact that Nigeria has made 
remarkable progress in bridging the digital divide between it and the 
developed economies. Nigeria is rated among the 40 leading nations in the 
use of internet and ITC generally. 
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There is still much work to be done, but there is gradual shrinking of the 
yawning divide Telephoning could be used in illustrating Nigeria's rapid 
progress in bridging the digital divide. Based on data from Nigerian 
Communication Commission NCC Nigeria moved from 400,000 lines in 
1999 to 27 million lines by October 2006. This super surge shows a 6000 
per cent growth in six years, representing annual growth rate of 1000 per 
cent. Tele-density has recorded a very significant leap of 0.5/100 to 25 100 
persons within the same period. Today, about 1 out of every 10 Nigerian 
has access to telephone 'Ovia. 2007). 
 
Creating Enabling Environment 
 
To accelerate the process of bridging the digital divide, there is the crucial 
need of creating enabling environment for technopreneurs to emerge and 
survive. Akingbade, as reported by Amatas (2007) faced several 
environmental challenges before his invention could become a -
reality, these included: problems of government approval, approval 
by government  agencies,  in  certifying  the  invention,  obtaining  patent  
rights,  securing professionals who would make the project work, 
banks, insurance companies etc. To succeed Nigerian technopreneurs 
have to surmount considerable hundles that stand on their path to 
progress. The ones listed above show that the odds against the 
technopreneurs include infrastructural problems, inadequate funding, lack 
of support or patronage for new ideas, poor marketing and promotion, 
government policy and legislative constraints, added to these is stiff 
competition from abroad, unethical behaviour and high level of production 
cost. 
 
Empowering Technopreneurs 
 
Ovia (2007) points out that to succeed the technopreneurs need much 
more than technical savvy. There is the important need for empowerment 
with adequate funding. He notes that in more matured and advanced 
economies, echnopreneurs face less daunting tasks with regard to 
accessing funds to see their innovation turn to market place reality. This is 
based on the fact that funds are available for the really deserving in form 
of grants e.g. manpower grants, academic grants including research and 
development grants for companies. There are other forms of 
encouragements to technopreneurs in form of tax incentives, incentives for 
development and expansion, investment allowances, research and 
development intellectual property' management hub scheme including 
protectionist incentives such as pioneer status, patent rights and national 
recognition. There also exists venture capitalists which have proved 
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beneficial to technopreneur because of access to needed long-term funds 
to prosecute their innovative ideas. Nigeria can draw from the examples 
of some developing countries who have provided needed support and 
infrastructures to promote technopreneurs, these include India and 
Malaysia. 
 
India 
 
The Ministry of Science and Technology, India, in 1998 together with other 
agencies linked with entrepreneurship development launched a new 
programme called Technopreneur Promotion Programme (TePP). The 
government of India through this programme gave an open invitation 
asking any Indian citizen with original idea/invention to apply for support.  
 
Selected proposals or ideas were developed into workable prototypes with 
the originator enjoying patent rights. The objective of TePP range from 
tapping the enormous innovative potentials of India citizens to 
promoting individual investors into technology-based entrepreneurs by 
helping them source for finance and other needs. It is to be noted that TePP 
programme has been used to establish thousands of Indian 
technopreneurs whose ideas and inventions would have not been 
actualized but for the support of the government and relevant agencies 
through TePP initiative. 
 
Malaysia 
 
In the case of Malaysia, in 2001, similar programme was launched by the 
Ministry of Science Technology and Innovation, with private sector 
partnership and it was tagged Technopreneur Development Division 
(TeDD). The objective of TeDD were facilitating development of 
technopreneurs, start-ups and existing ITC companies. It also included 
catalyzing and nurturing a cluster of ITC SMEs to assist and facilitate the 
growth of ITC SMEs into world-class companies. Consequent upon this 
initiative about 19 incubators in Malaysia are presently providing 
funding, facilities, mentoring, training and other support programmes.  
This  is  based  on  the  government  believe  that  the  development  of 
technopreneurs is crucial in placing Malaysia among world class high-tech 
nations. It will also enhance wealth and employment creation. 
 
Need for Empowering Technopreneurs 
 
Ovia (2007) asserts that on daily basis mankind's dependence on ITC tools 
and myriads of processes, for almost all their daily activities continues to 
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show that technology has become indispensable part of our daily existence. 
There is a more fundamental reason which goes to the heart of 
technopreneurship. This is based on the fact that technology has now 
become synonymous with wealth. That is, technology equals wealth. He 
notes that at least 5 out the 20 richest people in the world are 
technopreneurs and companies they lead have become househood names 
and epitomes of technological innovation and wealth creation. 
 
On global level, the market current valued at $1 trillion offers a 
huge goldmine of opportunity and Nigeria should tap into this huge ocean 
of potential wealth.Additionally, technology equals employment generation, 
for the industry has the capacity to absorb the vast of unemployed youths, 
who would be better served using their newly honed ITC skills in writing 
software instead of 419 letters. 
 
The generalization of employment will boost productivity thus enhancing 
the GDP growth. The positive result of ITC has been proven in India 
where ITC contributes 30 per cent of GDP. 
 
Also, encouraging technopreneurs will be a major step in the drive to 
globalize Nigerian economy, while at the same time help in narrowing the 
digital divide. This is the key criterion in meeting the Millennium 
Development Goal (Ovia, 2007). 
 
Needed Actions 
 
A number of actions must be taken to reap from the benefits outlined 
above. These include:  

(1) Creation of supportive environment by government and its relevant 
agencies to minimize  problems presently confronting technopreneurs 
some of which are listed above. 

(2) Technopreneurs should be geared to form cooperatives to minimize 
problem of collateral. 

(3) The establishment of incubator centers as in the cases of India and 
Malaysia 

(4) Government will need to motivate or facilitate private sector funding. 
(5) There should be provision for government guaranteed loan. 
(6) Government in collaboration with private sector should initiate a 

periodic fair for technopreneurs. It should be appreciated that 
Zenith Bank Plc, through the leadership of Jim Ovia, for some 
years past and on annual basis has taken the  
leadership in the initiative of organizing fair to train potential 
technopreneurs in Nigeria. 
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(7) There should be policy directed at government patronage of local ITC 

firms. 
(8) Evidence of patent and intellectual property rights should 

automatically guarantee pioneer status. 
(9) Technopreneurs should be fully insured at violation of their patent 

rights. 
 
The set of actions listed are 'must' for Nigeria, this is because, Ovia (2007) 
borrowing from the words of a leadership development expert, assert that 
"technopreneurs: these scientists means business". 
 
Social Entrepreneurs 
 
Social entrepreneur develops skills and competencies for creating, 
developing, presenting, implementing and measuring the success of social 
innovations. The concern is about, those who want to start an 
organisation whose primary focus is social impact i.e. education, 
healthcare, economic development, environment etc. They support 
organisation involved with social change or integrate social impact work 
into their private career. 
 
Rural Entrepreneurs 
 
Another interesting aspect of entrepreneurs studies that has emerged as 
an issue even for researchers is Rural Entrepreneurs. Rural 
entrepreneurs develop skills and competencies suitable for the 
emergence, behaviour, and the successful performance of the business 
practice in the most remote, isolated or rural economy or circumstances. 
 
Ecological Entrepreneurs 
 
These are individuals whose entrepreneurial activities are in the 
domain of natural environment preservation. Their concerns are in area 
of forestry, animal husbandry, fishery etc. The focus is in showing deep 
concern in the sustainability of the total environment in its natural form as 
far as possible. These groups of entrepreneurs exploit natural resources 
while ensuring that no unnecessary damage is done to the environment. 
 
The above discussed entrepreneurs types are just representatives of so 
many variants in entrepreneurial analysis. 
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ENTREPRENEURSHIP, 
INTREPRENEURSHIP AND 
BEING ENTREPRENEURIAL 
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Introduction 
 
In this chapter our focus is on a brief examination of two important 
concepts in modern entrepreneurial literature namely 
entrepreneurship and   entrepreneurship or Intrepreneurship. First, 
is a focus on entrepreneurship as a takeoff point. It is important to note 
that Kilby (1971) observes that the search for the source of dynamic 
entrepreneurial performance has much in common with the hunting of 
“Heffalump”. He described the Heffalump as a rather large and very 
important archival. This animal he stated, has been hunted by many 
individuals using various indigenous trapping device. But no one so far 
has succeeded in capturing him. All who claims to have caught sight of 
him report that he is enormous, but they disagree on his particularities. 
Not having explored his current habit with sufficient care, some hunters 
have used as bait their own favourite dishes and have tried to persuade 
people that what they caught was Heffalump. However very few are 
convinced and the search goes on (Kilby, 1971)      
 
Evolution Of The Concept-Entrepreneurship 
 
Ogundele (2010) note that as in the case of the origin of entrepreneur, 
the beginning of the evolutionary process of the concept 
"entrepreneurship" can be traced back to Cantillon (1755) Say (1821) and 
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Schumpeter (1934) who all wrote about entrepreneurship and its 
impacts on economic development. Since those periods, writers 
have continued to attempt to describe or define what 
entrepreneurship stands for, more particularly since the 1950s. 
 
Cole (1959) notes that entrepreneurship is used in two senses and that 
the context of each use should make the particular meaning obvious. 
First, the concept may be employed to mean the function or activity.  
 
That is, the purposeful activity, (including an integrated sequence of 
decisions) of an individual or group of associated individuals, 
undertaken to initiate, maintain or aggrandize a profit oriented business 
unit for the purposes of production or distribution of economic goods or 
services. In such activity, the goal or measure of success will ordinarily be 
pecuniary, but other yardsticks of appraisal may supplement that basis. 
He notes further that entrepreneurial activity, proceeds in relationship 
to the situation internal to the unit itself, the social group that ‘really 
constitutes the unit and to the economic, political, and social 
circumstances-institutions, practice and ideas, which surround the 
unit.  
 
Entrepreneurship is usually used to indicate function or activity. 
Second, entrepreneurship may occasionally be used to signify the 
commonality of entrepreneurs. This means the aggregate of 
individuals performing entrepreneurial function or carrying on that 
activity in a given time, place, or even over considerable periods of time.  
In this respect entrepreneurship can be used in reference to certain 
classes of society. 
 
Harris (1968 and 1971) notes that various authors have used the 
term entrepreneurship rather differently. That distinction have been 
made or glossed over among invention, innovation, imitation and risk 
taking in economic literature. In line with Cole (1959), he argues that it 
is more useful to consider entrepreneurship in terms of its common 
functions, which are largely independent of the specific social or 
institutional settings. That the function common to most definition of 
entrepreneurship is that of making decision to engage in production a  
decision that can be made by an individual or a group. Harris (1971) 
notes further that entrepreneurship cannot function in a vacuum, 
its essence being to exploit economic opportunities for economic 
gain. He therefore separated the factor determining the  
potential opportunities (the demand for entrepreneurship) from the 
response to those opportunities (the supply of entrepreneurship). 
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Based on this frame work, most of the variables which receive attention 
from economists, e.g stocks of productive factors, technology, effective 
demand, foreign trade possibilities, prices, interest rates, alternative 
sources of income, and institutional arrangements, have relevance 
through their determination of the set of potentially profitable 
opportunities. On the other hand the variables, which have received 
attention from psychologists, sociologists, anthropologists, historians, 
ecologists etc., which focus on personality characteristics, social 
structures and values affect the response (or supply) side through the 
determination of the willingness of individuals to respond to 
entrepreneurial opportunities. 
 
Mere desire to engage in entrepreneurial activity is not enough. 
Individuals or groups must also have the ability to respond, and this 
is influenced by such variables as education, occupational experience, 
and the existence of capital markets (Harris, 1968 and 1971). 
 
Therefore to have a rounded analysis of the concept entrepreneurship 
there is the need to merge several aspects of the supposedly distinct 
disciplines of business administration, economics, sociology, 
psychology, anthropology, ecology, education, history and several 
others. 
 
This will produce fearful circumstances because of several 
operational limitations and implications of producing a workable and 
acceptable definition of entrepreneurship. This is because of differing 
assumptions of each discipline about entrepreneurship. 
 
As a result, Kilby (1971) observes that the search for the source of 
dynamic entrepreneurial performance has much in common with the 
hunting of "Heffalump”. He described that Heffalump as a rather 
large and very important animal. Many individuals using various  
ingenious trapping devices, he stated, have hunted this animal. 
But no one so far has succeeded in capturing him. All who claim to 
have caught sight of him report that he is enormous, but they disagree 
on his particularities. Not having explored his current habitat  
with sufficient care, some hunters have used as bait their own 
farvourite dishes and have tried to persuade people that what they 
caught was "Heffalump". However very few are convinced and the 
search goes on (Kilby, 1971). 
 
In the same vein, Akeredolu-Ale (1975) argues that the sheer 
complexity and many-sided nature of the phenomenon 
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(entrepreneurship) itself renders it more difficult to arrive at  
unified theories and consequently single definition. He concluded 
by stating that the dilemma of entrepreneurship theory is the 
dilemma of all social sciences, which the practitioners themselves 
are not entirely convinced as to the possibility of what they are  
attempting to do. 
 
Cooper and Dunkelberg (1986) state that our understanding of the 
process of entrepreneurship has been largely shaped by individual 
studies, which examine how particular kinds of entrepreneurs have 
started certain types of business in particular, areas.  
 
Similarly, Adesina (1988) notes that the search for theories of 
entrepreneurship has been quite long and tedious. He observes that 
many scholars have made ingenious attempts but no  one  so  far  has  
really  succeeded  in  arriving  at  an  all-embracing  theory  of  
entrepreneurship. The important role of entrepreneurship in the 
processes of social, economic and technological development has long 
been recognized. Hence, the unsettled controversy around the concept is 
continuing. This situation is still persisting till today. 
 
It is to be noted that entrepreneurship was once considered primarily 
as an economic and sociological variable. As interest in it expanded 
based on the recognition of its contributions to the society in general, 
other fields of academic endeavours developed serious interest in this 
variable. In fact it is a variable being studies by virtually all fields of 
human endeavour. Consequently several theories of entrepreneurship 
have emerged. 
 
Facets of Entrepreneurship Theory 
 
Several theories of entrepreneurship will be examined in a separate 
chapter of this book here. The purpose is to classify such theories into 
some compact groupings. Entrepreneurship theory literature can be 
classified according to purpose and perspectives into two broad 
groups of purposes and perspectives as shown below: 
(a)Purpose: (1) Explain behaviour (2) Predict behaviour (3) Normative 
(b)Perspectives: (1) Social/cultural (2) Psychological or personality 
based (3) Networks (4) Population ecology (5) Managerial (6) 
Experiential (7) Historical (8) Developmental (9) Educational (10) 
Political (11) Financial and (12) Economic 
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Amit et al (1993) note that explanatory theory, attempts to explain 
entrepreneurship in terms of emergence, behaviour and 
performance. Predictive theory characterizes conditions that are 
likely to lead to new profit opportunities, new ventures initiations and 
predict outcome of nurturing activity. Normative theory provides 
guidance for practice, by prescribing the right actions in particular 
circumstances. Each of the theoretical perspectives contains both 
explanatory and predictive elements. 
 
Entrepreneurship defined 
 
Kuratko and Hodgetts (2001) note that in the simplest of theoretical 
forms for studying entrepreneurship, entrepreneurs cause 
entrepreneurship. That is, E = f (e) states that entrepreneurship is a 
function of entrepreneur. Where E, stands for entrepreneurship and e, 
stand for entrepreneur. Consequently by examining entrepreneurial 
characteristics, one can better understand the perspectives of 
entrepreneurship. 
 
To focus on the entrepreneur is to focus on an individual organisation 
creator. Whereas a focus on entrepreneurship is to focus on the process 
by which organisation comes into being and its interaction in the 
relevant environment and ultimately its performance. 
 
Thus entrepreneurship can be seen as a process which involves the effort 
of an individual (or individuals) in identifying viable business 
opportunities in an environment and obtaining and managing the 
resources needed to exploit those opportunities. (Hill and McGowan,  
1999) Drucker (1985) considers entrepreneurship as innovative process 
of converting an idea into marketplace reality by exploiting 
opportunities. He notes that entrepreneurship is practice-behaviour. It is 
a discipline and like any discipline, it can be learned. 
 
Stevenson and Sahlraan (1990) see entrepreneurship as the relentless 
pursuit of business opportunity without minding the resource presently 
controlled by the person (entrepreneur) pursuing the opportunity. 
Stevenson (1989) defines entrepreneurship as management,  
which involves the pursuit of opportunity without regard to resources 
currently controlled. 
 
Amit et al (1993) define entrepreneurship as the process of extracting 
profit from new, unique and valuable combination of resource in an 
uncertain and ambiguous environment. Ogundele (2000 and 2012) 
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defines entrepreneurship as the processes of emergence, behaviour 
and performance of entrepreneurs. He notes that a focus on 
entrepreneur is a focus on the individual organisation creator while 
entrepreneurship is a focus on the processes involved in the 
initiation of a new organisation, the behaviour of such  
organisation and its performance in terms of profits made. 
Entrepreneurship therefore refers to the activities of individual 
entrepreneurs and the entrepreneurial groups at all the three  
phases of emergence, behaviour and performance of entrepreneurs. 
 
Kuratko and Hodgetts (2001) define entrepreneurship as the dynamic 
process of creating incremental wealth. This wealth is created by 
individuals who assume the major risks in terms of equity, time and 
or career commitment of providing value for some product of service. 
The product or service itself may not be new or unique but the 
entrepreneur must somehow infuse value by securing and allocating 
the necessary skills and resources. Osuagwu (2006) considered 
entrepreneurship as substantially a behavioural activity and 
orientation and an all-encompassing area of study. 
 
From the definitions above, one can view entrepreneurship as a process 
of performing the entrepreneurial functions overtime and in given 
environment. 
 
Intrepreneurship or Intrapreneurship Introduction 
 
Just as individual aspires to be entrepreneur based on entrepreneur's 
motivation, including independence and wealth which such career seems 
to provide, equally, large organisations want to become more 
entrepreneurial, which refers to innovative and adaptive qualities, 
characteristic of their smaller and often more successful, 
competitors. The practice of entrepreneurship Stevenson (1989) 
notes is as important if not more important to established 
companies as it is to start-ups. He defines entrepreneurship as 
management process. This is in line with what, Swayne and Tucker 
(1973) described as being good in planning,  poor  in  organising,  good  
in  selecting  subordinates,  good  at  motivating subordinates and very 
effective in control function. 
 
The concern for entrepreneurship in big corporation started in the 
United States some thirty years back and it is now a global 
phenomenon. This concern was occasioned by the rise in the rate of new 
business formation and increase in the amount of money raised in the 
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public capital markets by the young companies. Along with interest 
on the part of individuals wishing to become entrepreneur and their 
supporting investors, was the wave of interest in "Entrepreneurship", 
which is entrepreneurship in the context of larger organisation. Fast 
changes in several dimensions as a result of globalization have reduced 
the dominance of big corporation in many industries. To be successful 
therefore a firm should be capable of rapid response to changes that are 
beyond its control, or is so innovative that it contributes to change in the 
environment. Entrepreneurship or intrapreneurship in big organisation 
is the approach that offers these benefits. Kuratko and Hodegetts 
(2001) note that corporate entrepreneurship is envisioned to be a 
process that can facilitate firms' efforts to innovate constantly and cope 
effectively with the competitors, especially in international markets. 
Entrepreneurial capabilities, attitudes and behaviour are important for 
organisations big or small to grow and develop in competitive 
environments. 
 
Perspectives on Intrepreneurship or Intrapreneurship 
 
The concept intrepreneurship or entrapreneurship refers to 
entrepreneurship in the context of larger corporations. Kao (1989) 
notes that the idea of intrepreneurship and creativity in established 
organisation is to ensure that firms maintain their competitive 
strengths in a turbulent environment. 
 
Entrepreneurial behaviour or entrepreneurship in many 
organisations is a firm level phenomenon. Stevenson and Jarillo 
(1990) Covin and Slevin (1991) and Burgelamn (1991) notes.that 
studied organisation's corporate strategies give the impression that 
entrepreneurial activities were the outcome of the interaction of 
individuals and groups at multiple levels within the firm. 
 
Zahra (1991 and 1993) also conceptualized entrepreneurship as a firm 
level phenomenon. Barringer and Blueborn (1999) note that the main 
assumption that underline the notion of corporate entrepreneurship is 
that it is a behavioural phenomenal, all firms fall along a  
conceptual continuum that ranges from highly conservative to highly 
entrepreneurial. 
 
Entrepreneurial firms are risk-taking, innovative, and proactive. By 
contrast, conservative firms are risk- averse, are less innovative and 
adopt a more "wait and see"' posture. The position of a firm along this 
continuum, they termed, its entrepreneurial intensity. This  
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intensity is influenced by both the internal and external corporate 
context (Zahra, 1991). Firms in turbulent vs stable environments are 
often more innovative, risk- taking and proactive. 
 
Earlier on Stevenson (1989) states that entrepreneurial behaviour can 
be examined from the perspective of six critical dimensions of business 
practice. The dimensions are: strategic orientation, the resource 
commitment, commitment to opportunity, the concept of control over 
resources, the concept of management and compensation policy.  
 
In line with Barringer and Blueborn (1991) he notes that these 
dimensions can be considered as range of behaviour between two 
extremes. At one extreme is the promoter who feels confident of his 
ability to size opportunity regardless of resources under current  
control. At the opposite extreme is the trustee who emphasizes the 
efficient utilization of existing resources. The promoter and trustee 
define the end points of a spectrum, while a spectrum of managerial 
behaviour lies between these end points. Overlapping portions of  
the spectrum are defined as entrepreneurial and administrative 
behaviour as shown in Table 4, in chapter one, where the range of 
behaviour has been summarized. Consequently, entrepreneurial 
management (entrepreneurship) is a range of behaviour, not an 
extreme that consistently falls at the end of the spectrum. 
 
Stevenson (1989) notes that strategic orientation is the business 
dimension that describes the factors that drives the firms formulation of 
strategy. Pressures that pull a firm towards the entrepreneurial range 
of behaviour include; diminishing opportunity stream and rapid 
changes in technology, consumer economics, social, values and political 
roles. 
 
Let us examine the dimensions of intrapreneurial behaviour in 
entrepreneurial management in established large organizations. These 
are: 
 
Commitment to opportunity: The promoters are able to engage 
in commitment to opportunity in a rather revolutionary fashion. The 
willingness to get in and out quickly has led to entrepreneurs reputation 
as gamblers. The pressure which pull a business towards the 
entrepreneurial end of the spectrum include; action orientation, short 
decision window, risk management and limited decision constituencies. 
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Commitment of resources: The good entrepreneurs engage in 
multistage commitment of resources with a minimum commitment at 
each stage or decision point. The process of commitment of resources is 
pushed towards the entrepreneurial domain by the following  
factors, lack of predictable resource needs, lack of long-term control, 
social needs and international demands. 
 
Control of resources: To the promoter all that is needed from a 
resource is the ability to use it. The entrepreneurs learn to use other 
people's resources well, they learn to decide what resources they need 
to bring in house. The perception of entrepreneur, as exploitative, 
derives from this dimension; that entrepreneur is an expert in using 
the skills, talents and ideas of others. When considered from the 
positive angle this ability is very valuable in fast changing business 
environment. The pressures towards this entrepreneurial dimension 
include; increased specialization, risk of obsolescence and increased 
flexibility. 
 
Management structure: The promoter requires knowledge of 
his/her progress via direct contacts with all of his/her principal actors. 
Entrepreneurial management is based on the following pressures; 
need for coordination of key non-controlled resources, flexibility, 
challenge of owner control and employees desire for independence. 
 
Reward philosophy: Because of value driven philosophy of 
entrepreneurial firms they tend to base compensation on 
performance. They are also more comfortable rewarding team. The 
pressures that pull firms towards the promoter end of the spectrum 
include; individual expectation, investment demands and 
competition (Stevenson, 1989). The above listed dimensions of 
entrepreneurial behaviour are relevant to entrepreneurial 
management in large organisation. In fact interpreneurship is strategic 
management of small firm when practiced in big organisation. 
 
Kao (1989) states that evolving organisation and established 
organisation present some contrasts. The evolving firm must work to 
reduce ambiguity and uncertainty, established one's challenge is to 
frequently build into its system uncertainty and ambiguity expressed in  
terms of institutional slack, flexibility and freedom to fail. The small 
entrepreneurial firm works with a set of values which are the personal 
expression of a founder or founder team on which the emerging 
corporate culture is based. The established organisation has a culture  
firmly in place, often formalized, institutionalized and impersonal. 
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Levels of entrepreneurial activity may also differ. The evolving 
organisation is usually driven by the vision and zeal of  
the founder. Entrepreneurship in established organisation is much 
more a team effort, which must accommodate institutional and 
political constraints imposed by the established structure and 
culture. 
 
Two entrepreneurial roles are differentiated in big organisations. The 
first is the role of middle manager entrepreneur. He assumes the career 
risk of pursuing a new idea within established setting, he serves needed 
resources, ensures that idea germinates and endures, this is against the 
background of institutional inertial and resistance. The second role is 
the entrepreneurial leader at the top of the organisation (CEO). He 
resembles the start-up entrepreneur in some respects innovating, 
creating and pursuing a vision. He must establish his  vision  by  
working  with  others,  most  importantly,  locating,  empowering  
and championing the entrepreneurial middle manager (Kao, 1989). 
 
Kuratko and Hodgetts (2001) observe that corporate innovation is very 
broad concept that includes the generation, championing, development 
and implementation of new ideas, or behaviours. An innovation can be 
a new product or service, and administrative system or a new plan or 
programme pertaining to organisational members. They state that 
corporate entrepreneurship (intrepreneurship or intrapreneurship) 
centres on reenergizing and enhancing the firm's ability to acquire 
innovative skills and capabilities. Guth and Ginsberg (1990) stress that 
corporate entrepreneurship covers two major phenomena; new venture  
creation without existing organisations and the transformation of 
existing organisations, through strategic renewal. 
 
Zahra (1991) observes that corporate entrepreneurship, which may be 
formal or informal activities, aims at creating new business units in 
established firms through product and process innovation and 
market developments. They can be at the corporate, division, 
functional or project levels, the common objective being an 
organisation's competitive position and financial performance. 
 
Sharman and Chrisman (1999) define corporate entrepreneurship as a 
process whereby an individual or a group of individuals, in association 
with an existing organisation, creates a new organisation or instigates 
renewal or innovation within the organisation. From this perspective, 
strategic renewal - this is organisational renewal involving major 
strategic and structural change; innovation the practice of introducing 
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something new to the market place; and corporate venturing the 
corporate entrepreneurial attempts that lead to the creation of new 
business organisations within the corporate organisation, are all 
important and legitimate parts of the corporate entrepreneurship 
process. Intrepreneurship, therefore is a process of organisational 
renewal, involving entrepreneurial behaviour, by employing  
strategic management practice at the corporate level in established 
large and medium sized organizations. It calls for dynamic flexibility in 
structural arrangement and dynamic reaction and seizing unfolding 
business opportunities in the environment. 
 
Need for Intrepreneurships in Organisations 
 
Organisations today are realizing the need for corporate 
entrepreneurship. This need arose in the response to a number of 
problems, including: 

(1) Rapid growth in the number of new and sophisticated competitors: 
(2) A sense of distrust in the traditional methods of corporate 

management; 
(3) Exit of some brightest and best people who form corporation to 

become small-business entrepreneurs: 
(4) International competition 
(5) Downsizing of major corporation; and 
(6) Overall desire to improve efficiency and productivity 

 
Adeleke, Ogundele and Oyenuga (2008) note that in the case of 
developing countries like Nigeria, an additional reason is the 
privatization and commercialization process of publicly owned 
enterprises. Thus, a modern corporation is forced into seeking ways of 
developing in-house entrepreneurship. 
 
Obstacles to Corporate Venturing 
 
Sykes and Block (1989) presented a list of obstacles to corporate 
entrepreneurship. Table 1 below contains a list of traditional 
management techniques, their adverse effects and recommended 
actions to change the practice. 
Quinn (1985) found the following factors in large corporations 
that are successful innovators: 

i. Support for innovative atmosphere and vision; 
ii. Orientation to the market; 
iii. Small flat organisation; 
iv. Multiple approaches; 
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v. Interactive learning; and 
vi. Shunkwork. 

 

Table 1 Sources of and Solutions to Obstacles in Corporate Venturing 

Traditional 
management 

Adverse Effects Recommended Actions 

Enforce standard 
procedures to 
avoid mistakes 

Innovative solutions   
blocked 
funds misspent 

Make  ground  rules  
specific  to each 
situation 

Manage resources 
for efficiency 
andROI 

Competitive lead lost, low 
market 
penetration 

Focus  efforts  on  
critical  issues (e.g. 
market share) 

Control against plan Facts ignored that 
should replace 
assumptions 

Change planto reflect  
new learning. 

Manage functionally Entrepreneurial   
failure   and 
or venture failure 

Support entrepreneur w 
ith managerial and   
multidiscipline 
skills 

Plan for the long term Unviable goa ls loc ked 
in high 
failure costs 

Envision a goal, then 
set interim milestones, 
reassess after each 

Avoid moves that 
risk the base 
business 

Missed opportunities Take small steps build 
out from strengths. 

Protect the base 
business at all 
costs 

Venturing -dumped whe 
re  base 
business is threatened 

Make venturing  
mainstream  take 
affordable risks 

Judge new   steps 
from 
prior experience. 

Wrong decision about 
competition and markets 

Use   learning   
strategies  to   test 
assumption 

Compensate 
uniformity 

Low motivat ion and 
inefficient 
operations 

Balance risk and 
reward, employ special 
compensation 

Promote compatible 
individuals 

Loss of innovators Accommodate "boat 
rockers"  and "doers". 

Source: Sykes H. B and Z. Block (1989) Corporate venturing 

obstacles: sources anc solutions, Journal of Business Venturing, Winter 

pp. 154-167 

 

Every highly innovative enterprise uses groups that function outside 

traditional lines of authority. 

 

Quinn (1987) reports that successful innovators among large companies or 

corporations utilized the following factors: 

Atmosphere and Vision:  Innovative organisations have clear-
cut vision of, and recognized support for an innovative atmosphere. 
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Orientation to market: Innovative organizations tie their visions to 

realities of the market place. 

Small Flat Organisation: Most innovative organisations keep the total 

organisation flat and project team small. 

Multiple Approaches: Innovative managers encourage several 

projects to proceed in parallel development. 

Interactive Learning: within an innovative environment, learning and 

investigation of ideas cut across traditional functional lines in the 

organisation. 

Sunk works: Every highly innovative enterprise uses groups that 

functions outside traditional line of authority; thus eliminating 

bureaucracy, permitting rapid turnaround, and instilling a high level of 

group identity and loyalty. 

 

Re-engineering corporate thinking 

To establish corporate entrepreneurship, organisations have to provide 
the needed freedom and encouragement that entrepreneurs require to 
develop their ideas. Four important steps for establishing this new 
thinking are: 

(i) Set explicit goals; (ii) Create a system of feedback and positive 

reinforcement; (iii) Emphasizes individual responsibility; and (iv) Give 

rewards based on results (Kurako and Hoggett's, 2001). Each enterprise 

must develop a philosophy most appropriate for it's own entrepreneurial 

process, several important questions must be asked, and answers 

provided for them, to establish the type of process an organisation 

has in creating innovative organisation environment. Kuratko and 

Hodgetts (2001) state that another way to create innovative 

atmosphere is to apply the rules of innovation. To develop 

innovative philosophy, the following rules can provide hands-on 

guidelines: 

(1) Encourage action, 
(2) Use informal meetings whenever possible, 
(3) Tolerate failures and use it as learning experience, 
(4) Persist in getting an idea to the market, 
(5) Reward innovation for innovation's sake, 
(6) Plan the physical layout of the enterprise to encourage informal 

communication, 
(7) Expect clever bootlegging of ideas-secretly working on new ideas 

on company time as well as on personal time 
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(8) Put people on small teams for future oriented projects 
(9) Encourage personnel to circumvent rigid procedures and 

bureaucratic red tape. 
(10) Reward and promote innovative personnel 

 

The application of these rules creates an environment conducive to 

and supportive of potential entrepreneurs. The result is a corporate 

philosophy that supports intrapreneurial behaviour. To re-engineer 

its thinking, an organisation needs to examine and revise its  

management philosophy. Enterprise must discard obsolete ideas 

about cooperative cultures, management techniques, and values of 

managers and employees. New challenges require the development of 

new culture and new values. Souder (1981) provides the  

following  steps  that  could  help  restructure  corporate  thinking  

and  encourage  an entrepreneurial environment: 

(1) Early identification of potential entrepreneurs 

(2) Top management sponsorship of entrepreneurial projects 

(3) Creation of both diversity and order in strategic activities 

(4) Promotion of intrapreneurship through experimentation and 

(5) Development   of   collaboration   between   intrapreneurial   

participants   and organisation at large. 

 

Specific elements of a corporate intrapreneurial strategy Kuratko 

and Hodgetts (2001) noted that, to create an intrepreneurial strategy, 

organisations should be aware of the following: 

(1) The corporations that promote personal growth will attract the best 

people. 

(2) The challenge of the new entry is to retain the manager as 

coach, teacher and mentor. 

(3) The best people seek ownership and the best companies will provide 

it with bonus plans, stock incentive plans, employee stock-option plans, 

profit-sharing and even employee ownership. 

(4) Authoritarian management is being replaced by a networking-

people style of management characterized by horizontal coordination 

and support. 

(5) Intrapreneurship within the corporation allows employees the 

satisfaction of developing their ideas without the risk of leaving the 

company. 
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(6) Large companies are taking lessons from small businesses and 

learning how to be flexible, promote innovation and create new spirit. 

 

Steps in Intrapreneurial development in organizations 

 

The followings are the necessary actions that could ensure 

intrepreneurial development in corporate organisations: 

(a) Developing the vision: The first step in planning an 

intrepreneurial strategy for the enterprise is sharing the vision of 

innovation that the corporate leaders wish to achieve (Collins and 

Porras, 1996). This shared vision requires identification of specific 

objectives for corporate entrepreneurial strategies and of 

programmes needed to achieve these objectives. 

(b) Encouraging innovation: All writers on intrepreneurship are in 

agreement that innovation is the distinguishing characteristics of 

entrepreneurship. Corporation must understand and develop 

innovation as the key element in their strategy.  

Kuratko and Hodgetts (2001) stated that one way to understand this 

concept is to focus on two different types of invocation: radical and 

incremental. 

Radical innovation: Is the launching of inaugural breakthroughs 

e.g. mobile phone in our own environment, at the start of this century. 

These innovations take experimentation and determined vision, which 

must be recognized and nurtured. 

 

The Incremental innovation refers to the systematic evolution of a 

product or service into newer and larger markets. Incremental 

innovation, will take over after a radical innovation introduces a 

breakthrough. Both types of innovation require a champion the person 

with a vision and ability to share it and top management support. 

(c) Structuring for an intrepreneurial climate. The final and most 

critical step is to invest heavily in intrepreneurial activities that allow 

new ideas to flourish in an innovative environment. When this is 

coupled with element of innovation strategy, it can enhance the potential 

for employees to become venture developers.   Krackhardt (1993) notes 

that, to develop employees as a source of innovation in corporations, 

companies need to provide more nurturing and information-sharing 

activities. They need to develop a climate that will help innovation-

minded people to reach their full potentials. 
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Management has to encourage intrepreneurial activities, and have 

proper control of human resource policies. It must also sustain a 

commitment to intrepreneurial projects long enough for a momentum 

to occur, and to bet on people not on analysis (Sathe, 1988). 

(d) Developing Venture Teams: Venture teams hold the potential 

for producing innovative results in organisations.  Reich (1987) 

termed it collective intrepreneurship. He noted that, in it, 

individuals' skills are integrated into a group. This collective capacity 

to innovate becomes something greater than the sum of its parts. Over 

time, as group members' work through various problems and 

approaches, they learn about each other's abilities. They learn how 

they can help one another better. Each participant looks out for small 

adjustment that speeds and smoothes the evolution of the whole. 

The result of many such small-scale adaptations, effected 

throughout the organisation, is to propel the enterprise forward. 

 

Intrapreneurs 

 

Intrapreneurs are persons who can turn ideas or prototypes into 

profitable realities, but may not be inventors. They are team-builders 

with commitment to a strong drive to see their ideas become a reality. 

Intrapreneurs are often described as "dreamers who do" as they tend to 

be action-oriented. When faced with failures, or setbacks, 

intrapreneurs employ an optimistic approach. They objectively deal 

with their own mistakes and failures learning to avoid making the same 

mistakes again. This is part of what helps to make them successful  

(Kuratko and Hodgetts, 2001). Intrapreneurs are self-determined 

goal setters. They go beyond the demand of their duty to accomplish 

their goals. They do not blame their failures on external forces, but they 

use the knowledge gained from failure to improve their future  

performance. They combine vision and action. Dedication to creative 

idea is important to them. Kuratko and Hodgetts (2001:71) present 

a list of Ten Commandments of an intrepreneur. This is shown in 

table 2 below. 

 

Table 2: Ten Commandments of an intrapreneur 

1. I come to work each day willing to be fired 

2. Circumvent any orders aimed at stopping your dream 
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3. Do any job needed to make your project work regardless of your job 

description. 

4. Network with good people to assist you 

5. Build a spirited team: choose and work with only the best 

6. Work underground as long as you can-publicity triggers the corporate 

immune mechanism 

7. Be loyal and truthful to your sponsor 

8. Remember it is easier to ask forgiveness than permission 

9. Be true to your goals, but be realistic about the ways to achieve them 

10. Keep the vision strong 

 

Source: Kuratko, D.F. and Hodgetts, R.M. (2001 p. 71) 

 

Intrepreneurial myth 

 

It is to be noted that a number of myth surrounds the intrepreneurial 

personality as in the case of entrepreneur. Infact a number of 

similarities exist between the entrepreneurs and intrapreneurs. As a 

result many of the myths about entrepreneurs are carried over as myth 

about intrapreneur. These include:- 

1. That the primary motivation of intrapreneurs is the desire for 
wealth. Kuratko and Hodgetts (2001) note that the fact shows that the 
process of innovation is the prime motivation. 

2. That intrapreneurs are high risk takers. Again Kuratko and Hodgetts 

(2001) state that the fact shows that intrepreneurs are moderate 

risk taker is a more realistic description of intrepreneurs. 

3. That intrapreneurs lack analytical skill and as such they "shoot from 

the hip". The fact shows that intrapreneurs are extremely analytical, 

even though it appears they shoot from the hip. 

4. That intrapreneurs lack moral of ethics due to their strong desire to 

succeed. The fact shows that in present day society, intrapreneurs 

must be highly ethical and have morality in line with society's 

expectations, for their own survival.  

5. That intrapreneurs have a power-hungry attitude and are 

highly interested in building an empire. Kuratko and Hodgetts (2001) 

note that the fact show that most intrapreneurial enterprises are small 

and conservative, and are more interested in profit and growth than 

empire building. 
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Characteristics of Intrapreneurs 

 

One can focus on the characteristics of intrapreneurs as a way 

of describing the intrapreneur. Kuratko and Hodgetts (2001) 

present in tabular form comparative characteristics of the 

traditional manager, entrepreneur and intrapreneurs along nineteen 

dimensions. These dimensions will be employed here to describe the 

characteristics of intrapreneur. They are as follow: 

Primary motive: Intrapreneur wants freedom and access to 

organisation resources, goal oriented and self-motivated. He also 

responds to corporate rewards and recognition.  

Time orientation: Has end goals of 3 to 15 years based on the type of 

venture. In hurry to meet self-imposed and corporate time-table. 

Tendency to action: Gets his/her hands dirty, may know how to 

delegate, but when situation demands does what needs to be done. 

Skills: Like the entrepreneur he/she knows the business very well. 

But his/her situation demands ability to progress within the 

organisation, when he/she needs help of other members of the 

organisation. 

 

Attitude toward courage and destiny: Self-confident and 

courageous, many are cynical about the system but optimistic about 

their ability to outwit it (Kuratko and Hodgetts, 2001). 

 

Focus of attentions: Both inside and outside. He sells his new 

venture ideas to insiders. He also focuses on the marketplace and the 

customer 

Attitude toward risk: Like moderate risks. Not afraid of being fired, 
he/she sees little personal risk. 

Use of market research: Like the entrepreneur, he/she does his/her 

own market research and carries out intuitive market evaluation. 

Attitude toward status: Treasures symbols of freedom and 

considers traditional status symbols as a joke. 

Attitude toward failure and mistakes: Attempts to hide risky 

projects from others so as to learn from mistakes without the political 

cost of public failure. He is also sensitive to the need to appear orderly. 
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Decision-making style: Skillful in getting others to agree with his 

private vision. A little more patient and prepared to compromise than 

the entrepreneur. 

Who serves: He/she pleases self, customers and sponsors or mentors. 

Attitude toward the system: Dislikes the system but learns to 

manipulate it. 

Problem-solving style: Works out problems within the system or 

he/she by passes them without leaving. 

Family history: Entrepreneurial, small-business, professional or farm 

background. 

Relationship with parent: Better relationship with father, than 

entrepreneur, but still storing. Socio economic background: Middle class 

social membership. 

Educational level: Often highly educated, especially in the technical 

areas, but sometimes not. 

Relationship with others: He/she sees transactions within hierarchy 

as basic relationship. 

To create the climate of in-house entrepreneurial behaviours, 

organisation must develop four characteristics, these are (1) Explicit goals 

(2) A system of feedback and positive reinforcement (3) An emphasis on 

individual responsibility and (4) Rewards based on results, (Kuratko and  

Hodgetts, 2001).  It  should  be  pointed  out  that  specific  

strategies  for  corporate entrepreneurship call for the development of 

a vision as well as development of innovation. 

 

Entrepreneurial Perspective 

 

The word entrepreneurial: Is the adjectival form of the word 

entrepreneur. It is used to qualify a person, a situation, an 

organisation or a group of people who are exhibiting  

behaviours that are typical of entrepreneurs or intrapreneurs, based 

on the discussion of both concepts presented earlier on in chapter one 

and this chapter. When a person is said to be entrepreneurial in outlook 

it means that the particular individual has a perception that is  

characteristics of entrepreneur. If a group of people are described as 

being entrepreneurial in behaviour it means that their outward 

activities and actions represent that of the typical entrepreneur. An 

organisation that is viewed as being entrepreneurial will exhibit in 
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it structural and behavioural components those features that best 

describes organisation that are established and managed by the 

creative empire builder. When people talk about entrepreneurial 

strategy the focus is on the practice which typical entrepreneur employs 

in the management of his/her enterprise. Here we examine some of the 

entrepreneurial perspective in terms of entrepreneurial or strategic 

management, entrepreneurial emergence entrepreneurial behaviour, 

entrepreneurial performance, entrepreneurial structure, entrepreneurial 

opportunities to mention just a few, Entrepreneurial management: Refers 

to a situation where an organisation’s is leadership exhibit style of 

management that is characteristics of entrepreneur. Kazmi (2003) notes 

that by their nature entrepreneur plays a proactive role in strategic 

management. As initiators, they provide a sense of direction to the 

organisation, they set objectives and formulate strategies to achieve- 

them. Entrepreneurs are major implementers and evaluators of  

strategy. The strategic management employed by the entrepreneur is 

often not based on a formal system, and in practice they play all strategic 

roles at the same time. Strategic decision is quick and the entrepreneurs 

generate a sense of purpose among their subordinate (Kazmi, 2003). 

Entrepreneurial management therefore represents a management 

pattern that is not distracted by bureaucratic practice and unnecessary 

formalism. It has a feature of speedy reaction to events in its 

immediate environment. 

 

Entrepreneurial emergence: This is a focus on the processes of 

coming into existence of new entrepreneurial organisation. Lessem 

(1983) and Bouwen and Steyaert (1990) provide conceptual models of 

entrepreneurial emergence. The essential elements of the process of  

entrepreneurial emergence are entrepreneur's vision, motivation, 

skills or competence, - interpersonal relationships, social network and 

interaction, called the dialogue process. Lessem (1983) contends that 

the entrepreneur is an artist who builds an organisation based  

on object (business) and the subject (the person) and the product of 

the two (trade). The entrepreneur establishes an organisation by 

establishing mutually beneficial relationships.  

 

The combination of personal characteristics in terms of ambition and 

vision of the entrepreneurs and Situational constraints that favour 

emergence at a point in time determine entrepreneurial emergence. 
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Entrepreneurial behaviour: This refer to the attitudes, feeling, 

beliefs, actions, event and sentiment of the entrepreneur that are 

brought to bear on the activities carried out by his/her  

organisation in interaction with relevant constituencies. A classical 

presentation of entrepreneurial behaviour was presented by Stevenson 

and Gumpert (1985) and Stevenson (1989) along the dimension of 

strategic orientation, commitment to seize opportunity, commitment 

of resources, control of resources and managerial structure. Kets de 

Vries (1985) focuses on the dark side of entrepreneurial behaviour.  

 

The truth is that a focus on entrepreneurial behaviour exhibited by 

an individual or an organisation brings out clearly discussions on the  

characteristics that are typical of entrepreneur. 

 

Entrepreneurial performance: This is closely linked with behaviour, if it 

is viewed from the qualitative dimension of specifying required 

qualities for performance. But it is a distinctive entrepreneurial 

perspective when viewed from the quantitative dimension of  

what it takes to be successful. It is this entrepreneurial performance 

aspect that Drucker (1985) refers to as entrepreneurial practice. 

 

Drucker (1985) highlights three dimension of entrepreneurial 

performance, these are: (1) The practice of innovation, (2) The practice 

of entrepreneurship which is entrepreneurial management in (a) 

Existing business (b) Public organisation (c) New venture, (3) 

Entrepreneurial strategies converting innovation into market place 

reality. These entire three dimensions constitute entrepreneurial 

performance. 

 

Entrepreneurial structure 

 

Entrepreneurial structure represents the most elementary or simplest 

form of structure and is appropriate for an organisation that is owned 

and managed by one person (Ogundele, 2000, and Kazmi, 2003). The 

small-scale business units of any description or a mini-service  

outlet may display the characteristics of organisations, which are based 

on entrepreneurial structure. The typical entrepreneurial organisations 
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are single-business, product or service firms that satisfy local market 

needs. The owner manager oversees all decisions ranging from  

day to day-operational issues to matters of strategic decisions. The 

entrepreneurial structure has the advantages of quick decision-making, 

due to centralization of power; timely response to environmental changes 

and informal and simple organisation form. It also has a number of  

disadvantages; namely excessive reliance on owner manager could be 

too demanding for the owner manager. Attention of owner 

manager may be too much on day-to-day operational issues, thus 

neglecting strategic decision and may be inadequate for future  

requirements as organisation grows. 

 

Entrepreneurial opportunities 

 

Kuratko and Hodgetts (2001) note that the opportunities for potential 

entrepreneurs in a free enterprise economy are unlimited. The 

continual changes in the economic, political, technological and other 

environments provide continuous flow of potential opportunities, if only 

if, an individual can come up with a profitable idea in the apparent chaos 

that surrounds such environment (Ogundele, 2003). 

 

There will be immense opportunities in this century. It is certain 

that entrepreneurial opportunities will be appearing for individuals 

who are prepared to take risk. However, the discipline of 

entrepreneurship can be learned to better prepare individual willing 

to take advantage of entrepreneurial opportunity. Consequently an 

individuals ability to act entrepreneurally may be improved. The 

decision to act entrepreneurally is and will always be that of individual 

entrepreneur or a group of entrepreneurs. 

 

Entrepreneurship, Intrapreneurship and Entrepreneurial 

Confluence 

 

The assumption of the process approach used in this book is that 

entrepreneurship, intrapreneurship and being entrepreneurial 

cannot be studied entirely from one frame of reference of view such 

as the individual or person, or the organisation or enterprise.  

They must, therefore, be considered holistically. From the holistic 

point of view there exist some convergence in the relationship of these 
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constructs. The fact is that entrepreneurship, intrapreneurship and 

entrepreneurial interplay results from three elements situated in a 

given environment (Kao, 1989). These are, the person, the task and 

organisational context in given environment as shown in Figure 1 

below, whereas EIE stands for entrepreneurship, intrapreneurship and 

entrepreneurial. 

 

Figure 1: The EIE Analytical framework 

            

        

 

               The person    The environment 

 

 

 

  

     
    The task    
        The organisational context 
 
Source: Adapted from Koa, J.J. (1989) Entrepreneurship creativity and 
organisation: Text, cases and readings, Englewood cliff: prentice hill Inc. 

 

The first element "the person" stands out clearly. Entrepreneurship, 

intrapreneurship, and being entrepreneurial refer to the activities of 

the entrepreneur or intrapreneur who is a person or group of 

persons. Therefore new ideas are not implemented by organisation, 

technology or infrastructure, they emerge through the activities of 

people. This calls for an understating of people's motivations, 

personalities, skills, experience, education and psychological make-

ups. It may be relevant to know that a person has problems with 

authority based on previous work relationship (personality issue) or he 

had work experience in small indigenuious organisations (experience) 

and so on. 

 

The "task" dimension refers to what an individual, a group of people or an 

organisation does. An individual vision or that of a group of individuals 

can determine task. They are then shaped by organisational strategy 

and are also influenced by the relevant external environment. The  
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entrepreneur's relevant tasks relate to generating new ideas or 

techniques of exploiting opportunities (creative tasks) converting the 

idea into tangible good or services (operational or managerial tasks). As 

the entrepreneurial organisation emerges to serve as vehicle for the  

vision, the nature and complexity of tasks must change as the 

organisation grows and becomes bigger (Kao, 1989). 

 

The "organisational context" emphasize the immediate setting in 

which innovative and entrepreneurial activities take place. Relevant 

at this level is organisation structure, and system of relationship, 

specification of work roles, and group culture which have influence  

on the nature of entrepreneurial environment. These factors can 

inhibit or promote entrepreneurship, intrapreneurship and 

entrepreneurial actions. They can become even more important 

factors for the organisation to content with as it becomes bigger and 

bigger. 

 

The three elements exist within a larger environment of the outside 

world that surrounds the organisation. The external environment is 

important to entrepreneurship, intrapreneurship and entrepreneurial 

activities as source of many external resources e.g. capital, raw material,  

information, technology, people, expertise and professional advice. It is 

also important as market for the goods and services produced by the 

organisation. Like the organisational context, it can inhibit or 

promote entrepreneurship, intrapreneurship and entrepreneurial  

activities. Koa, (1989) notes that the environment also defines the 

competitive situation made up of competitors, regulatory forces, and 

development stage of technology. Table 3 below summarizes the EIE 

analytical framework. 

 

The entrepreneurial strategy and the environment determine the 

tasks and the forms that an organisation assumes. Strategy provides 

the overall goals and purposes of the organisation thus shaping the 

tasks. The influence of the environment comes in terms of  

availability of resources and other forms of influences on the operating 

environment. The success of the entrepreneurial organisation is 

determined by a fit between its strategy and the environment. Kao 

(1989) notes that whatever their strategy and environment,  

entrepreneurial organisation must address several basic challenges.  
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For one, they must handle information effectively. This is because 

organisations are information processing mechanisms, their central 

tasks include; getting information, disseminating it within the  

organisation and using it to make decisions. Information processes 

determine organisation capability to interact efficiently with its 

environment and pursue its goals. 

 

Table 3: Elements of The EIE Analytical framework 

 

The Person   The Task  The Organisational Context  

Motives, personality           What the person Structure, culture, roles, 

Skills, experience                 does, inner/outer   policies human systems, 

Psychological                        influence,               communication system may limit 

Preferences                           creative tasks or facilitate creativity and  

Entrepreneurship operational/managerial tasks. 

The Person 

Modes of influence               Nature and variety of 

may change as the              tasks change as 

Organisation evolves            the organization evolves 

The environment 

 External resources; capital 

 People, information and expertise 

 Infrastructure 

 Competitive pressure 

 Social values /mores 

 Regulation 

 State of technology 

 

Become more significant as the organisation evolves. Need for coordination integration 

and leadership 

 

Source: Adapted from Kao, J.J. (1989, 7) Entrepreneurship creativity and 
organisation: Text, cases and reading, Englewood cliffs; prentice- hall inc. 

 
 

Organisations must also balance the need for differentiation and 

integration. Differentiation refers to diversity in perception and feelings 

of people with different functional orientations. Integration is the ability 

of an organisation to bring about necessary collaboration between  
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functional specialists and organisational units to cope effectively 

with environmental challenges. Differentiation affects the ability of 

an organisation to respond to change.  

 

Specialization decreases flexibility at both the individual and operating 

unit levels. Changes in the environment, strategy and available 

resources can also cause difficulty in achieving desirable level of 

integration. 

 

In addition entrepreneurial organisation must achieve a degree of 

structural formality appropriate to the degree of uncertainty and 

ambiguity which characterize their key tasks. High degree of task 

certainty promotes the emergence of formal structure to attain 

operational efficiency. Conversely, high degree of task uncertainty calls 

for a need to have flexibility and greater informality in structural 

patterns. Entrepreneurial organisations are those with the highest 

degree of uncertainty and ambiguity (Kao, 1989). 

 

The confluence of entrepreneurship has been used to explain the 

close links between entrepreneurship, intrapreneurship and 

entrepreneurial activities by focusing on the person, the task, the 

organisation context and the outside external environment.  

 

These four elements affect and are affected by entrepreneurship, 

intrapreneurship and entrepreneurial activities. 
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CHAPTER 3 
 

APPLICATION OF 
ENTREPRENEURSHIP 
RESOURCE-BASED THEORY ON 
BUSINESS RESEARCH: A 
REVIEW OF LITERATURE 
 
T. Tadema and O. Adejana 
 
 
 
 
 
 
 
Introduction 
 
The firm is faced with varieties of decisions and obstacles to source and 
convert its’ resources for competitive advantage within and beyond its 
industry. Such problems are cogwheel to the smooth running of the 
firm/enterprise. Therefore,  this paper focus on analyzing the extent to 
which Entrepreneurship of resource based theory has influenced 
involvement and research in Business, the connection between Resource 
based theory (RBT) and Entrepreneurship (E), as explored by various 
scholars (Sharon and Howel 2001; Barney 2001; Kostopoulous, Sparos 
and Prastocos 2001). This  research relied on secondary data. Some of the 
findings include the following: much of literature emphasized internal 
resources of the firm as the principal driver of firms’ profitability and 
strategic advantage. Important aspects of Entrepreneurship as it affects 
RBT is being ignored.  The researcher therefore recommended, drawing 
from these studies, and theories for relatively new field of 
Entrepreneurship of the Resource based theory to focus on aspects that 
leverage on resources for entrepreneurship action and thereafter 
integrate relevant theories and empirical evidences for further analysis. 
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Entrepreneurship activity is principally derived from resources. Resource 
is a vital ingredient required by Entrepreneurs and organizations for the 
various legitimate products, services and projects of the firm. The 
resource based View has ensured focus on the black box of the firm 
(Kostopoulous, Sparos and Prastocos 2001). Entrepreneurship of the 
Resource Based Theory (RBT) is a relatively new field of study which is 
developing, prior to other studies which has focused more on the RBT, 
Resource Based View, Resource based Framework…..etc. this study aims 
at shedding light on the interrelationship between E and RBT. 
Entrepreneurship which has been defined in many ways is the strategic 
deployment and redeployment of the firms’ resources towards attainment 
of its Vision and objectives. However, the resource based theory has basic 
assumption on the firms’ heterogeneity rather than its homogeneity of 
services available from resources towards attaining competitive 
advantage.  
 
Evolution Of Theory  
 
Entrepreneurship in Nigeria needs a moderate amount of resource 
investment for effective and efficient achievement of the firms’ goals and 
objectives. Competitive advantage in a competition driven environment 
assumes that resources of a organization should be heterogeneous in 
nature.(Konstantinos,Yiannis,and Gregory). However, strategy employed 
is important for success Jose (2015), in order to achieve strategic market 
position, to gain and expand its market share and also maintain a larger 
share of the Industry clients. While the influencial field of resource-based 
was named, which could be found in earlier works like Penrose (1959), 
Stigler (1961), Chandler (1977), foundations of resource was gradually 
established and its enormous effects on the performance of firms has 
been researched into by these scholars of old. This neoclassical focus was 
further built upon by Barney (1991) who developed the resource-based 
framework. Thereby setting a good foundation for other scholars to 
deliberate upon. This also launched the introduction of resource-based 
research with regard to other field of study such as entrepreneurship, 
Innovation, Knowledge based- resource amongst many other. 
 
The Resource Based Theory (RBT) emerged based on the need to leverage 
on internal resource (Inherent) of the firm, (Penrose, 1959), RBT which 
aims at creation of competitive barriers through judicious deployment of 
firms resources for a sustained competitive advantage amongst other 
goals. In this vein, the Entrepreneur optimizes his resources for 
competitive advantage, strategic positioning, within an industry of 
operation. He is considered as the Visionary of the firm, who he 
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articulates long term vision aimed at increased innovation. According to, 
Penrose (1959), when referred to in (Jose Francisco ENRIQUEZ-DE-LA-
O, 2015), established the study of resources-based, in the theory of 
growth of the firm where she portray the firms as “flesh and blood” 
organizations which consist of human and non-human resources.  These 
resources according to the RBV include human, assets, organization 
process, information, and knowledge….etc.  (Lockett , Thompson , and 
Morgernstern ,( 2009) present three central elements of RBV: resource 
functionality, resource combination, and resource creation and decay. 
However, both the resource based theory and Entrepreneurship theory 
employ the same unit of analysis. The resource (Sharon and Lowell, 
2001). RBT lies under the following assumptions of (a) Resource 
Heterogeneity, (b) Ex-Post limit to competition,(c) Imperfect factor 
mobility, and (d) Ex-ante limit to competition,  ( Sharon  and Lowell, 
2001). However, Barney (1991) in his own analysis presents the following 
assumption: Value, Rareness, imperfectly imitable and no close 
substitution.  Analyzing this two results lead to the same destination, as 
they both tried to express in words their presentation of the firm. 
 
In addition, the central theory of RBT addresses the fundamental 
question of why firms are unique and how they achieve and sustain 
competitive advantage via deployed resources (Konstantinos. 
Kostopoulos, Yiannis . Spanos and Gregory . Prastacos, 2001). These 
Scholars write on facts that helps add value to the firms while being 
exceptional. Basic similarities in these works is that the firms employ 
resources that are heterogeneous in nature to achieve inimitable products 
and services that cannot be overthrown even by innovation. The thin line 
here is the distinct combination of resources as explained by the 
RBV.  Many scholars who have contributed to the development of 
resource based theory, Penrose (1959), Barney (1991), Conner (1991),an 
extension to Entrepreneurship was drawn by ( Sharon  and Lowell  2001), 
and Dynamic Capability as influencing RBV was presented by (Jose 
Francisco ENRIQUEZ-DE-LA-O, 2015). Resource and capacity to deploy 
the required resource as well as coordinate innovative products and 
services of the firm are defined Capability.  
 
Entrepreneurship Resource Based Theory (ERBT) on the other hand as 
explored  by (Sharon  and Lowell ( 2001) on firm relationship, occurs 
when much of the resources used is principally the entrepreneur’s 
inherent skills to identify potential opportunities but the firms activities 
are carried out through other firms’ resources via employment. 
Entrepreneurship has its parameters which is quite different from the 
RBT. The first aims at creativity and innovation while the latter is more 
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concerned with the lasting impression of products in the market amidst 
competition in the industry. 
 
Empirical Assessment Of Theory In Business Research  
 
Evidence shows that important aspects of competition success includes 
effective and efficient leverage of the internal and external environment 
of business. Key issue in the application of RBT to Entrepreneurial 
activities posit that assets will only generate short term advantage until 
they are imitated in the heterogeneity stance. Thus,Sharon  and Lowell 
(2001) argue that Entrepreneurship is about cognition, discovery, pursing 
market opportunities, and coordinating knowledge that leads to 
heterogeneous outputs. Research conducted which focused on the risk 
taking and achievement driven aspects of the entrepreneur had a 
disappointing finding. Busenitz and Barney (1997) quoted in  Sharon  and 
Lowell ( 2001) has shown that Entrepreneurs use heuristics more 
extensively than managers in larger organizations, they simply break 
down strategies to simpler nodes in complex decision making situations. 
After summarizing some key arguments ofBarney (1991), conclusion was 
drawn that the search for sources of sustained competition must focus on 
firm heterogeneous and immobile resources, a condition which states that 
firms vis-à-vis their industry of operation all have same amount and kind 
of physical, human, and organization capital. However, upon analysis, the 
result showed impossibility for firms to enjoy sustained competitive 
advantage, because they possess same result. Except for the “first mover 
advantage” where the first entrants benefit access to customers, 
distinguished channel of distribution, reputation, goodwill  and other 
benefits, long before other firms step in. In this vein, Konstantinos .  
Yiannis and Gregory ( 2001) refer to Entrepreneurship as the Long-term 
articulation of vision for the firm that aims at growth through innovative 
product and technology delivery.  
 
In the analysis of the relationship between organization capabilities and 
competitive performance of some firms, Jacir , Darlan and Simon (2016), 
using RBV method, the study found that technology, central planning of 
raw materials, and centrally planned sales were classified as valuable 
resources of the firm. Also, the inclusion of rare resources through 
programs for sustainable agriculture, made the RandD, Technology, and 
exclusive contract difficult resources to imitate. However, for the 
organization resources, the new products developed, market niche carved,  
and structured distribution capacity was a good enough differentiating 
factor  for the firm. 
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Firms Resource and Competitive Advantage 
 
The RB Framework posits achievement of competitive advantage in 
environment where there is no stern competition. Otherwise, attaining 
and sustaining competitive advantage as rival firms may not perform at 
required level, nor possess required resource to be a threat. 
 
Firms resources may be heterogeneous and immobile based on the 
assumption propounded by Barney (2001), in order to have a competitive 
advantage, which Entrepreneurs can leverage upon, the following 
attributes must be present: 

(a) Valuable: firm must leverage on the internal strength and 
opportunity, by exploiting them and neutralizing the threats and 
weaknesses. 

(b) Rare: the unique selling point of the firm must be strong enough to 
bar existing firms and potential firms from taking over the market 
position. 

(c) Imperfectly Imitable: this can only be attained based on dynamic 
peculiarities of the firm such as its culture, reputation, goodwill, 
social, complex technology etc. 

(d) No equivalent substitute: meaning there is no close competition. 
 
Sharon and Lowell ( 2001) Identify issues that address distinctive domain 
of Entrepreneurship, the entrepreneurial discovery and heterogeneity as 
posited by the focus should be on the process. Kirzner (1979) as cited in 
Sharon and Lowell(2001) developed the term “entrepreneurial alertness”, 
an ability to see valuables from scratch/scrap. Seeing through insight.  
 
A comprehensive review of the report of  Sharon  and Lowell ( 2001), 
shows how entrepreneur involves funders unique awareness of 
opportunity and ability to acquire resource needed to explore 
opportunity, using an entrepreneurial lens: while other scholars made 
linkages and relationship between these two phenomenon, Chandler and  
Hanks (1994), in their study rather identified and introduced new 
resources such as : Entrepreneurship awareness, insight, 
entrepreneurship knowledge, resource consideration.   
Resource Heterogeneity Vs Value 
Expost Limit to Competition Vs Rareness 
Imperfect factor mobility Vs Imperfectly Imitable 
Ex-ante limit to competition Vs No equivalent substitute 
 
The use of a bundle of visible and invisible resources at a firm’s disposal 
to achieve a short-run competitive advantage into sustained competitive 
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advantage has been proven by many models, Barney (1991) shows the 
relationship between traditional SWOT analysis:  “Strength enhanced to 
conceal the organization weaknesses and the opportunities seen are taped 
into to neutralize the threats or manage it prudently”. Sustained 
competitive advantage as expected from strategic  resource deployment is 
expected to  contribute to a firms Entrepreneurial success. 
 
Entrepreneurship Discovery and heterogeneity 
 
Resources determining a firms capacity to innovate as presented 
by(Konstantinos ,Yiannis  and Gregory ( 2001) include the investment of 
Firms financial resources (internal and external), mixed with Technical 
(IT Systems, engineering) and intangible resources (Human, Knowledge).  
Entrepreneurship is the expression of creativity and innovation as 
induced by the entrepreneur who is regarded as the vehicle that 
coordinate all other resources to achieve the peculiar Vision and goals of 
the firm, having in mind the potential innovators and imitators who can 
be a threat to the firm in the short or long run. 
 
Research evidences indicates proactive effect of RBV on 
Entrepreneurship, as it helps firms identify key indicators taking into 
consideration the following: (Jose Francisco ENRIQUEZ-DE-LA-O, 2015) 
Knowledge investment 
Caring workspace 
Work life balance program 
Diverse management practices 
Work engagement 
 
So it is possible to advance arguments for Entrepreneurship based theory 
in Nigeria where there are many Entrepreneurs. (Konstantinos, Yiannis 
and Gregory ( 2001) Contends that there are surely reasons in principle 
to believe that strategies used in provision of unique products and 
projects come from looking inward for resource endowments and core 
competences. 
 
In fact, many of the contributors attempt a scholarly perspective under 
the resource based-theroy. Technical aspects of the entrepreneurship has 
exclusion of the internal environment (given the growing magnitude of 
employment problem in the country), we articulating the relationship 
among firms resources, for competitive advantage and Entrepreneurship 
involvement. A most recent addition to the collectionof resources is the 
collection is social capital. (Chrisholm and Nielsen, 2009; Okpara , 2009), 
as cited in (Hernan 'Banjo Roxas and Doren Chadee, 2011). These include 
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“networks, informal connections, inter-firm relationships, and 
managerial ties which are considered a critical resource  base”. 
 
An examination of this social capital suggest superior performance of 
firms is a function of appropriate combination of resources. Survey of 175 
small export firms in the philipines showed positive relationship between 
firms social capital and export knowledge. (Hernan  and Doren 2011).  
 
Critique Of Theory  
 
The main reason for adopting the resource based theory is anchored on 
firms attainment and sustenance of competitive advantage. Much ado has 
been placed on this aspect of the RBT of literature. Scholars have 
identified and emphasized various submissions, ranging from the internal 
resource of the firm as principal driver of firms’ profitability and strategic 
advantage (Kostopoulous et al 2001). In Konstantinos , Yiannis and 
Gregory (2001) resource heterogeneity, expost-limit to competition, 
Imperfect factor mobility, and Ex-ante limit to competition has presented 
as characteristics of RBV  (Penrose 1959,Mahoney 2001,  Sharon  and 
Lowell 2001). However, limitations of the RBV has a high focus of 
attention on the firm, disregarding the Ultimate resource (the 
Entrepreneur).  Other aspects of the Resource characteristics has been 
considered as strategic assets. (Barney, 2007).  Amit and Schoemaker 
(1993),  made a succinct distinction of resources and capabilities,  Baney 
(1991) in his study examined the link between firms resources and 
sustained competitive advantage. 
 
Theoretically, central premise of RBV addresses why firms are different 
and peculiar contribution to advance deployed resources. One of the most 
recent deployed resources include the inclusion of Capabilities that 
determine “Learning, of response, marketing skills, and dynamic 
capabilities”. (Konstantino, Yiannis and Gregory 2001) Meanwhile,  
Sharon  and Lowell  (2001) present a concise analysis of firms, identifying 
issues that address distinctive domain of entrepreneurship. However, 
lack of concentration given to Entrepreneurship theory has failed to 
integrate creativity and innovation activities (Barney, 2001). Different 
agents have varied beliefs about relation value of resources when inputs 
are converted into outputs. While RBT sees the firm as the resource, 
Entrepreneurship theory refers more to the drive in achieving set targets. 
In addition the generally acceptable Entrepreneurship sense,  there has 
been active debate among management scholars concerning the relative 
importance of the firms internal capabilities to attain a sustainable 
competitive advantage.  
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Conner (1991) argues that the fundamental distinction between resource-
based theory and transaction costs theory is that resource-based theory 
focuses on the deployment and combination of specific inputs while 
transaction costs theory focuses on the avoidance of opportunism. 
 
Conclusion and Recommendations 
 
This study has examined the research works carried out on 
Entrepreneurship of Resource based theory in Business Research and 
drawing on an established  bilateral relationship between RBV and 
innovation, and activity of entrepreneurship, Konstantinos  Yiannis and 
Gregory ( 2001) However, much of these scholars have failed to address 
important questions as regarding Entrepreneurship involvement and 
sustenance. Since the Entrepreneur is considered as the risk taker for the 
firm and the sole drive/coordinator of all organization resources. Also, 
distinctions need be drawn between static and dynamic resources,  
 
It is therefore proffered that more research be carried out on the field of 
Entrepreneurship viz-a viz resource based approach. More recent 
research should shift attention from RBT to Entrepreneurship inclusion, 
innovation, capability of firm, knowledge based view and other novel field 
of research. Also, opportunity awareness and resource acquisition as 
identified by  Sharon  and Lowell ( 2001) should be considered in further 
research. While the availability of  resources such as financial resource 
has capacity to support a firms innovative activity, (Lee et al 2001). 
Whereas, the reverse could breed limited innovation. Empirical indication 
of the firms potential to achieve added value include: value, rareness, 
imitability and substitutability. Research evidence on ERBT offers new 
directives for strategic management. 
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CHAPTER 4 
 

THE THEORIES OF 
ENTREPRENEURSHIP  
 
By I. Abdulraheem PhD  

 
 
 
 
 
 
 
Introduction 
 
With the ever-growing interest in the study of entrepreneurship, there is 
a need for a framework that defines the domain of the field, its building 
blocks, and variables of interest.  Research into the roots of 
entrepreneurship could also benefit from richer data that allows 
disentangling different interpretations. Entrepreneurship is considered 
an essential way to promote efficiency, improve productivity, and provide 
better service. Entrepreneurship leads to social, economic, and political 
innovation. Entrepreneurship is not merely the process of founding a new 
venture. Entrepreneurship is defined as a process of value creation and 
appropriation led by entrepreneurs in an uncertain environment (Mishra 
and Zachary 2014).Entrepreneurship is an inherently complex, dynamic 
process in which entrepreneurs act in the face of uncertainty to discover 
and create opportunities, colliding with other entrepreneurs in the 
process to disrupt markets continually (Chiles, Vultee, Gupta, Greening, 
and Tuggle, 2010). , Shane and Venkataraman observe that 
entrepreneurship "has become a broad label un- der which a hodgepodge 
of research is housed" (2000: 217).  Current entrepreneurship research is 
indeed "a coat of many colours," but this stems only partly from a lack of 
an organizing framework. There is clearly a need for improving theory 
building, enhancing rigor in invoking and applying established theories, 
and directing greater attention to design and methods. 
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The Theories of Entrepreneurship 
 
As is now widely acknowledged, there are many ways to theorize 
(Delbridge and Fiss, 2013). If this is the case, there cannot be one 
framework. Critical evaluation of theoretical systems is crucial for 
knowledge to progress. Theory has come to be recognized as a big tent. 
More recently, fuzzy set theorization is gaining currency as yet another 
way of overcoming the problematic assumptions of the general linear 
model (Ragin, 2008). Such diversity of approaches is especially evident 
within entrepreneurship studies. Examples include cultural 
entrepreneurship, technology entrepreneurship, storytelling, dynamic 
creation, entrepreneurial sensemaking and complexity theory 
(Lichtenstein, 2011), to name just a few. Since the entrepreneurship field 
is multidisciplinary, the theory of entrepreneurship integrates the ideas 
from several disciplines, including economics, psychology, sociology, 
finance, decision sciences, and strategy, among others, to explain the 
dynamics of a complicated and disorderly entrepreneurial process with a 
parsimonious model. 
 
It is not easy to define the term entrepreneurship. This is because the 
entrepreneurship means different things to different people and can be 
viewed from different conceptual perspectives. An understanding of the 
evolution and development of entrepreneurship is a necessary first step 
in appreciating the concept of entrepreneurship and its contextual usage 
over time. The development of the theory of entrepreneurship parallels to 
a great extent the development of the term itself. The theme of 
entrepreneurship is particularly in vogue. 
Entrepreneurial discovery theory 
 
The entrepreneurial discovery theory was advanced by Kirzner (1973), in 
which Kirzner emphasized the role of the entrepreneur in eliminating 
price discontinuities in the market, driving the market toward 
equilibrium. The entrepreneur buys goods at lower prices and sells at 
higher prices, motivated by profitable opportunities. Kirzner emphasized 
that entrepreneurs are price makers, not price takers. The market forces 
are driven by bold and alert entrepreneurial action. The entrepreneur is 
driven by potential profit opportunities in the market. Kirzner’s (1973) 
entrepreneur-driven price discovery theory is built on Mises’ (1949) 
theory of human action. In Human Action, Mises (1949) posited that the 
market mechanism and price system are driven by entrepreneurial 
action. 
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Kirzner and Mises both emphasized the role of the entrepreneur in 
driving the market forces and price mechanism toward equilibrium, 
whereas Schumpeter and Coase emphasized the role of the entrepreneur 
within a firm in coordinating the firm resources to improve operating 
efficiency and aid in economic development; however, none of these 
authors delved into the interiors of the entrepreneurial process leading to 
the formation of the firm. Kirzner’s (1973) emphasis on entrepreneurial 
opportunities in achieving market equilibrium, that is, entrepreneurs 
buying goods at a lower price and selling at a higher price motivated by 
profitable opportunities, led to the subsequent development of the 
individual-opportunity nexus by Shane and Venkatraman (2000). 
 
Shane and Venkatraman defined entrepreneurial opportunities as 
situations in which new goods, services, raw materials, markets, or 
organizing methods can be introduced through the formation of new 
means, ends, or means–ends. Shane and Venkatraman (2000) emphasized 
the role of entrepreneurial opportunities as central to the entrepreneurial 
process and defined entrepreneurship as the process of discovery and 
exploitation of profitable opportunities: namely why, when, and how 
opportunities for the creation of goods and services come into existence; 
why, when, and how some people and not others discover and exploit 
these opportunities; and why, when, and how different modes of action 
are used to exploit these opportunities. 
 
Entrepreneurial opportunity, whether created by an inventor (e.g., with 
an invention) or discovered serendipitously, is external to the 
entrepreneurial process. The opportunity matches with the 
entrepreneurial resources and is thus dependent on the entrepreneurial 
resources or characteristics, a result consistent with the individual-
opportunity nexus. The entrepreneur, unlike an inventor, does not create 
an opportunity. The two functions can be carried out by the same 
individual but the entrepreneurial process is different from the invention 
process. 
 
The entrepreneur discovers an external opportunity and reconfigures the 
opportunity to effectuate an entrepreneurial competence sufficient 
enough to move to the second stage. Entrepreneurial competence 
includes a value- enhanced state of opportunity (e.g., proof of concept). 
Furthermore, entrepreneurial cognition, the ability of the entrepreneur 
coupled with entrepreneurial resources, is critical to aid in the search and 
discovery of the entrepreneurial opportunity. The entrepreneur’s 
cognitive adaptability and prior knowledge drive the discovery of the 
entrepreneurial opportunity. Mishra and Zachary (2014) provided a 
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typology of entrepreneurial opportunities based on the cognitive 
adaptability of the entrepreneur and the complexity of the opportunity. 
 
Individual Entrepreneurship 
 
The academic literature is replete with theories to explain the emergence 
of the individual form of entrepreneurship (Johnson 1990). The term 
"entrepreneur" has always been associated with the efforts of one 
individual who, regardless of his or her chances of success, manages to 
transform a vague vision into a great success. Five major dimensions 
underlie the values and behaviours that are necessary for 
entrepreneurship: autonomy, innovation, risk taking, pro-activeness, and 
competitive aggression. These qualities lead some individuals to build 
original, value-creating solutions in the form of products, services, or 
organizational processes. Every action involving these values could 
therefore be considered an entrepreneurial event, and the person behind 
it an entrepreneur (Irwin 1985).  
 
The literature on individual entrepreneurs is well developed, with the 
entrepreneur's personality generally dominating the discussion (Bygrave 
and Hofer 1991. The entrepreneur is believed to be so different from the 
people around him or her that researchers' first efforts have tradition- 
ally been attracted to the psychological makeup of the entrepreneur. The 
entrepreneur's personality characteristics have also been associated with 
the occurrence of entrepreneurship. Unfortunately, this approach, 
though leading to a few interesting conclusions, is tautological in nature 
and not very convincing. 
 
It is important to understand how individuals' perceptions of 
entrepreneurship are formed and shaped. Optimism, over-placement, and 
overestimation manifest themselves in exaggerated beliefs about the 
profitability of entrepreneurial activity. Such beliefs about the returns to 
entrepreneurship may be shaped by social context, including role models 
or peers. For example, there appears to be intergenerational correlation 
in entrepreneurship and self-employment (Dunn and Holtz-Eakin 2000).  
Shane and Venkataraman (2000) summarize what has become a 
consensus-that entrepreneurship is truly about the pursuit of 
opportunities by individuals.  
 
The Entrepreneurial process 
 
The process of pursuing a new venture is embodied in the 
entrepreneurial process, which involves more than just problem solving 
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in a typical management position. An entrepreneur must find, evaluate, 
and develop an opportunity by overcoming the forces that resist the 
creation of something new. The process has for distinct phases: (1) 
identification and evaluation of the opportunity, (2) development of the 
business plan, (3) determination of the required resources, and (4) 
management of the resulting enterprise. Although these phases proceed 
progressively, no one stage is dealt with in isolation or is totally 
completed before work on other phases occurs.  For example, to 
successfully identify and evaluate an opportunity (phase 1), an 
entrepreneur must have in mind the type of business desired (phase 4). 
Opportunity identification and evaluation is a very difficult task. Most 
good business opportunities do not suddenly appear, but rather result 
from an entrepreneur’s alertness to possibilities or, in some cases, the 
establishment of mechanisms that identify potential opportunities. For 
example, one entrepreneur asks at every cocktail party whether anyone is 
using a product that does not adequately fulfil its intended purpose. This 
person is constantly looking for a need and an opportunity to create a 
better product.  
 
Systemic Entrepreneurship 
 
 The individual entrepreneur dominates when the organization is new or 
there is a need for novel activities. As the organisation matures and the 
need for efficiency takes over, dominant individual entrepreneurship 
disappears, and with time, a new systemic entrepreneurship arises to 
tackle them. According to the entrepreneurship literature, there is a 
prevalence to investigate how individuals recognize and exploit 
opportunities. Mitchell et al. (2007) evidenced that entrepreneurial 
behaviour varies across individuals and contexts.  
 
Entrepreneurship is a systemic phenomenon that re- quires a high level 
of cooperation among specialized actors within the system. The actors at 
the top safeguard the operations of the system as a whole and manage all 
other actors' willingness to cooperate. The actors at the bottom innovate, 
while those in the middle reconcile managers' desire to innovate at the 
bottom with the orientations and concerns at the top. In this systemic 
entrepreneurial innovation, several actors and occasionally several 
organizations participate. The innovative input of each is combined to 
create a completely new situation. Systemic entrepreneurship is 
associated with weak governments facing a complex environment, as well 
as complex organizations. Systemic entrepreneurship is associated with 
incremental, process-based innovation. This form of innovation is focused 
on improving the operational process of the complex system that makes 
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up an organization rather than what it does or produces. Many people 
take part in these innovations, often with the goal of improving their 
performance and image among customers or citizens, which often 
improves their well-being and that of their colleagues. Where the 
environment is resource tight, turbulent, or both, the risk for individual 
entrepreneurs is often perceived to be excessive, and the type of 
entrepreneurship that emerges is of a different nature (Morris and Jones 
1999). The individual adventure leaves the floor to a collective endeavour 
that we call "systemic." 
 
When the environment is heterogeneous and turbulent, the public 
entrepreneurship observed is more systemic, meaning that it is not 
limited to a single individual but instead concerns a large number of 
people, affects a large segment of the organization's operations, and 
becomes institutionalized (Riccucci 1995). If individual heroic 
entrepreneurship provides the quick and major bursts required for 
fundamental change, systemic entrepreneurship is what ensures that 
these revolutionary interventions have enduring effect. Therefore, it is 
not surprising that systemic entrepreneurship is more commonly 
experienced or sought in crisis situations to improve government 
operations (Osborne and Gaebler 1992).It occurs in periods of scarcity 
and turbulence, during which major, frequently disorganized public 
debates take place and involves different strata and representatives of 
civil society. Its development is made easier by a crisis situation. Systemic 
entrepreneurship goes hand in hand with the current state of the public 
sector. It is oriented toward a gradual change of the system itself rather 
than introducing new activities, and it fits with the system's needs for 
improvements rather than transformation (Osborne and Gaebler 1992; 
Thus, both individual and systemic entrepreneurship are necessary for 
the adaptation of large, complex systems such as those of governments. 
The literature on individual entrepreneurs is well developed, with the 
entrepreneur's personality generally dominating the discussion (Bygrave 
and Hofer 1991; Morris and Jones 1999). Individual entrepreneurship is 
associated with a strong or stable government. Individual entrepreneurs 
emerge more often in simple or moderately complex environments. 
Where turbulence and heterogeneity are too great, the risk for an 
individual entrepreneur is also too big. The purpose of individual 
entrepreneurship in this case is to create something concrete, an 
organization or an artifact (e.g., a product, service, or market). In 
individual entrepreneurship, all major actions are designed to create 
something concrete and patterned to meet specific needs. A government 
that is associated with heroic individual entrepreneurs is often relatively 
strong, or at least stable. 
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Variance Theory 
 
Variance theory has long been the dominant conceptual system embraced 
by social scientists (including entrepreneurship scholars). Variance 
theory addresses “what” questions to produce “know-that” knowledge. 
Variance theory involves explanations of change in an outcome variable 
attributed to a set of independent variables. In variance theory “the 
precursor (X) is a necessary and sufficient condition for the outcome (Y). 
In other terms, if X, then Y, and if not-X, then not-Y” (Mohr, 1982: 
37).Such theorization deals with “variables” and “efficient causes.” One 
example offered by Mohr (1982: 41) is accounting for variations in the 
time at which different individuals or organizations adopt innovations. 
 
Process Theory 
 
Stevenson, and Jarillo ( 1990) viewed entrepreneurship as a process by 
which individuals-either on their own or within organizations-pursue 
opportunities without regard to the resources they currently control. 
Process theory has featured prominently in scholarly contributions 
throughout management and organizational research generally (Langley, 
1999; Langley, Smallman, Tsoukas, and Van de Ven, 2013) and 
entrepreneurship research specifically (Hjorth, Holt, and Steyaert, 2015). 
Process theory explores “how” questions to generate “know-how” 
knowledge (Langley et al., 2013). Process theory seeks to explain the 
evolution of a phenomenon through temporal ordering and sequential 
interactions of myriad events and activities (McMullen, 2015; McMullen 
and Dimov, 2013). In recent years process theory has built additional 
momentum, with process explanations increasingly reflected in research 
published in premier academic journals. In addition, process theory is 
gaining traction among entrepreneurship researchers, particularly those 
interested in context-rich, complex, and dynamic phenomena (Gartner, 
2010; Moroz and Hindle, 2012). 
 
In process theory a precursor (X) may be necessary but by itself not 
sufficient to generate an outcome. Such theories deal with “discrete 
states” and “events,” where “the process at issue is a probabilistic 
conjunction of two or more specified phenomena” (Mohr, 1982: 47).An 
example is the garbage can model of organizational choice, where “under 
certain constraints of access, and with higher probabilities attached to 
choices closer to than further from solution, problems and participants 
transfer iteratively and at random from one choice to another” (Mohr, 
1982: 50). 
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Morris and Jones (1999) have proposed viewing entrepreneurship as a 
process in which an agent or entrepreneur is involved in an 
entrepreneurial event. An entrepreneurial event is the conceptualization 
and realization of an innovative idea, concept, service, product, or 
activity. The agent is the individual or group that takes on the 
responsibility of bringing the event to fruition. Of course, the 
entrepreneurial process involves values, especially a willingness to take 
risks in order to pursue an opportunity and bring about creative change 
(Stevenson, Roberts, and Grousbeck 1989). 
 
The Entrepreneurial Value Creation Theory 
 
The entrepreneurial process of value creation is driven by the 
entrepreneur and her entrepreneurial intention (an aspiration for 
entrepreneurial reward). Prior theories of entrepreneurship focused 
mainly on the role of the entrepreneur and the entrepreneurial 
opportunity, not on the entire entrepreneurial process, its components or 
segments, and their interrelationships. 
 
This theory explains the entrepreneurial experience in its fullest form, 
from the entrepreneurial intention and the discovery of an 
entrepreneurial opportunity, to the development of the entrepreneurial 
competence, and the appropriation of the entrepreneurial reward (Mishra 
and Zachary 2014). The entrepreneurial process is not an autonomous 
process; the entrepreneur is integral to the entrepreneurial process. 
Thus, the entrepreneurial intention and resources are intrinsic to the 
entrepreneurial process. The entrepreneurial process involves the 
entrepreneur identifying an external opportunity; matching the 
entrepreneurial resources at hand with the opportunity to effectuate an 
entrepreneurial competence; acquiring external resources, if necessary; 
creating sustained value; and appropriating the entrepreneurial reward. 
The entrepreneurial value creation theory examines the interiors of the 
entrepreneurial process using a two-stage value creation and 
appropriation framework (Mishra and Zachary 2014). 
 
The theory of entrepreneurship provides in sufficient detail the interiors 
of the entrepreneurial process using a two-stage value creation 
framework. In the first stage of venture formulation, the entrepreneur 
driven by a desire for entrepreneurial reward (i.e., entrepreneurial 
intention) leverages the entrepreneurial resources at hand to sense an 
external opportunity (cue stimulus) and effectuate the entrepreneurial 
competence that is sufficient to move to the second stage. Several 
ventures fail at this stage. 
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The entrepreneurial opportunity is reconfigured to develop an 
entrepreneurial competence, an asymmetric advantage for the 
entrepreneur. The entrepreneurial competence embeds the 
entrepreneurial resources and the reconfigured opportunity (e.g., the 
proof of concept). The entrepreneurial competence thereby created is not 
constrained to follow the valuable resource conditions specified by the 
resource-based theory, namely the VRIN conditions (or the valuable, rare, 
inimitable, and non-substitutable conditions). For example, entrepreneur 
will engage in effectuation throughout the first stage of venture 
formulation and she may do so within and among her social network 
through a phenomenon known as bricolage where resources are shared 
and traded (Baker and Nelson 2005). Simply put, the entrepreneur will 
make with the resources available and seek assistance from others; 
namely, other entrepreneurs and customers. It is sufficient that the 
entrepreneurial competence created in the first stage of value creation 
provides a differential advantage to the entrepreneur allowing her to 
move to the second stage. 
 
The stage 1 processes are iterative until a real marketable opportunity is 
discovered and sufficient entrepreneurial competence is developed to 
move to stage 2. The entrepreneurial competence embeds the 
entrepreneurial ability and venture quality and offers a temporary 
advantage to the entrepreneur to move to the second stage. The 
entrepreneurial competence formulated in stage 1 is assessed for whether 
the entrepreneur and her team have a winning strategy relative to the 
competition (Mishra 2015). 
 
In the second stage of value creation, the venture, to sustain growth and 
profitability, builds or acquires dynamic capabilities. The entrepreneur 
may obtain external resources such as venture capital or strategic 
alliances to effect growth, if necessary, and build or acquire 
complementary dynamic capabilities. Investors face an adverse selection 
problem when entrepreneurial ability and venture quality are difficult to 
ascertain. Entrepreneurs may use incentive signals to secure a higher 
valuation offer from the investors. A business model design with 
embedded dynamic capabilities can reconfigure the entrepreneurial 
competence to create sustained value and appropriate the entrepreneurial 
reward. The second-stage sub-processes are iterative such that the 
entrepreneurial competence and dynamic capabilities sustain value 
creation and make the entrepreneurial reward worthwhile (Mishra 2015). 
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If the venture cannot obtain the needed external resources, the capital 
constraint forces the venture to recycle back to stage 1 wherein the 
entrepreneurial competence is further developed. The investor due 
diligence occurs in two steps. In the first step, an investor or a strategic 
partner assesses the risk of loss and determines if the loss is affordable. 
In the second step of due diligence, the investor or the strategic partner 
maximizes the expected return at a given level of affordable loss. Two 
problems may arise when the entrepreneur acquires external resources, 
namely the adverse selection problem and the adverse incentives 
problem. First, with the adverse selection, the entrepreneur, who knows 
more about her venture, may overstate the potential profitability of the 
venture to obtain financing or strategic alliance. Second, with the adverse 
incentives, the entrepreneur may work less hard or might alter the 
venture strategy to transfer the risk to the investor when the 
entrepreneur owns less than a hundred percent of equity in the venture. 
 
Solutions to the adverse selection problem include the screening and 
sorting mechanisms built into the due diligence modulator. In addition, 
the entrepreneur may use incentive signals such as the resources 
embedded in the entrepreneurial competence to signal their ability and 
venture quality to potential investors and strategic partners. A high-
ability entrepreneur waits to approach 
 
Competency Approach of Entrepreneurship 
 
The competency approach sees the need of development of competency for 
initiative and enterprise skills. A common denominator in terms of 
enterprise competency, development of spirit of enterprise, a competency 
for enterprise, a sense for initiative and enterprise (which cannot be seen 
as pure synonym), is the acceleration of the human potential, be it in 
social-economic development or in a more intimate level of personal 
development, including personalisation of values and approaches, such as 
a sense for initiative, independence, readiness for innovations in personal 
and social life and at work. A politically-social context of the concept of 
the key competencies and requirements set on the education in area of 
competences in European Union at the same time put enterprise into the 
position of main categories of school education. 
 
According to Gibb (2007), acceptance of an appropriate and modern 
concept of development of enterprise and education of entrepreneurship 
needs among others: 
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 a larger integration of knowledge (in scheme of educational 
institution, among different branches, among art sections and 
science, among tacit and explicit knowledge); 

 a larger interdisciplinarity of education; more opportunities for 
experience learning; 

 a larger area for validation of explicit knowledge in practice (more 
time for reflection and learning of activities themselves); larger 
balance in emphasis on what is taught and how it is taught; 

 an innovation in evaluation of programmes and accreditations; 
changes in some basics of philosophy of education. 

 
According to Fayolle, Gailly and Lassas-Clerc, (2006) distinguishes five 
levels of content of development of entrepreneurial behaviour: know-why 
(approaches, values, motivations), know-how (skills), know-who (short 
and long term social skills), know-when (intuition) and know what 
(knowledge). They warns that traditional education of enterprise contains 
too much mostly declarative knowledge about partial processes during 
setting up of a business and running of a company, and that most 
programmes of economic education, which concentrate on enterprise are 
unilaterally aimed (Gibb, 2007). 
 
It is possible to state that the education of entrepreneurship is not often 
accepted in broader concept as a development of behaviour of enterprise 
and does not take into the account the fact that it can come to an 
enterprise acting in all kinds of environments that the enterprising 
behaviour is framed by a context of surrounding world, personal qualities 
and motivation. 
 
A theoretical answer for this imperfection in training for enterprising can 
be concept of effectuation, which in the present represents an influential 
approach to research, how entrepreneurs act, think and what do they do. 
 
Effectuation Theory 
 
Effectuation has emerged as an important way to think about 
entrepreneurship. Effectuation initially displayed an inclination toward 
process theory (Sarasvathy, 2001), but scholars predisposed to variance 
theory have neglected these process-theoretic origins. In its original form 
effectuation is essentially a process theory, seeking to understand “how 
economic artifacts such as firms, markets, and economies come to be” 
(Sarasvathy, 2001). Sarasvathy explicitly built on the work of process 
scholars such as Henry Mintzberg, James March, and Karl Weick to 
articulate “a rudimentary theory of effectuation processes in business” 
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(2001: 259), focusing on “the processes involved” in creating new firms 
(2001: 244) More recently, Dew, Read, Sarasvathy, and Wiltbank (2009) 
reiterated that a key goal of effectuation research is to illuminate the 
processes involved in making the decisions underlying the introduction of 
new products and markets. With its emphasis on action, novelty, and 
change, effectuation is clearly characteristic of a process orientation 
(McMullen and Dimov, 2013), a point acknowledged by a host of scholars 
who have articulated effectuation’s process-theoretic roots (McMullen, 
2015; Moroz and Hindle, 2012; Steyaert, 2007). 
 
Effectuation has attracted considerable attention among scholars, in part 
because it promises to illuminate the process dynamics by which 
economic artifacts (e.g., products, organizations, markets) emerge. 
Because entrepreneurship scholars have put much of their collective 
energy into “study[ing] the emergence of new organizations” and take 
“process [as their] fundamental object of enquiry” (McMullen and Dimov, 
2013: 1505), the attraction has been particularly strong for them. 
 
In its original and most current incarnations, effectuation theory 
embraces the principles of action orientation, problem solving, and 
situated freedom from the pragmatist tradition. For example, it 
challenges the notion that only certain people with special abilities or 
traits can successfully engage in entrepreneurship. It also promotes the 
view that people acting effectually can shape the world they cocreate (e.g., 
Read et al., 2016; Sarasvathy, 2001). 
 
Arend, Sarooghi, and Burkemper (2015) evaluate effectuation theory by 
applying a “3E” framework that they position as comprehensive and 
broadly applicable to business theory. The framework considers the 
extent to which a proposed theory (a) is based on experience (builds on 
existing literature and valid observation), (b) can explain (is 
comprehensive and parsimonious; has clear laws of interaction, specified 
boundaries, stable system states, and properly formulated propositions; 
has an explicit causal logic), and (c) has been established (is empirically 
testable and diffused in the literature. “The process [of effectuation] 
begins when an entrepreneur confronts the uncertain and resource-
restricted context and decides whether to engage in the effectual process; 
if the entrepreneur engages, the process ends when a new market 
artifact—for example, a successful business—is created. Emphasizing 
effectuation as a process, Arend et al. (2015: 11) write, “The core process 
starts when a threshold is met where the entrepreneur’s available means 
are expected to produce effects that are aligned with initial aspirations”. 
Main points of this theory can be summed up like this (Sarasvathy, 2008): 
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Experienced entrepreneurs: 
 

 base on the knowledge who they are, what they can do and who 
do they know; 

 immediately act and enter interactions with other people; 
 concentrate on what they can do, without large worries about 

what they should do; 
 share some of the interactions and acting, give and bring 

commitments, which they can contribute to a given purpose; 
 know that each commitment leads to new instruments and new 

goals; 
 gradually gather sources that lead to clarifying of aims, 

decreasing of possibilities of change and creation of network of 
interested people; 

 make goals and network gradually come closer together into new 
market and new companies. 

 
Knowledge Spillover Theory 
 
The knowledge spillover theory of entrepreneurship (KSTE) explicates 
one important source of entrepreneurial opportunities, namely those that 
are generated by entrepreneurs through utilizing commercially valuable 
but underexploited knowledge created by others (Audretsch and 
Keilbach, 2007, 2008; Audretsch and Lehmann, 2005). The knowledge 
spillover theory of entrepreneurship suggests an important channel of 
transmitting knowledge spillovers and further contributes to a better 
understanding of the mechanism of knowledge-driven economic 
growth.Previous studies suggest that entrepreneurial activity tends to be 
greater in contexts where investment in new knowledge is relatively high 
(e.g., entrepreneurial universities). However, in this specific knowledge 
context, only a few academics recognize opportunities and act on them 
through entrepreneurial activities. The KSTE rests on two premises: (1) 
the presence of knowledge filters in knowledge-creating firms, and (2) 
knowledge spillovers.  
 
Knowledge filters are barriers that can prevent firm knowledge from 
being fully converted into economic knowledge In contrast to physical 
materials, knowledge can be transmitted only through interpersonal 
communication or organizational documentation. The presence of a 
knowledge filter raises the gap between the useful knowledge created by 
knowledge-creating firms and the actual knowledge that firms eventually 
commercialize (Agarwal, Audretsch, and Sarkar, 2007, 2010). The failure 
of knowledge-creating firms to fully exploit their knowledge exposes them 
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to knowledge exploitation by others through knowledge spillovers. 
Knowledge spillovers are “the external benefits from knowledge creation 
that is enjoyed by parties other than the party investing in the creation” 
(Agarwal et al., p. 272). The KSTE hinges, thus, on the presence of 
knowledge filters that prevent knowledge from being fully exploited in 
knowledge-creating firms, as well as on knowledge spillovers through 
which the knowledge is commercialized by entrepreneurial firms. 
 
Information is often distorted, modified, or even omitted while moving 
from one individual to others within an organization. Factors related to 
organizational communication such as the direction of information flow, 
individual factors such as personal values and cognitive bases, and social 
factors such as trust between senders and receivers can significantly 
influence information filtration. Such knowledge filters are also critical 
for firm-level entrepreneurial activities. Henderson and Clark (1990) find 
that established firms tend to rely on knowledge filters in their existing 
knowledge architecture to separate relevant information from irrelevant 
information from external sources, which makes them vulnerable to 
architectural innovations. Knowledge filters can also hamper firms from 
utilizing their own internal knowledge. 
 
A knowledge filter is defined for endogenous growth models as an 
obstacle that prevents existing knowledge from being completely 
converted into economic knowledge (Braunerhjelm et al., 2010). 
Knowledge filters under the KSTE exist when relevant parties, such as 
the knowledge creator and knowledge users, hold distinctive views on the 
same piece of knowledge. Since the knowledge creator by nature has 
advantages over knowledge users in evaluating the focal knowledge, these 
two parties may differ greatly in their attitudes toward commercializing 
such knowledge. 
 
The knowledge transformation process involves several elements: 
(1) the new knowledge that is carried out in both academic and industrial 
scenarios and which is the source of entrepreneurial opportunities (2) the 
mechanism to appropriate the economic value of those opportunities 
through entrepreneurial actions where the entrepreneur is considered 
the missing link in converting knowledge  into economically useful 
knowledge (Braunerhjelm et al. 2010). and (3) the knowledge filters or 
sum of barriers that prevent knowledge from becoming economically 
useful. 
 
These elements at the country, organizational, and individual levels could 
be explained in three steps. The first step is to determine whether the 
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knowledge has a potential economic value and passes the existence of 
organizational barriers (e.g., university policies, attitudes among faculty 
and university administrators, lack of incentives, etc.). The next step is to 
perform an innovation disclosure when the inventor/researcher decides 
whether or not to transfer their inventions/academic research. Their 
research must overcome economic filters (e.g., the capability to convert 
invention into commercial value) and become intellectual property that 
can be commercialized via licenses to existing firms or via start-up of a 
new firm. The last step is when this knowledge contributes to the 
economic growth. 
 
In a recent study, Yang, Phelps, and Steensma (2010) find that 
knowledge creators can learn from imitators when the latter use the 
former’s knowledge to create new knowledge through knowledge 
combination. In this case, there is a “spillover knowledge pool” that can 
enhance innovation in both innovating firms and followers. The effect of 
knowledge protection can be assessed more accurately by knowledge 
seekers than by knowledge owners. From the knowledge owner’s 
perspective, the primary purpose of knowledge protection is to prevent 
knowledge seekers from misappropriating that knowledge. At the same 
time, however, knowledge protection can signal the rarity while limiting 
the availability of the protected knowledge to knowledge seekers who, 
under this situation, will become more aggressive in pursuing such 
knowledge. The youth of the field and the lack of an accepted framework 
should not relieve researchers from conducting rigorous, innovative, and 
theoretically grounded research. The entry of scholars from other 
disciplines into the field of entrepreneurship can enrich the quality of 
future research. 
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CHAPTER 5 

 

ENTREPNEURSHIP MARKETING 
PRACTICES AND HAIR SALONS’ 
PATRONAGE IN KWARA STATE: A 
SURVEY OF SELECTED HAIR 
SALONS IN ILORIN METROPOLIS 
 

A. O .I Oyebode, and A. Mustapha, 

 

 

 

 

 

 

 

This study examined the effects of Entrepreneurship Marketing (EM) on the 
patronage of the Hair Salons Enterprises in Kwara State, Nigeria. 
Monitoring customer patronage in any MSE is important as a result of high 
level of competition within the industry. Patronage was the dependent 
variable while the independent variable was entrepreneurial marketing. The 
main objective of this study was to examine the level of entrepreneurial 
marketing among the Hair Salon owners in Ilorin Metropolis. The study 
established how the Hair Salons' owners are marketing their Hair Salons 
and the effects of EM on the customer patronage of the selected Hair Salons 
within Ilorin Metropolis. The population of study is the Hair Salon 
entrepreneurs and their clients. Simple random sampling method was used 
as the method of data collection. The Hair Salons owners and their 
customers were interviewed in order to achieve the aim of this study. A total 
of 30 Hair Salons and their customers in each Hair Salons were taken as the 
sample population. This sampling method was premised on the study o f 
Mwangi and Bwisa (2013) Descriptive research design was also adopted. 
Data was collected using interview method in order to obtain detailed 
information which questionnaire cannot provide. Structured questions were 
also used to guide the interviewer. A pilot study was also done to test the 
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validity and reliability of the research instrument. Data collected was 
analyzed using both quantitative and qualitative method of analysis. The 
results were interpreted and conclusion and recommendations were made on 
the research findings.  

 

Key Words: entrepreneur, entrepreneurship marketing, customer 
patronage  

 

Introduction  

 

Small and medium enterprises (SMEs) are considered the backbone of 
economic growth in all countries of the world (Rajesh, Suresh, and 
Deshmukh 2008). They play important roles in Nigerian’s economic growth, 
as they constitute 97.2% of the companies in Nigeria (Federal Office of 
Statistics 2007)]. They also contribute to national development by positively 
influencing the distribution of income in both functional and nominal terms 
(Uzor 2004). In emphasizing the importance of SMEs, Rogers (2002) stated 
that they enhance capacity building as they serve as entrepreneurial 
training grounds; they provide greater employment; they assist in providing 
a much relative high value added operations because they are driven by 
basic economic activities that rely purely on locally sourced raw materials; 
they provide intermediate industry services as they serve as major suppliers 
of intermediate goods and components to large-scale industries. SME also 
serve as major agents for the distribution of final products of big industries 
and provide opportunities for the adaptation and development of local skills 
and technology acquisition.  

 

Despite the catalytic role of SMEs in the economic emancipation of 
countries, some of the major constraints hindering small and medium scale 
business growth in Nigeria are lack of financial support, poor management 
and lack of strategic planning , corruption, lack of training and experience, 
poor infrastructure, insufficient profits, and low demand for product and 
services. (Muritala, Awolaja and Bako 2012; Makinde, Ajike and Akinlabi 
2015; Imafidon 2014; Okezie,A. I. 2013)  In spite of the importance attached 
to entrepreneurial skills to take Nigeria out of recession, researches on 
entrepreneurial marketing on Hair salon businesses are few and far between 
hence, thr need to examine the effects of entrepreneurship marketing (EM) 
on customer patronage of salon enterprises in Kwara State.  
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Statements of problem  

 

Nigeria is a country with numerous entrepreneurs as a result of the 
abundant human and natural resources it possesses. The growth of these 
entrepreneurs in the country is important to economic growth and this has 
been examined by many scholars because of its inability to solve 
unemployment problem. A nation's ability to generate a steady stream of 
business opportunities can only come about when its people take to 
entrepreneurial activities and good entrepreneur can create a strong 
economy. (Okezie and Asoluka, 2013).The salon enterprises belong to SME 
in Kwara State and it is characterized by stiffened competition due to a lot of 
women that are gifted in hair making who conduct their businesses at home. 
Marketing is one area where entrepreneurs can actually define a unique 
identity for themselves.  

 

Objective of the Study  

 

The objective of this study is to examine the extent to which entrepreneurial 
marketing can significantly influence customer patronage of salon 
entrepreneurs in Ilorin, Kwara State, Nigeria.  

 

Hypothesis of the Study  

 

There is no significant relationship between entrepreneurial marketing and 
customer patronage of Hair salon entrepreneurs in Ilorin, Kwara State. 

 

Literature Review  

 

According to Daniela (2012) entrepreneur strives to introduce new products 
and processes, open up new markets and seeks new sources of supply which 
is determined by a complex , chaotic environment, characterized by frequent 
and sometimes contradictory changes. Nwaizugbo and Anukam (2014) 
establish that entrepreneurial marketing (EM) seems to thrive in a highly 
fluctuating environment as experienced in Nigeria because in most cases 
before any formal marketing planning is concluded, new condition would 
have arisen to render the plan ineffective. Carson, Cromie, McGraw and 
Hills (1995) also remark that entrepreneurship marketing is effective within 
fluctuating and changing environments which restrict opportunities for 
formal planning. A similar concept which combines marketing definition 
with elements of entrepreneurship is given by (Kraus, Harms and Fink 
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2012) “EM is an organizational function and a set of processes forcreating, 
communicating and delivering value to customers and for managing 
customer relationships in ways that benefit the organization and its 
stakeholders and that is characterized by innovativeness, risk-taking, pro-
activeness, and may be performed without resources currently controlled.” 
Daniela (2012) argued that the focus of this definition is not on 
entrepreneurship side (identifying opportunities) but on marketing side 
(creating, communicating and delivering value) and concludes that all those 
definitions are centered on business processes.  

 

Theoretical review  

Innovation theory  

 

Innovation theory was developed by Rogers (1962) and called it diffusion of 
innovation theory (DOI). Schumpeter, (1962) sees the role of an innovation 
as an entrepreneur rather than capitalist. He stated that an entrepreneur is 
not a man of ordinary managerial ability, but one who introduces something 
entirely new. the entrepreneur is motivated by willingness to find a private 
commercial kingdom; the will to conquer and improve his superiority; the 
joy of creating or getting things done or simply exercising one’s energy or 
ingenuity.  

 

Roger argues that diffusion is the process by which an innovation is 
communicated through certain channel over time among participants in a 
social system. Rogers proposes that four main elements influence the spread 
of new idea; the innovation itself, communication channels, time and a social 
system. The categories of adopters are; innovators, early adopters,early 
majority, late majority and the laggards. The innovation must be widely 
adopted to be self sustaining.  

 

This is one of the theories adopted in marketing strategy that is concerned 
with innovation and RandD for the long term profitability of the firm and 
views it as process of “creative destruction” (through innovation that 
changes the very nature of competitive advantage in the market) rather 
than as a condition leading to equilibrium.  

 

Empirical Review 

 

This study builds upon knowledge gained in previous study by various 
scholars. Muritala, Awolaja, Bako ( 2012) investigate impact of small and 
medium enterprises on economic growth and development. A survey method 
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was used to gather datafrom200 SME/entrepreneurial officers and managers 
from five selected local government in Nigeria namely; Ijebu North, Yewa 
South, Sagamu, Odeda and Ogun Waterside Local government. Data was 
collected with a structured questionnaire and analyzed with several 
descriptive statistics to identify the perception of the roles of SMEs in 
Nigeria. The results of the study therefore reveals that the most common 
constraints hindering small and medium scale business growth in Nigeria 
are lack of financial support, poor management, corruption, lack of training 
and experience, poor infrastructure, insufficient profits, and low demand for 
product and services. Kesinro, Ogunlusi and Adu (2016) examine the effect 
of entrepreneurial marketing on Small and Medium SMEs in Lagos State, 
Nigeria.The study employed a descriptive survey design where 100 owners of 
SMEs in Badagry Local Government Area of Lagos State.The study’s 
findings reveal that there is significant relationship between entrepreneurial 
marketing and organizational performance of SMEs. Mwangi and Bwisa 
(2013) assess the effects of entrepreneurial marketing practices on growth of 
Hair Salons in Kiambu Town,Kenya .Descrptive survey design was adopted 
whereby a sample of 30 Hair Salons and client in every Hair Salons were 
taken randomly selected from a study population of 61 respondents. The 
study finds that there is relationship between entrepreneurial marketing 
practices and the growth of the hair salons. Janet and Ngugi (2014) study 
the influence of entrepreneurial marketing on the growth of SMEs in 
Kiambu Town-CBD,Kenya.T he study employed a descriptive research 
design and questionnaire was the instrument of primary data collection. The 
study’s findings reviewed that product development strategy (P-
value=0.001<0.005), Pricing strategy (P-value=0.003<0.005), Promotional 
strategy (P-value=0.004<0.005) and Distribution strategy (P-
value=0.045<0.005), further evidence show that product development 
strategy was the key critical factor of entrepreneurial marketing that 
influences growth of SMEs in Kiambu-CBD, Kenya.  

 

Methodology  

 

The research design is descriptive research design. The study population is 
made up of 120 Hair Salons owners and their customers in Ilorin, Kwara 
State and the simple random sampling technique was adopted. The research 
instrument is questionnaire and Statistical Package for Social Sciences 
(SPSS) was used to analyze the data collected.  
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Findings and Discussion  

 

Table 1: Regression results for the effect of EM on Hair Salon Patronage in 
Ilorin, Kw St., Nigeria.  

 

Coefficientsa  

 

Model Unstandardized Coefficients Standardized Coefficients T Sig. 95.0% 
Confidence Interval for B B Std. Error Beta Lower Bound Upper Bound  

1 (Constant) 4.268 1.261 3.385 .005 .585 3.169 EM .628 .026 .651 24.307 .000 
1.008 .504  

a. Dependent Variable: Hair Salon Patronage  

R =.651; R2 = .424; Adj. R2 = .421; SER = 3.165; F= 590.822, Sig.: 0.000  

Source: Computed from field survey, 2016  

 

Interpretation  

 

The regression results for the effect of entrepreneurial marketing (EM) on 
Hair Salon Patronage in Ilorin, Kwara State, Nigeria. From the results 
presented the parameter estimates did conform to a priori expectation which 
explains that Hair Salon patronage is dependent on entrepreneurial 
marketing. The table shows the unstandardized coefficient of 
entrepreneurial marketing (EM) to be 0.628 meaning that a one unit 
increase in entrepreneurial marketing will lead to 0.628 unit increase in 
Hair Salon patronage. The regression coefficient of 0.628 is statistically 
significant at p<0.05 indicating that entrepreneurial marketing (EM) has 
significant effect on Hair Salon patronage of selected Hair Salon in Kwara 
State, Nigeria. The estimated value of correlation coefficient (R) of 0.651 
signifies that there is a moderate positive relationship between 
entrepreneurial marketing (EM) and Hair Salon patronage of selected Hair 
Salons in Ilorin, Kwara State, Nigeria. The results in the table show that 
42.4% of the patronage of selected Hair Salons can be explained by 
entrepreneurial marketing (R2 = 0.424). Furthermore, the overall 
significance of the entire model as measured by the F-statistic shows that 
the calculated F-statistic was 590.822 (p=0.000) which is statistically 
significant at p<0.05. Therefore, the null hypothesis (Ho1) which states that 
there is no significant effect of entrepreneurial marketing (EM) on Hair 
Salon patronage of selected Hair Salons in Ilorin, Kwara State, Nigeria is 
hereby rejected.  
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Discussion  
 

The findings of the research and hypothesis tested revealed that there is a 
significant effect of entrepreneurial marketing (EM) on Hair Salon 
patronage; hence the hypothesis is hereby rejected. The results agreed with 
previous studies such as Mwangi and Bwisa (2013); Janet and Ngugi (2014) 
and Kesinro, Ogunlusi and Adu (2016); The study of Mwangi and Bwisa 
(2013) finds that there is relationship between entrepreneurial marketing 
practices and the growth of the hair salons in Kiambu Township, Kenya. 
Janet and Ngugi (2014) corroborated the current study and established that 
entrepreneurial marketing influences the growth of SMEs in Kiambu Town-
CBD,Kenya. Kesinro, Ogunlusi and Adu (2016) study reveals that there is 
significant relationship between entrepreneurial marketing and 
organizational performance of SMEs in Badagry Local Government Area of 
Lagos State, Nigeria supports this study. Based on these findings and its 
supporting literature the study therefore rejects the null hypothesis (H01) 
which states that there is no significant effect of entrepreneurial marketing 
on Hair Salon Patronage.  
 

Conclusion  

 

The study concludes that there is a significant effect of entrepreneurial 
marketing (EM) on Hair Salon patronage. Findings of the paper imply that 
Hair Salon entrepreneur should adopt entrepreneur marketing strategy. 
Therefore entrepreneurial marketing which include innovation, risk taking, 
and being proactive is required by Hair Salon entrepreneurs. Developing 
innovative products and unique customer service is a way to stand out from 
competitors. Growth is the primary goal of entrepreneurship, and marketing 
expedites this growth.  
 

Recommendations 
 

Traditional marketing strategy such as television advert, sales promotion 
pricing strategy, innovative product design ,physical environmental designs 
and esthetic packaging of the building is recommended for Hair Salon 
entrepreneur in Ilorin. Place or location must be convenient for customer to 
park their cars.The study also recommends current marketing practices 
such as relationship marketing,viral videos, tweets, facebook pages, and 
email marketing and online marketing. Any or all marketing strategies can 
be considered as long as they produce results. Hair Salon entrepreneur must 
undergo proper training and retraining on what entrepreneur marketing 
entails.  
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ENTREPRENEURS AND 
INFORMATION TECHNOLOGY 
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Introduction 

 

Entrepreneurs evaluate and choose strategies that they perceive will lead to 
business growth and perform over a period of time. Businesses grow and 
perform well because they possess some advantage relative to their 
competitors. The most prominent way of competing favourably over 
competitors, particularly in business enterprises’ operations is through the 
adoption and use of information technology (Bhatt and Grover 2005, Ringim, 
Razalli and Hassan 2012, Agboola, 2006). Business entrepreneurs that create 
competitive advantages from the adoption and use of information technology 
usually experience above average profitability within their industry (Agboola 
2006, Abiola 2003, Emmanuel and Adebayo 2011). To sustain this perceived 
success, entrepreneurs must strategically manage the adoption and use of 
information technology. 

 

This section on entrepreneurship development and information technology is 
to generally acquaint business entrepreneurs with information technology, 
information technological tools, their relevance and applications and their 
roles and benefits to business enterprises.  
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Concepts Of Information And Technology 

 

Because of the complexity and differences in view on the concepts 
information and Technology, it is necessary to first of all clarify the concepts 
and take a position as to their usage in this regard. 

 

Definition Of Information   

 

Information according to Ojeka and Ikpefan (2011), are data that have been 
interpreted and put in a convenient form which is understood by recipient 
for easy decision making. By this definition, information are processed data 
for the end users. Similar definitions but not too elaborate than the one 
provided by Ojeka and Ikpefan, were given by Haas (2000) and Laudon and 
Laudon (2012). The former defined information as data that has a particular 
meaning within a specific conduct. In the words of Laudon and Laudon, it is 
data that have been shaped into a form that is meaningful and useful to 
human beings. For O’Brien (1996), he said the terms data and information 
are often used interchangeable. But he however warned that they are 
different and therefore viewed data as raw materials resources that are 
processed into finished information products, and information as data that 
have been converted into a meaningful and useful context for specific end 
users. 

 

From the aforementioned therefore, we shall conclude that information is 
data that is usually subjected to a value-added’ process where: 

 

i. Its form is aggregated, manipulated and organized. 
ii. Its content is analysed and evaluated; and 

iii. It is place in a proper context for a human user 

 

Technology Defined   

 

The term technology has been defined differently by various authorities. 
Gibson, Jvancevish and Donnely (2003), for instance gave two definitions of 
technology, one as the general understanding and another as the compatible 
and broader perspective of technology. Technology as generally understood 
according to them “are the actions that an individual performs upon an 
object with or without the aid of some change in that object”. A compatible, 
yet even broader definition is that “technology is the application of 
knowledge to perform work’. A similar definition of this was given by 
Osuagwu (2001), he described Technology as consisting of application of new 
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knowledge for practical purpose in any aspect of business behaviours. He is 
however emphasizing the application of knowledge to business activities for 
entrepreneurs.  

 

The Webster’s New World Dictionary defined technology as “a system by 
which a society provides it members with those things needed or desired”. 
This definition emphasized technology for business use or industrial 
application. A must more comprehensive definition of technology was given 
by the United Nations Conference on Trade and Development (UNCTAD, 
2002). This definition does not only emphasize the application of organized 
knowledge but also pointed out the relevance of the environment of 
application or use. It thus sees technology as involving “not merely the 
systematic application of scientific or other organized knowledge to practical 
tasks, but also the social and economic atmosphere with which such 
application has to take place”. 

 

Thus, we shall therefore use technology in this study to mean, “the 
application of scientific or organized knowledge by entrepreneurs to business 
activities, there by fulfilling needs and desired satisfaction in the production 
of goods and services.” 

 

Information Technology Defined  

 

The recent trends in Information Technology are becoming central to the 
process of organization productivity on the one hand and economic 
development on the other hand. It has offered new ways of exchanging 
information, transacting business activities, changes the nature of the 
financial and other services sectors and provides efficient means of using the 
human and institutional capabilities of business organizations (Adenuga, 
2003). It can be applied to every conceivable activity, ranging from tax 
collection to business management, complex scientific and technical 
problems. Information technology’s application covers variety of activities to 
include publishing, commerce, environmental management, entertainment 
and communications to name just a few. 

 

However, in spite of this general understanding of information technology, 
its application and uses, experts, scholars and authors differ in their 
understanding of the concept information technology. While some see it as 
computer-based technology, others perceive it to be just more than 
computer-based technology. But irrespective of these differences, their 
definitions of information technology are gearing toward the same direction. 
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According to the British Advisory Council of Applied Research and 
Development, BACARD (1990), information technology is the scientific, 
technological and engineering discipline and the management techniques 
used in information handling and processing. The peculiarity of this 
definition is that is stresses, the systematic manner of handling and 
processing information with no emphasis on the end users.   Similar to the 
above definition is the one provided by the American Department of Trade, 
ADT (1990) to mean “the acquisition, processing, storage, dissemination of 
vocal, pictorial, textual and numerical information by a micro-electronic 
based, combining computing and telecommunication”. This definition like 
the former is emphasizing the systematic manner of handling and processing 
information. 

 

According to Heary (1990), information technology is defined as a set of well 
defined rules, practices and procedures by which men, equipment or both are 
to operate on given input (data) so as to generate information satisfying 
specification desired from needs of given individuals, in a given business 
situation. Introduction of a slit difference is inherent in this definition, for 
instance, the introduction of the ‘human’ factor combining with equipment 
and it use in business situation. To Lucey (1996), information technology 
which is synonymous with computer communications, technologies in 
everyday language is defined as “technologies that facilitate the information 
cycle comprising gathering, processing, disseminating and storing 
information. As such, information technology encompasses a wide range of 
technologies like telephone, computer word processing application, web 
browsers and servers, and full text document data bases and mainframe 
computers. Similar, though with a focus on economic or social objectives, 
Adeoti (2003) defined information technology as consisting of hard and soft 
ware technologies that can be employed in dealing with different 
combinations of information resources needed to achieve specific economic or 
social objectives. In the view of Haag, Cummings and Darkins (2003), 
information technology refers to the hardware, software, telecommunication, 
data base management and other information processing technologies used 
in computer-based information. This definition thus, buttresses the 
definition given by Lucey (1996) above. They share the same view on 
information technology. 

 

Watson and Krober (1995) view information technology as a set of process 
that provides information to managers to support the operations and 
decision making within an organization. Similarly, Richard (2003) sees it as 
technology used to capture, transmit, store retrieve, manipulate and report 
information used in business process. The two definitions attested to the fact 
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that information technology is a set of process that is capture, transmit, 
store and so on information for business purposes. 

 

However, Raji (2004) posited two concepts and made a distinct position 
between the two (information technology and communication technology). 
Information technology he said entails gathering, recording and 
dissemination of information, while communication technology concerns 
efficient techniques for relaying or transferring information from one site to 
another including the propagation media channel, protocol and interfaces. 
O’Brien and Marakas (2010) capture Raji’s position, when they defined 
information technology as the convergence of computer and communication 
technologies. 

 

Another author that emphasizes the importance of the human factor in 
information technology is Richardson (1979) when he posited that it is not 
confined to hardware or software package but the acknowledgement of the 
importance of men and the goal set for information technology, the values 
employed in making those choices and the assessment enriched by it. 

 

The understanding of information technology bearing in mind the 
comprehension of some of the aforementioned definitions, the Nigeria Policy 
for Information Technology (2003) captured information technology to 
include “computers, ancillaries, computer software and similar 
procedure/services, any equipment or interconnected system or subsystem of 
equipment that is used in the automatic acquisition, storage manipulation, 
management, movement control, display, switching, interchange, 
transmission or reception of data and information.” 

 

In summary, information technology can be defined as a system that uses the 
resources of hardware (machine media), software (programmes and 
procedures) and people (users and specialists) to support activities ranging 
from acquisition, processing storing, retrieving, manipulating and 
disseminating of information in an organization with the aim of achieving 
organizational goals and objectives.    

 

Features Of Information Technology  

 

Whatever your career will be, you can increase your opportunities for success 
by becoming a knowledgeable end user of information technology. This 
statement is particularly true for business entrepreneurs. Business and other 
organizations need people who can use networked computer workstation to 
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enhance their own productivity and the productivity of their work groups 
and organizations. Invariable, the quality of and access to information are 
critical to the successful application and adoption of information technology 
by society. Information technology cuts across all fields of human endeavour 
to include politics, economic growth and development, entrepreneurship 
development, business management, education, to name just a few. 

 

If information technology is so significant to business and other human 
endeavours, then it must possess some salient features that made it so 
essential to modern day endeavours. According to Nautura and Prackash 
(1995), the important features/attributes of information technology include: 

 

i. It is a system consisting of network of component parts developed to 
provide a flow of information to support decision-making process. 

ii. It generates “synergism” which is the simultaneous action of 
separate but inter-related parts that together produce a total affect 
greater than the sum of individual parts.  

iii. It considers organizations as a system within the framework of which 
information flow is designed. 

iv. It is an integrated arrangement of furnishing required information 
at the right time and a right form to the management. 

v. It is associated with the establishment of data base at a central unit 
by capturing data close to its origin and converts this into 
management information. 

 

The position of Nautura and Prackash on the salient features is centred on 
information technology as a complete system with each and every part 
depending on one another. 

 

However, Raji (2004), in discussing the features/attributes of information 
technology focuses on the possible benefits provides by information 
technology. His contributions are listed as follows: 

 

i. It can provide access to improve education and health in remote or 
inaccessible areas through distance learning and interactive training. 

ii. It can improve services to citizens by providing on-line access to 
government/public services, enable individuals and organizations to 
make informed choices in the decision-making process. 

iii. It can reduce business costs, while opening access to new markets 
through electronic commerce and remitting more informed economic 
decisions. 
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Similarly, Lucey (1996), also viewed the features vis-à-vis what information 
technology can do. It ensures faster access to information and records, wider 
range of information availability, automatic monitoring of balances, stock 
levels, ability to use simulations, modeling, operational techniques and 
reduction of errors caused by human processing. 

 

From the aforementioned we can therefore conclude that information 
technology has the following features of characteristics: 

i. It is a system comprising of network of component parts that aid the 
processing and accessing of information for decision-making purpose. 

ii. It has replace paper as the medium of storage and communication of 
information. 

iii. Large volume of information can economically be searched, stored 
and manipulated at high speed. 

iv. High speed access of information can be achieved by remote control 
irrespective of distance at a cheaper cost. 

 

By and large information technology is for all practical purposes, some, bests, 
regarded it as limitless in terms of the extent of use. 

 

Objectives Of Information Technology  

 

Given the role that information technology has played in the modernization 
of business organizations particularly the service oriented organization in 
terms of development of new products and the payment systems, as well as 
strategic management in the emerging market economies, there is no doubt 
that these are a reflection of the objectives of information technology. 
According to Molian (1999), these objectives are emphasized in three areas 
thus: 

 

i. To improve business efficiency by automating basic information 
needs: 

ii. To improve management effectiveness by satisfying information 
needs; and 

iii. To improve competiveness by affecting business strategy. 

 

In summary, information technology was designed to provide information for 
decision making on planning, organization and control of the business 
system and in addition provide a synergy for business entrepreneurs in 
managing business enterprises (Mudrick 1999). 
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Why Is Information Technology Necessary In Modern Business 
Activities  

 

Three powerful worldwide changes have altered the environment of 
business. The first change is the emergence and strengthening of the global 
economic. The second change is the transformation of industrial economics 
and societies into knowledge and information-based service economies. The 
third is the transformation of the business enterprise. These are the position 
of Laudon and Laudon (2001). Their explanation is represented in the table 
below. 

 

Table 1: Changing Contemporary Business Environment 

 

GLOBALIZATION 

 

TRANSFORMATION OF 
INDUSTRIAL ECONOMICS 

 Management and control  

          in a global market place. 

 Competition in world  

          markets. 

 Global work groups. 

 Global Delivery system 

 Knowledge and information   

          based economics  

 Productivity 

 New products and services 

 Knowledge: a central  

           productive and strategic   

           asset. 

 Time-based competition. 

 Shorter Product life. 

 Turbulent environment  

 

 TRANSFORMATION OF THE ENTERPRISES 

 Flattering 

 Decentralization  

 Flexibility 

 Location independence 

 Empowerment, Collaborative work and teamwork. 

 

Source: Adopted from Laudon K.C and Laudon J.P (2001). Management Inform 

System. New Approaches to Organization and Tech., N. York, Prentice, p.5. 

 

From the above, globalization of the world’s industrial economies greatly 
enhances the value of information to the firm and the offers new 
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opportunities to business. Also, knowledge and information are becoming the 
foundation for many new services and products. In fact, transformation of 
industrial economics depends largely on knowledge and information, which 
are key ingredients in creating wealth. Lastly, the traditional business firm 
was and still is a hierarchical, centralized, structured arrangement of 
specialists that typically relies on a fixed set of standard operating 
procedures. The new style of business organization is a flattened (less 
hierarchical), decentralized, and with flexible arrangement. Though this new 
style of business organization is not yet firmly entrenched, it is still evolving. 
The above factors, Loudon and Loudon believed are the impetus to 
information technology in modern day business activities. According to 
Ugwu, Oyebisi, Ilori and Adagunodo (2000), information technology becomes 
inevitable in business operations today because of the nature of business 
transactions. They particularly made reference to the banking sector. For 
instance, they mentioned some of the transactions the banks are to cope with 
vis-à-vis volume of transactions they include a product development, risk 
management and business process re-engineering. 

 

Irrespective of the perspective from which these authors are viewing the 
necessity of information technology in today’s business, it obvious that for 
organizations to stay in business and be competitive, deliver quality services 
and to producing it products effectively and efficiently, information 
technology becomes an instrument in this regard.      

 

Trends In Information Technology 

 

Over the last 30 years, computing costs have dropped by a factor of 10 each 
decade and capacity has increased by a factor of at least 100 each decade 
(Raji, 2004). Today’s micro-processors can put a mainframe on a desktop, 
and eventually into a briefcase or shirt pocket. The future will see even more 
intelligence built into everyday devices, with mainframe and perhaps, even 
supercomputer like computing power packed in a pocket-or notebook sized 
computer (Laudon and Laudon, 2012). More information and knowledge will 
be represented visually, through graphics (Lieberman, 1996). People will 
increasingly interact with the computer in more initiative and effortless 
ways-through writing, speech, touch, eye movement, and other gestures 
(Selker, 1996). 

 

Those were the words of different authors on the trends of information 
technology. However, the intention here is to examine changes/development 
in information technology vis-à-vis types or classes of information 
technology. 
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According to O’Brien and Marakas (2010), there are four broad classes of 
new emerging technologies that are exerting deep-going impact on industry 
services and society at large. These are information technology, 
biotechnology, new materials and new renewable energy technologies. Of 
these, only one has experienced the most rapid development this is 
Information Technology. Information technology has taken the field of 
micro-electronics, informatics, data processing and communications into 
areas of life and business, which hitherto were an exclusive preserve of space 
and advanced manufacturing systems. Akinbinue (1998) claimed that, 
theoretically there are three broad families of information technology, 
namely: 

 

i. Integrate Work Unit – These are computer work stations with 
great capacity for calculation and memory both locally and through 
connection with other computers and with access to knowledge 
banks that enable them to transmit and received data voice fax and 
images. 

ii. Open and Intelligent Architecture: This refers to design of 
products and systems that can connect themselves and received 
connections. They also render ancillary services. 

iii. Communication Goods and Services: There are three categories 
in this family. They include: 

 

Information Services – these involve data entry, informatics consultancy 
processing, data processing network and maintenance of information 
systems. 

 

Electronic Informatics Service – These are data services, transactional 
services and electronic data interchange (EDI) 

Telecommunication Service – these include telephone communications, 
telegraphic services telex, fax, special telephone services, e-mail, data 
transmission, dedicated lines and value added network (VAN). 

 

To buttress the above, Laudon and Laudon (2001) did their classifications 
vis-à-vis multimedia, network computers and fifth-generation computers. 
Multimedia technologies facilitate the integration of two or more types of 
media such as text, graphics, sound, voice, full-motion video, or animation 
into a computer-based application, while network computer simplified 
desktop computer that does not store software programe or data 
permanently. Users down-load whatever software or data they need from a 
central computer over the internet or an organizations own internal network 
(INTRANET OR EXTRANET FACILITIES). 
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The development in superchips and fifth-generation computers involves 
improvement on the designs of Network Computers, micro processors have 
been made to perform faster by shrinking the distance between transistors 
and so on. 

According to Raji (2004), the driving technologies of information are: 

a. Computer technology 

b. Communication Technology: Telephone, electronic data interchange 
(EDI), multimedia communications: pagers, cellular telephones, cordless 
telephones, wired data and personal communication systems. 

Freeman (1984), concluded by saying all these emerging technologies share 
certain generic characteristics. They include: 

a. The new range of products that assist in improving the technical 
characteristic of many other products and processes; 

b. Assisting the process of cost reduction on many other products and 
processes; 

c. Having social, political and environmental acceptability and 

d. Having pervasive effects in the economic system. 

 

Aligning Entrepreneurs’ Business Goals And Information 
Technology  

 

Finding the best information technology systems for your business are a 
little like purchasing missing pieces to a puzzle (Haag, Cummings and 
Dawkins, 2003). The pieces have to fit just right. Findings that fit is a 
process called Information Technology System Planning (IT systems 
planning). IT systems planning is the process that uses the goals, strategies, 
objectives, processes and information requirements of your organization as a 
foundation for identifying and selecting which IT systems to develop and 
when to develop them. 

 

The system planning of IT process according to O’Brien (2003), involves five 
steps, vis-à-vis: 

i. Aligning organizational goals and It. This ensures that your business 
succeeds because of IT, not in spite of it, and produces a view of how 
IT fits within your organization. method to use include IT fusion, the 
competitive forces model and competitive intelligence. 

ii. These steps identify specific processes and specific information that 
require IT systems. The methods include value chain, an information 
architecture, critical success factors and business systems planning. 
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iii. The fourth step is to evaluate the IT system for organizational fit 

using methods such as cost-benefit analysis, risk analysis and capital 
investment analysis. This evaluation reduces the list of possible IT 
systems to those your organization’s limited resources can afford. 

iv. The fifth and final step is to decide which IT system you cannot live 
without. 

 

The five system planning of IT steps is depicted in figure 1 below. The plan 
therefore represents a map for the use of IT in business organization. 
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Information Technology System Plan 

 What systems to develop 

 When to develop those systems 

 Changes to existing systems 

 Contingency plans for disaster 

 

Figure 1: Aligning Information Tech. and Organisational Performance. 

Source: Haag, S. Cummings, M. and Dawkins, J. (2003): Management 
information systems U.S.A, McGraw Hill P. 321. 

 

Having examined above how Information Technology system planning 
works, our emphasis is however on how business organizations align their 
goals with information technology to achieve organizational performance. 
Today, many business organizations require information technology to meet 
their goals and so it is important to include information technology in their 
business planning. For these businesses, consideration of information 
technology to formulate organizational strategy is a condition for success. 

 

In aligning organizational goals and Information Technology, Haag, 
Cummings and Dawkins (2003), provided the following steps: 

i. Information Technology Fusion (IT Fusion). To them this implies 
bringing business and technology together. IT is therefore an 
integral part of business and it is impossible to imagine the business, 
without IT. By implication, IT fusion occurs when the information 
technology within an organization is indistinguishable from the 
business processes and the people (workers) who exploit the 
information technology. 

ii. Competitive Forces Model: According to them as organizations 
struggle to integrate IT into their business they will also search for 
basic IT strategies. These strategies allow organizations to base their 
competitive efforts on their strengths while using IT to innovate. 

 

To further explain this concept of competitive forces model with IT fusion 
porter’s competitive forces model was used. It is a tool to formulate strategy 
by examining the environment in which organization compete. In the model, 
five forces found in most industries are: 

a. Customer Force – which is generated by a well-informed buyer, a 
price sensitive buyer, and similar product/service alternatives.  
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b. Suppliers Force – this is generated by suppliers with necessary, 

unique product/service and a concentrated supplier market. 
c. Substitute Force – generated by the existence of price competitive 

product/services alternatives. To use the model, determination of the 
strength of each force is the starting point and then look for 
opportunities to effect beneficial change is next. The opportunities 
for changing competitive force with IT form the basis of a defensive 
competitive strategy. 

d. Competitive intelligence: This involves more, rather than just 
monitoring what competition does, it also involves examining what 
IT system support business strategy. The competitive Intelligence 
process consists of four steps-planning, gathering, analysis and 
integration. The planning process commences with definition of the 
purpose, scope and timing of its competitive intelligence. Most often 
the purpose will be the augment IT system planning and the scope of 
the intelligence include customers as well as competitors. While the 
timing may require a one-time process or a continuous process 
(which is called competitive scanning) 

e. Purchasing power of customers The gathering process is in two-
fold, information gathering through direct source (primary 
intelligence) and information gathering through indirect source 
(secondary intelligence). Information can also be gathered through 
electronic form (by networks) and non-electronic form (paper or 
spoken intelligence). The analysis process is done by knowledgeable 
workers and expertise. The integration process involves the 
harmonizing the analyzed competitive intelligence into the business 
and IT goals. The competitive intelligence process can be 
summarized as depicted below: 

 

In concluding therefore, the following questions under different headings will 
provide an insight into how business entrepreneurs can align information 
technology and organizational goals. 

i. Business Vision and Strategy 
Where is the organization going? 
How does it intend to get there? 

ii. IT support for the Business Vision and Strategy. 
How will IT support the business direction? 
What part did IT play in formulating the business direction? 

iii. Exiting IT Systems 
What systems currently exist? 
How do they support the business? 
Are the existing systems still appropriate? 
What changes are proposed? 
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iv. Proposed IT systems 
What IT systems have been selected for development? 
What business processes and information needs are supported by 
these systems? 

v. IT systems Contingency Plan 
What plan is there to protect the system from disaster? 
How were the protected system selected? 

vi. IT systems Budget 
What is the cost of the IT systems plan? 
What are the benefits of the IT systems plant to the organizations? 

 

Entrepreneurship And Information Technology Contracts 

 

For entrepreneurs to realize value from their investment in Information 
Technology, they must have technology strategy. This strategy should inform 
the terms and types of the Information Technology contract that business 
enterprises will enter into. What then are Information Technology contracts? 
In a very simple term, Information Technology Contracts are contracts 
relating to the acquisition of the components of Information Technology 
system (Adeoti, 2005). An Information Technology contact is essentially the 
same for every legal entity and the nature of business enterprises creates 
additional concerns that must be addressed in the contracts. These include 
issue of confidentially of customer, performance and reliability of the system. 

 

Information Technology contracts that a business may enter into are made 
up of at least three distinct ones. These are contracts relating to: 

i. Hardware; 
ii. Software; and 
iii. Telecommunications equipment (Adeoti 2005, Weilli 2009, Laudon and 
Laudon 2001).  

 
Hardware: It refers to the tangible and physically visible and distinct items 
of the Information Technology infrastructure. Hardware related contracts 
are made up of: 

i. Sales Agreement, which should cover installation and training 
where necessary. 

ii. Maintenance Agreement, which should begin immediately after the 
period if warranty given by the hardware manufacturer. 

 

Software: The software is intangible and distinct from the medium in 
which it is stored. It comprises of a series of instructions which when 



 
 
 

120 | The Entrepreneur 

 
processed by the hardware device enables the hardware to perform specific 
functions or task software related contracts would include: 

i. License and technical Support Agreement 
ii. Commissioned software Agreement – it may be necessary for a 

business to engage a software developer to develop software to address 
its peculiar needs and unique expectations. Such a situation gives rise 
to commissioned software agreement. 

iii. Source Code Deposit Agreement – This agreement is very important 
because of the role source code in the technical support of the program. 
The reason for this agreement is like outsourcing whereby the business 
enters into a contact with another entity for the management and 
operation of the whole or a part of the business’s Information 
Technology system (Agboola and Oyesola 2008). 
 

Information Technology Implementation In Organizations 

 

The complex aspect of the process of strategic management is strategic 
implementation. This section of the work focuses on strategic 
implementation of information technology so adopted. Although the research 
on the implementation of Information Technology (IT) has been 
characterised as sketchy, fragmented, sometimes ambiguous (Terziovski et 
al., 2003 and Amit and Shoemaker 1993), collectively its findings suggest 
that one cannot treat the implementation of Information Technology (IT) 
without also discussing the social/organization context in which it is 
embedded. Innovations not only adapt to existing organizational and 
industrial arrangements, but they also transform the structure and practice 
of these environments. Four Information Technology (IT) implementation 
models can be discerned that differ in terms of the roles given to the 
environment and human action environmental determinism, managerial 
actionalism, organizational evolution, institutionalism, and system 
interactionism. 

 

1. Environmental determinism posits that conditions in the external 
environmental of organizations shape all aspects of their internal 
environment, including technology and worker behaviour.  

 

2. Managerial actionalism model, the environment is seen as part of a 
providential force in which change is progressive, and irreversible, and action 
is essentially limited to reaction to environmental stimuli.  

 

3. In the Institutionalism model, individual action in response to external or 
internal environmental stimuli is seen as an important mechanism of 
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change, although individuals do act in concert with the large institutional 
forces that surround them.  

 

4. Finally, in the system interactionalism model, the forces of the external 
environment, this in turn, provides the context of most actions. 

Actions, however, are treated as either reactive taken in response to 
recognise environmental stimuli or deliberative-taken in anticipation of 
future condition or for whatever other reason seems relevant to the actor. 
These actions directly affect the internal environment and sometimes the 
external environment as well. The altered environment then produces news 
conditions for actions, making the model dynamic. 

 

In these models, for the managerial actionalism and the systems 
internationism, humans merely react to environmental stimuli. On the other 
hand, the interactionalism model assumes that deposit the external and 
internal influences that impinge on human being; there is an essential spark 
of individual choice in human actions that needs to be considered. Only this 
spark can explain the marked discrepancies in performance between 
individuals in identical contextual circumstances (Barney, 1986). The 
evidence presented by interaction suggest that the implementation process is 
deeply conditioned by local history and takes place over a long period of time 
(usually several years) in a uniquely defined internal and external 
environment. This stream of research provides several premises about the 
implementation of Information Technology in organization that underlie the 
approach advocated in this study. The first is that Information Technology 
and organizations interact in ways that are crucial to the implementation of 
Information Technology systems. The second premise is that Information 
Technology systems renders interactions among Information Technology 
organization – influence are often mutual and subject to change over time. 
The third premise is that the better the fit between the Information 
Technology system to be implemented and the social/organizational setting 
in which it will be embedded, the greater its changes of acceptance and use. 
The mutual relationships between organization and technology, however, are 
complex and crucial but also manageable. Thus the fourth premise is that 
the development and usage of Information Technology system can be guided 
by manager’s preferences about organizational effects. 

 

Impact Of Information Technology On Business Performance  

  

Information technology has created a digital revolution which is attaining 
complete change in the manner entrepreneurs carryout their business 
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activities. In recognition of this revolution and its impact on business 
performance, Gore (2000), said all forms of business organizations are using 
the tools or information technology to increase productivity, get access to 
global consumers and clients, reduce time and costs, involved in product and 
service conceptualization and development and create long lasting 
relationship with customers and clients. 

 

Invariably, information technology is one of the most important resources in 
today’s business environment and successful businesses are investing in 
information technology. Parson (1993) for instance, conducted a study on the 
potential effects of information technology on business for this purpose, he 
divided business into three levels on the basis of recognition and analysis of 
the competitive environment and business strategies. He explained the effect 
of information technology on the organization vis-à-vis these levels-
industrial, firm and strategic levels. 

 

From the level of industry, which he also called global level, information 
technology changes the fundamental nature of the industry in relation to:  

i. The effective nature of such industry’s product and/or service. 
ii. The effect of the industry’s market and/or the industry’s economics 

of production. 

 

Business with information capabilities have the ability to serve a national 
market and are breaking the industry’s pattern of regional distribution. 

 

Industry can achieve economies of production by changing the industry’s 
trade off between standardization and flexibility to achieve limited costs that 
remain essentially the constraint irrespective of production level. 

 

At the firm’s level Parson adopted the Porter’s Competitive Force Model. 

The industry setting not only determines the average profitability of a firm 
but also forms the competitive environment within which a firm’s strategies 
must operate. These areas of strategic interest may include: 

i. Overall cost leadership on an industry basis 
ii. Differentiating of products and services on industry wide basis. 
iii. Concentration on a particular markets or product niche. 

 

All these persons claimed can be achieved through the appropriate 
information technology. 
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According to Haag, Cummings and Dawkins (2003), businesses are using 
information technology in the following ways: 

i. Supporting the information processing tasks in an organizations: 
business are using information technology to process tasks ranging  
computing and printing, creating presentations, setting up 
websites from which customers can order products. Simply put, it 
involves using information technology to capture, create and 
communication information. 

ii. Collapser of Time and Space: Business are using information 
technology to store huge amount of information in a single location 
and process using minimum timing. 

 

O’ Brien (2003) asserts that information technology is reshaping the basics 
of business which include customers service, operations, product and 
marketing strategies and distribution. These basics are heavily dependent on 
information technology. To him, the fundamental reasons for the use of 
information technology in business are: 

i. Supporting business operations through he use of computer based 
information system which record customer purchases, keep track 
of inventory, evaluate eales trends and so on. 

ii. Supporting managerial decisions by ensuring improved economic 
decisions. Decisions on what lines of merchandise needed to be 
added or discontinued are typically made after an answer provided 
by computer based information system. 

 

From the above, information technology has become an indispensable 
ingredient which business should use to meet the challenges of modern 
business operations. These challenges include globalization, business process 
re-engineering and agile competition. 

  

Banking Information Technologies Application For Entrepreneurs 

 

Innovation information communication technologies have created a digital 
revolution that is altering the manners in which entrepreneurs work, learn, 
communicate and engage in all forms of business transactions. These were 
the works of Gore (2000). In this section therefore we shall described some 
areas in which these technologies are been applied in business operations. 

 

Computer: It is an electronic device which on receipt of an appropriate 
input is capable of processing the input according to a set of previously 
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supplied instruction and making the results available if desire (Jongbo, 
2004). 

 

Electronic Funds Transfer (EFT): It is a system of computer controlled 
accounting in which the payers and payees have an account in which all 
transfer of credit balances are recorded. The system is effectively utilized 
with on-line computer network capabilities. Money can be wired from one 
bank to another bank on behalf of customers (not necessarily located in the 
same geographical location. (Okoro, 2005). Electronic Funds transfer at the 
point of sales involves installing electronic terminal in shops and connected 
to banks. This allows customers to pay for products in selected shops with a 
plastic card, while money directly debited from their bank accounts and 
credited to the retailer (Ibok, 2005). 

 

Magnetic Ink Character Recognition (MICR): The rapidly growing 
number of documents handled by banks made new approached to paper 
handling absolutely necessary. The MICR technology provided this 
alternative. It permits characters printed in magnetic ink on cheques and 
deposit slips to be read directly by both man and machine designed to 
recognize the magnetically encoded characters (Jongbo, 2004). Once the 
essential data has been printed on the document in magnetic INK, the 
documents, can then be entered into an electronic system and processed 
automatically. Furthermore, Ogwuma (1998) sees this system as an 
automated mechanism for sorting cheques and other payment instruments. 

 

Automated Cheque Clearing System: This system was introduced to 
facilitate the sorting of cheques by banks. The technology adopted was 
Magnetic Ink Character Recognition (MICR). Each MICR cheque has a code 
number at the button which is captured by this system at high speed (Ibok, 
2005). 

 

Document Image System: According to Jongbo (2004), the new document 
imaging technology is used by banks to capture index and store large 
quantities of original documents which requires to be accessed at a later 
date. This may be inform of security, customs documents, bank returns or 
archives. 

 

Signature Picture Capture and verification System: Traditionally, 
bank customers who want to open an account are expected to submit their 
passport photographs and signatures to the bank for further identification 
for large customer based accounts, the manual process of capturing 
signature, storing them and subsequently using them to identify customers 
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are laborious, time consuming and slow (Jongbo, 2004). Today, this 
technology allows pictures and signatures of customers to be captured 
directly and stored in large and less expense computer memory for future 
retrieval and processing. 

 

The benefits of this system include: 

i. Permits concurrent use of future and signature data by operators. 
ii. Reduces the number of clerical personnel needed to service large 

base of customers accounts. 
iii. Reduces premises cost and lost of files, and 
iv. Aids, faster response to customer inquires and quicker 

transactions. 

 

Other methods or means of transacting business activities in banks worth 
mentioning according Jongbo, (2004), Ward and Peppard (2002)., and Lucey 
(1996) include Electronic Data Interchange (EDI), Electronic Card (Prepaid 
Smart Card), Data Warehouse/Data Mart Design and Internet Banking. 

 

Proper examination of the above technological methods of transacting 
banking business indicates the following benefits: 

i. Better quality service to customers 
ii. Reduction in waiting time in banks by customers. 
iii. Reduction in rigorous education as the computer automatically 

calculate and apply interest on loan and overdrafts. 
iv. Reduction in time for clearing cheques and services delivery 
v. Enhanced communication via interned and its tools. 
vi. Reduction in banks overhead costs. 

 

Current Payment System Transformation Initiatives 

 

A major element of the reform agenda is the transformation of the payments 
system as enunciated in the financial system strategy (FSS)/Vision 2020. The 
importance of this payments system reform is reflected in its role as the 
medium through which financial resources flow from one major area of the 
economy to the other. This flow of financial resources is made possible 
through the strategic adoption of information technology in the Nigerian 
banking industry. This will go a long way in aiding banks’ performance, 
monetary policy transmission mechanism, financial stability and effective 
financial intermediation. The strategic importance of the payments system 
was highlighted by Central Bank of Nigeria under Sanusi Lamido Sanusi by 
implementing the following initiatives: 
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Cash-less Policy: The cash-less policy is flagship initiatives in the 
transformation of the Nigerian payment system. The policy was initiated 
against the backdrop of cash dominance in the payments system, a 
development which encouraged the circulation of huge currency 
management costs on the economy. Basically, the policy aimed at reducing 
the cost of banking services; improving financial inclusion; reducing high 
security and safety risks; fostering transparency and curbing 
corruption/leakages in the banking system; and ultimately improving the 
effectiveness and efficiency of monetary policy. The pilot programme began 
with the implementation of cash-less Lagos which commenced on April 1, 
2012 in Lagos State. The programme was considered a huge success in spite 
of initial hiccups arising from infrastructure and logistics challenges. By the 
end of the fourth quarter (Q4) of 2012, Point of Sales (POS) terminals had 
increased from just about 5000 in 2010 to 111,866 at the end of Q4, 2012. 
The number of registered merchants stood at 187,634 at end-December 2012. 
A major achievement was the remarkable improvement in Mobile Money 
which recorded over N20 billion transaction volume within the last quarter 
of 2012. Leveraging on the success of cash-less Lagos, arrangements are 
under way to expand the scheme to cover the FCT, Kano, Rivers, Anambra, 
Abia and Ogun states in the second quarter of 2013. 

 

National Electronic Fraud Forum: The National Electronic Fraud Forum 
(NEFF) is a complementary policy to the cash-less policy. The initiative, 
which is pillar of the payments system transformation programme, is 
basically designed to curb fraud in the banking system on a sustainable 
basis. The programme is designed as an information-based early warning 
system to alert industry players of the nature, timing and operational 
modalities of electronic fraud targeted at unsuspecting victims including 
institutions in the banking system. 

 

The strategy of the NEFF involves the establishment of a web-based 
electronic platform where stakeholders in the banking and payments 
systems interface to share crime experiences and information. The essence is 
to create an early warning system for stakeholders. By this, the CBN, has 
reinforced the anti-fraud infrastructure in the banking system. Recent 
developments in the NEFF programmes include a vigorous awareness 
campaign targeted at industry players to leverage on the gains of the 
initiative; and consultations on the design of the web-site and collation of 
inputs among stakeholders to further improve the system before launch. The 
programme is expected to be launched in 2013. 
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National Instant Payments Systems (NIPS): The National Instant 
Payments system (NIPS) is an initiative of the Central Bank of Nigeria; 
designed to provide support for the shared services initiative and Know Your 
Customer (KYC) principle. The fact that multiple customer identification 
devices could delay quick electronic transactions in the banking system and 
possibly undermine quick and timely service delivery under the cash-less 
initiative. Multiple identification system has been a major source of fraud in 
the banking system. Thus, the NIPS initiative seeks to consolidate all 
information about the customer in one electronic device and account number 
that is easily recognizable across all payment platforms. In recent times, 
efforts to harmonize customer data base and streamline all information of 
customers and service providers have received accelerated attention. 

 

Point-of-Sale (POS) Terminals: This initiative is designed to encourage 
banks and service providers to share point-of-sale electronic devices for their 
customers. The programme commenced in 2011 with the issuance of new 
point-of-sale guidelines to clearly define industry structure for POS services, 
roles and responsibilities of various players, including the introduction of a 
Payment Terminal Aggregator (PTSA) and a standardized T + 1 settlement 
between industry players, among other initiatives. The overarching objective 
of the POS initiative is to reduce transaction costs to both the customers and 
service providers. 

 

Recent developments aimed at strengthening the POS programmes are 
implementation of industry-wide awareness campaign for improved adoption 
of electronic payments in 2012; provision of discount cards/bonus for 
transactions initiated through the POS channel for both merchants and 
merchant customers; careful scrutiny of POS terminal applications installed 
on terminals to be deployed; and exploring Wi-Fi hotspot arrangement to 
retail customers for connectivity. The combined impact of these initiatives in 
POS resulted in reduced cost to industry services to about 30 percent. 
Indeed, unaudited profit and loss figures indicate a 35 percent reduction in 
the operating expenses in 2012; increased access, conveniences to cash 
settlements across the banking industry; and deployment of 114866 POS’s 
by end 2012. 

 

Agency Banking Payment Innovations: The Agency banking model is 
based on the need to diversify banking services platforms to involve agencies 
that are not hitherto recognized as formal deposit and lending institutions in 
the Nigerian financial system. The dominance of the formal sector in the 
Nigerian financial system provided the basis for the introduction of informal 
institutions in this regard. Extending banking services to the huge un-
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banked public in the rural areas is intended to enhance the financial 
inclusion strategy of the Central Bank of Nigeria. 

 

Basically, the agency banking model has two main objectives, namely, first, 
to bring into the financial system those outside the banking system, mainly 
the rural unbanked public, and second, to reduce costs associated with the 
increase in branch networks of current formal banking practices. 

 

The pilot programme for agent banking was recently launched in Borno 
State, under the financial inclusion strategy. The highlights of the 
programme are the enlistment of the Nigerian Postal Service, NIPOST with 
the Internet and electronic banking services platforms through connectivity 
to the Galaxy backbone of the Nigerian SATT2 programme to benefit from 
current innovations in the payment systems; the design and release of 
Agency Framework Development for interoperability of agency networks; 
definition of interoperability pricing model to enhance inter-agency 
relationships between different agent banks; and improvement of 
connectivity between agent banks and other formal banking institutions 
outside Lagos and Abuja, instead of the GPRS. 

 
Automated Teller Machines (ATMs): Automatic Teller Machines (ATMs) 
have been in use as a strategic PoS initiative in the payment system 
initiative in the Nigerian banking industry. Latest developments indicate 
that there are initiatives to validate business model for off-site ATM 
deployment. The launch of off-site ATM initiative is to broaden the base of 
ATM services and make these efficient and effective for the people at the 
grass-roots, as well as deepen patronage of the electronic payments system 
throughout the country. 
 
Mobile Money (MM): The new initiatives in mobile money are aggressive 
promotion and public awareness campaigns to sensitize the public on the 
advantages of mobile money launched 2012; defining the Mobile 
interoperability pricing model; innovative services offering to encourage the 
public to embrace mobile money initiatives; and licensing of 20 mobile money 
operators as at end-2012. 

 

Information Technology And The Nets  

  

In supporting the movement of various data/information, improve 
technologies have been used over the years. This not only supports 
movement of data but also improved activities in work situation. Different 
modes of electronic transfer have been used by organizations, the essential 
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ones include: Local Area Newtown (LAN), Wide Area Network (WAN), VSAT 
connection and other radio transmission (Turban et al 2000). Recently, three 
major technologies have become prominent in the drive for making 
information and data available to its users, particularly business 
organizations, which is our concern in this work. These technologies are: 

i. Internet 

ii. Intranet 

iii. Extranet 

 

The Internet 

 

According to Ovia (1998), the Internet is a computer network made up of 
thousands of networks worldwide which enable any computer anywhere in 
the world to be linked to it. Put differently, Okunnu (1998), defined it as a 
massive interconnection and interrelation of millions of computers all over 
the world. A much more comprehensive insight into the definition was given 
by Haag, Cummings and Maccubbrey (2004). They said, “the INTERNET, 
sometimes simply called the Net’, is a worldwide  system of computer 
networks-a-net work of networks in which users at any one computer can, if 
they have permission, get information from any other computer (and 
sometimes talk directly to users at other computers)”. 

 

From these definitions, the internet is a public and global communication 
network that provides direct connectivity to anyone via a Local Area 
Network (LAN) and an Internet Service Provider (ISP). The Internet 
therefore serves as a transport vehicle for the information stored in files or 
documents on other computers. The internet itself does not contain 
information. That is why it is a slight misstatement to say a ‘document was 
found on the Internet’. It will be more correct to say it was found through or 
using the Internet. 

 

According to Turban, Lee, King, and Chung (2000), computers on the 
internet may use one or all of the following internet services: 

i. Electronic Mail (e-mail):- It permits one to send and receive mail. It 
provides access to discussion groups often called Listservs, named 
after the software they operate under. 

ii. Telnet or Remote Log-in: this permits a computer to log onto another 
computer and use it as if the user were there. 

iii. File Transfer Protocol (FTP): This allows a computer to rapidly 
retrieve complex files intact from a remote computer and view or 
save them on one’s computer. 
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iv. Gopher: It is an early, text only method for accessing internet 

documents. 

 

Okunnu (1998) also noted that once a user is connected to the internet, 
he/she can work with the tools or features of the internet from a remote 
location. These features define what kind of presence a user has on the 
internet, which could be any of the following: electronic mail (e-mail), 
Worldwide Web (www), file Transfer, Vast Information Resources, 
Multimedia Display, Shopping Opportunities, Electronic Commerce and 
Banking. The intention here is just to mention them and not to discuss them. 
Irrespective of the medium of information transportation, each computer 
connected maintains its own portion of the Internet. All computers on the 
internet communicate with one another using the transmission control 
Protocol/Internet Protocol (TCP/IP). It enables seamless communication 
between all of these computers. 

 

The Intranet 

 

An Intranet according to Laudon and Laudon, (1998), is a corporate LAN 
and/ or Wide Area Network (WAN) that is secured behind company’s 
firewalls and it use internet technologies. Although intranets are developed 
using the same TCP/IP protocol as the internet, they operate as private 
networks with limited access (Okoro, 2005). This means that only employees 
who are issued passwords and access codes are able to use them. So, 
intranets are limited to information pertinent to the company and contain 
exclusive and often proprietary and sensitive information. Firewalls protect 
intranets from unauthorized outside access. According to Ibok (2005). 
Intranets provide the following ‘generic’ functions: 

 

i. Corporate/department/individual web pages. 
ii. Database access 
iii. Search engines and directories 
iv. Interactive communication-chatting, audio-and-video-conferencing. 
v. Document distribution and workflow 
vi. Groupware-e-mail and bulletin boards 
vii. Integration with e-commerce-interface with internet-based sales 

and purchasing. 

 

An intranet therefore uses TCP/IP and other internet protocols and in 
general looks like a private version of the internet. With tunneling, 
companies can send private message through the public network, using the 
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public network with special encryption/decryption and other security 
safeguards to connect one part of their intranet to another. 

 

The Extranet 

 

A new buzzword that refers to an intranet that is partially accessible to 
authorize outsiders is known as extranet. Laudon and Laudon (1998), 
defines on Extranet as a private network that uses the internet protocol and 
the public telecommunication system to securely share part of a business’s 
information or operations with suppliers, vendors, partners, customers or 
other businesses. By implication, an extranet can be viewed as part of a 
company’s intranet that is extended to users outside the company. It has also 
been described as a state of mind in which the internet is perceived as a way 
to do business with other companies as well as to sell products to customers 
(Sweat, 1999). 

 

From the above therefore, whereas an intranet resides behind a firewall and 
is accessible only to people who are members of the same company or 
organization, an extranet provides various levels of accessibility to outsiders. 
You can access an extranet only if you have a valid username and password, 
and your identity determines which part of the extranet you can view. It 
indeed requires security and privacy. These require firewall server 
management, the issuance and use of digital certificates or similar means of 
uses authentication, encryption of messages, and the use of virtual private 
networks (VPN) that tunnel through the public network (Chudnow, 2002). 

 

According to Simpson (2002), companies can use an extranet in following 
transactions. 

i. Exchange large volumes of data using Electronic Data Interchange 
(EDI). 

ii. Share product catalogs exclusively with wholesalers or those 
iii. Jointly develop and use training programs with other companies. 
iv. Provide or access services provided by one company to a group of 

other companies, such as an online banking application managed 
by one company on behalf of affiliated banks. 

v. Share news of common interest exclusively with partner 
companies. 

 

As a recap from the foregoing discussion, an extranet is a private network 
that uses the internet protocols and the public telecommunication system to 
share a business’s information, data, or operations with external suppliers, 
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vendors, or customers. An extranet can be viewed as the external part or a 
company’s intranet and both make use of the internet protocol. 

 

Roles And Goals Of Information Technology 

 

The roles and goals of information technology on organizational performance 
are many and varied from one writer to another. The essence of discussing 
their technological roles and goals on organizations is to help managers’ 
better organization of their views of information technology within 
organizations. 

 

According to Ogwuma (1998), the following are the roles and goals, of 
information technology: 

i. In most cases, it has changed the nature of jobs but has not course 
widespread redundancy. 

ii. It has led to development of more programmed such as Excel, 
Accesses, Power-point and so on, which has encourage customization 
of operational procedures, in some cases. 

iii. It has led to large amount of information available to management 
from different branches of the organization and other organizations. 

 

This has created identification of several business opportunities and possible 
threats. 

 

Put differently, Haag, Cummings and Maccubbrey (2004) introduced six 
important goals and roles of information technology they include: 

i. Increase employee productivity 
ii. Enhance decision making 
iii. Improve team collaboration 
iv. Create business partnerships and alliances 
v. Enable global reach 
vi. Facilitate organizational transformation 

 

A comprehensive explanation of the above six impact is given in the figure 
below: 
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Table 2: The Roles and Goals of Information Technology 

IMPACT  INFORMATION 
TECHNOLOGY TOOLS 

BUSINESS 
BENEFITS 
EXAMPLES  

Increase Employees 
Productivity 

 Online Transaction 
Processing (OLTP) 
 Customer Integrated 
System (CIS) 

 Reduce time 
 Reduce error 
 Reduce cost, 
 Enable 
customers to process 
the own transactions  

Enhance Decision 
Making  

 Online Analytical 
Processing (OLAP) 
 Executive 
Information System (EIS). 
 Artificial Intelligence 
(AI) 

 General 
alternatives 
 Recommend 
solutions 
 Drill down 
through 
information. 

Improve Team 
Collaboration  

 Collaboration system 
 Group ware 

 Facilitate 
communication 
 Develop 
application quickly 
 Support 
geographically 
dispersed teams. 

create Business 
Partnership and 
Alliances 

 Interorganizational 
System (IOS) 
 Electronic Data 
Interchange (EDI) 

 Manage 
Supply Chains 
 Share 
expertise and 
intellect  
 Enable B.2.B 
e-commerce 

Enable Global 
Reach 

 Internet 
 Translation phones 

 Take 
advantage of a 
cheaper/larger 
workforce 
 Advertise 
locally made 
products. 
 Tap into 
global intellectual 
expertise 
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facilitate 
organizational 
transformation  

 Just about any 
technology you can name, 
depending on its use. 

 Stay 
competitive 
 Offer new 
customer interfaces 
 Enter new 
markets 

 

Source: Adapted from Haag, et al (2004), Management Information System 
for the Information Age, McGraw Hill, New York, P. 21.  

 

Conclusion 

 

From the above (Table 2), we notice that the roles and goals of information 
technology are clear and that using the appropriate information technological 
tools could possibly yield the desired benefits of time, errors and cost 
reduction, easy process of business transactions, facilitate communication and 
stay competitive to name just a few. 

 

It is also important to note that despite these benefits, business entrepreneurs 
should note that information technology has its own drawbacks which include 
program errors, cost of installation, employees ‘technophobia’ and fear of lost 
of jobs, system crash and so on (Zemke, 2000) 
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Introduction 

Every business venture begins as an idea or an innovation emanating from 
an entrepreneur who unearthed an opportunity as unfilled needs or 
uncontested needs in the market place. The generation of business ideas is 
the building blocks of entrepreneurship and a sine qua non of every good 
entrepreneur. The success or failure of every entrepreneurship idea or 
innovation depends very much on how well its business opportunities are 
assessed and its feasibility study was conducted and documented.  Thus, the 
conception of new idea(s) for the new ventures by entrepreneurs kick start 
the process of assessing whether or not the business idea(s) is a viable 
business opportunity.  Business opportunities assessment and feasibility 
study report are essential requirements for screening the viability and 
feasibility of entrepreneurship ideas because it is not every business idea 
that seems sound in theory that may led to promising marketplace potentials 
when subjected to an appropriate feasibility study and business opportunity 
evaluation process.  

 

Therefore, the essence of evaluating new idea is to test its feasibility, that is, 
the extent to which the idea is a viable and realistic business opportunity. 
One of the major things to be considered in assessing the feasibility of an 
idea is to become aware of forces and factors in the internal and external 
environment that directly or indirectly influence the new venture 
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opportunities.  As a controlled process feasibility study identifies 
opportunities and problems, determines objectives, describes situations, 
defines successful outcomes and assesses the range of costs and benefits 
associated with several alternatives for solving a problem. According to 
Zimmerer, Scarborough and Wilson (2013) feasibility studies are particularly 
useful when entrepreneurs have generated multiple ideas for business 
concepts and must winnow their options down to the best choices. It enables 
entrepreneurs to quickly explore the practicability of each of several 
potential paths for transforming an idea into a successful business venture.  
They further observed that sometimes the result of a feasibility study is the 
realization that an idea simply won’t produce a viable business regardless of 
how it is organized.  

 

In view of the above, it behooves on every entrepreneur to conduct feasibility 
study and business opportunity evaluation to ascertain the extent to which 
the new idea venture is feasible and realistic in market place. Hence, the 
thrust of this paper is to examine how entrepreneurs prepare feasibility 
report and conduct business opportunity evaluation for new business ideas 
before considering such business ideas as appropriate investments for their 
resources. 

 

Business Opportunities Evaluation 

 

Simply define a business opportunity as a favorable set of circumstances that 
creates a need for a new good, service, or business. A business opportunity is 
a need or want that can be met by a new business venture. To Kirzner (1973) 
entrepreneurial opportunities represent hitherto unknown ways of doing 
things.  Thus, a business opportunity is a business idea that has been 
researched upon, refined and packaged into a promising venture that is 
ready to launch. 

 

On the other hand business opportunity evaluation is ultimately about 
envisioning the future, specifically the wealth generating resource 
combinations (Haynie, Shepherd and McMullen, 2009). Business opportunity 
evaluation or assessment represents a first-person judgment where the 
knowledge, skills, competencies, and resources of the venture or individual 
impact the entrepreneurs’ assessment of the attractiveness of that 
opportunity (Haynie et al., 2009). 

 

A good business opportunity should satisfy the following criteria (Haynie, 
Shepherd and McMullen, 2009): 
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 It must have high gross margins; 
 It must have the potential to reach break-even cash flow within 12 

months – 36 months; 
 The startup capital investments must be realistic and within the 

range of what you can provide; 
 You must have the strength and ability needed to drive the business 

to success; 
 Your level of enthusiasm for the business must be very high; 

 It must have the potential for residual income; 
 It must have the potential to keep on improving with time; and 
 It must have a low level of liability risk. 

 

Ways To Identifying Business Opportunities 

 

Business opportunities can be identified through the following: 

a. by observing trends 
b. by Solving problems 
c. by finding gap in marketplace 

 

a. Observing Trends 

The first approach to identifying business opportunities is to observe trends 
and study how they create opportunities for entrepreneurs to pursue. The 
trends of changes in the economic, social, technological and political forces 
could offer business opportunities to potential and existing entrepreneurs. 
For instances:   

i. Economic factors influence buyers’ level of disposable income. 
Individual sectors of the economy have a direct impact on 
consumer buying patterns; 

ii. Social factors affect buyers’ consumption pattern. The 
understanding of trends in social factors and how they affect new 
product, service, and business ideas is a fundamental piece of the 
opportunity recognition puzzle. Some of the recent social trends 
that allow for new opportunities are the family and work patterns, 
aging of the population, increasing diversity of the workforce etc.; 

iii. Technological changes influence production and operations 
processes .It is vital for entrepreneurs to remain on top of how 
new technologies affect current and future opportunities. 
Advances in technology frequently dovetail with economic and 
social changes to create opportunities; and 

iv. Political factors such as political action and regulatory changes 
also provide the basis for opportunities.  
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b. Solving Problems 

Problem solving is the second way to identify business opportunities. 
Identification of business opportunities sometimes involves noticing a 
problem in the market place and finding a way to solve it.  Usually some of 
these problems can be identified by observing the trends or through more 
simple means, such as intuition, serendipity, or chance. 

 

c. Finding Gaps in the Marketplace 

The third approach to identifying opportunities is to recognize a need that 
consumers have that is not being satisfied filled by either large established 
firms or entrepreneurial ventures.  There are also gaps in the marketplace 
that represent consumer needs that aren’t being met by anyone. 

 

Entrepreneurial Characteristics Which Aid Business Opportunities 
Identification 

 

Individual entrepreneurs are thought to identify and evaluate opportunities 
because they possess uniquely different forms of knowledge or human capital 
(Ardichvili, Cardoza and Ray, 2003; Venkataraman, 1997). Some writers 
such as Corbett (2007), Mitchell, Busenitz, Lant, Mc Dougall, Morse, and 
Smith (2002) suggest that the ability to evaluate opportunities is a cognitive 
task which is based on the knowledge structures that people use to make 
assessments, judgements or decisions. Certain characteristics that tend to 
make some entrepreneurs better at recognizing business opportunities than 
others. Researchers such as Westhead, Ucbasaran and Wright (2001), Keh, 
Foo and Lim (2002) have identified several characteristics that tend to make 
some people better at recognizing opportunities than others. These 
characteristics are: 

 

1. Prior Experience: Several studies have shown that prior experience in 
an industry helps an entrepreneur recognize business opportunities. Among 
the explanation for this are: 

a. by working in an industry, an individual may spot a market niche 
that is underserved. 

b. it is also possible that by working in an industry, an individual builds 
a network of social contacts who provide insights that lead to 
recognizing new opportunities. 

 

2. Cognitive Factors: Studies have shown that opportunity recognition 
may be an innate skill or cognitive process. Some people believe that 
entrepreneurs have a “sixth sense” that allows them to see opportunities 
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that others could not see and this sixth sense” is called “entrepreneurial 
alertness”, which is formally defined as the ability to notice things without 
engaging in deliberate search. 

 

3. Social Networks: The extent and depth of an individual’s social network 
affects opportunity recognition. For instance,  

a. People who build a substantial network of social and professional 
contacts will be exposed to more opportunities and ideas than people 
with sparse networks. This exposure can lead to new business starts. 

b. The extent and depth of an individual’s social network affects 
opportunity recognition. 

 

4. Creativity: Creativity is the process of generating a novel or useful idea. 
Creativity is an indispensable feature for every entrepreneur.  

 

Techniques For Evaluating Business Opportunities 

 

Business opportunity evaluation should be conducted by both the potentials 
and the existing entrepreneurs. Every innovative idea and opportunity 
should be carefully evaluated and the primary objective of business 
opportunity evaluation is to serve as a basis for the decision to either act on 
the opportunity or wait until another better opportunity comes. There are 
different techniques we can use to evaluate business opportunities but this 
paper we briefly discuss the ones suggested by online Business Resources 
Centre, the RAMP Model and Day R-W-W framework as our guide.  

 

According to Business Resources Centre (2014) an opportunity evaluation 
technique consists of four parts as describe below.                        

i. The Idea and its competition 

In this section, the good or service needs to be described in as much detail as 
possible. There is also the need to have a prototype or schematic of the 
product so that a full understanding of all aspect and features of the product 
is attained. There is also the need to identify and list all competitive products 
and competitive companies in the market. Finally the new product idea 
should be compared with at least three competitive products that are most 
similar in filling the market needs.  

 

In summary this analysis will result in a description of how the product is 
different and unique and will indicate its unique selling proposition (USP). A 
unique selling proposition (USP) is your business marketing language that 
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sells your product in a statement or sentence.  However, if the idea does not 
have at least three to five unique selling propositions (USP) versus 
competitive products in the market, the entrepreneur will need to examine 
more carefully whether or not the idea is really unique enough to compete 
and be successful in the market. 

 

ii. The Market and the Opportunity   

The next step in the opportunity evaluation process addresses the size and 
the nature of the market. There will be need at this stage to collect and 
collate market information (i.e. secondary data – published) for at least the 
past three years so that a trend is identified for the overall industry, overall 
market, the market segment and the target market.  For instance, if you had 
an idea for a mathematics software tutor for secondary school students, you 
would get market statistics on the education industry (overall industry), 
computers (overall market), computer software application (market segment) 
and secondary school students (target market). 

 

The size for these markets should not only be determined, but their 
characteristics should be clearly understood and stated. The following 
questions need to be given careful attention at this stage: Is the market made 
up of a few large companies or many small ones? Does the market respond 
quickly or slowly to any new entrants? How many (if any) new products are 
introduced each year in the market? How geographically dispersed is the 
market? What market need is being filled? What social conditions underlie 
this market? What other products might the company also introduce into 
this market? What is the nature and size of the market?  

 

The answers to the above questions would enable entrepreneurs to 
determine both the size and the characteristics of the market and whether it 
is substantial and suitable enough to warrant the time and efforts required 
to further develop a business plan and actually enter the market. 

 

iii. Entrepreneur and Team Assessment 

The entrepreneur together with a team should be involved in the 
opportunity evaluation process. It is advisable that at least one person on the 
team must have enough experience in the industry area of the new idea. This 
is one factor that correlates with the probability of success of the business. 
At this stage, the entrepreneur also needs to answer the following questions: 
Why does this idea and opportunity excite you? Will this idea and 
opportunity sustain you once the initial excitement has worn off? How does 
the idea and opportunity fit your personal background and experience? How 
does it fit your entrepreneurial team?  
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This stage of the opportunity evaluation is usually short and it assists the 
entrepreneur to determine if indeed he is really suited to successfully move 
his idea into the market. 

 

iv. Implementation 

The last stage in opportunity evaluation delineates the crucial steps that 
must be taken to make the idea a reality in the marketplace. The steps must 
be clearly identified and stated in sequential order, together with the time 
frame and money needed for each. 

 

The RAMP Model 

 

RAMP Model is another technique that entrepreneurs can use to evaluate 
business opportunities.   

 

R is the first letter of the model and it stands for Return. Return is actually 
the evaluation of the business opportunities on the bases of their return on 
investments. It really deals with issues bordering on the amount of resources 
to be committed to the new venture as well as the period of time these 
resources will begin to yield desired profit. The source of startup capital for 
the new venture will also be addressed at this stage of the evaluation. 

 

A stands for Advantages and it deals with issues such as cost structure and 
entry barrier, the cost structure deals with what it will cost the entrepreneur 
to source or manufacture required materials, while entry barrier that is, the 
presence of stringent entry barriers will make it difficult for competitors to 
enter the market. The higher the stringent entry barriers the more 
disadvantageous it will be for likely new entrants. It also addresses issue of 
intellectual property, that is, whether or not the entrepreneur possess a 
proprietary advantage such as a patent, or exclusive license on what a firm 
intend to produce or sell. 

 

The M in the acronym stands for Market and it addresses the issues of target 
market and it needs. Entrepreneur should study their target market to 
identify demographical features of the people in the market and their needs. 
The needs of the target market should be substantial enough and the 
proposed product should be able to fill their needs or solve their problems. 
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Finally, P which is the last letter of the acronym stands for potential. It 
focuses on the risk and reward relationship of new venture as well as the 
goal-fit of the new venture to create a high potential or lifestyle business. 

 

The Day R-W-W Framework 

 

The Day (2007)’s R-W-W (“real, win, worth doing”) new product opportunity 
screening framework that asks three questions is another business 
evaluation technique. The framework raises three questions which are;  

 

i. Is there a real need and desire for the proposed product/new 
business opportunity and will customers buy it? Is there a clearer 
product concept and will such a product satisfy the market.  

ii. Can we win? Does the product offer a sustainable competitive 
advantage? Does the company have resources to make such a 
product a success?  

iii. Finally, is it worth doing? Does the product fit the company’s 
overall growth strategy? Does it offer sufficient profit potential?  

 

Day (2007) cautioned that a company should be able to answer yes to all the 
three R-W-W questions before developing the new product opportunity.  

 

Meaning Of Feasibility Study 

 

Barringer and Ireland (2013) simply define feasibility study as the process of 
determining if a business idea is viable, while, to Zimmerer, Scarborough and 
Wilson (2013) feasibility study is the process of determining whether an 
entrepreneur’s idea is a viable foundation for creating a successful business.  
According to Ekanem (2008) feasibility study is a documented report, 
providing an overview of the prime issues related to business idea. A 
business feasibility study can be defined as a controlled process for 
identifying problems and opportunities, determining objectives, describing 
situations, defining successful outcomes and assessing the range of costs and 
benefits associated with several alternatives for solving a problem. The 
business feasibility study is used to support the decision-making process 
based on a cost-benefit analysis of the actual business/project viability 
(Thompson, 2005). 
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Objectives of Feasibility Study 

 

The key objective behind feasibility analysis is to put an idea to the test-by 
talking to industry experts, surveying prospective customers, studying 
industry trends, thinking through the financials, and scrutinizing it in other 
ways. These types of activities not only help determine whether an idea is 
feasible but also help shape and mold the idea (Barringer and Ireland, 2013). 
Also, Ekanem (2008) pointed out that the primary purpose of feasibility 
study is to sport any “make or break” issues that could impinge upon the 
technical and marketing success of the business. 

 

Reasons for Conducting Feasibility Studies 

A feasibility study is carried out for one or more of the following reasons 
according to Nwoye (2010): 

i. it helps to ascertain whether or not a project is worth 
undertaking. For a business project, a feasibility report ascertains 
the viability, profitability and technical practicability of the 
proposed project. Thus, it is also useful when there is need for 
business expansion; 

ii. it is normally required to support an application for financial 
assistance; and 

iii. it serves as an implementation guide to the project which it 
relates. 

 

Conducting A Feasibility Analysis  

 

A feasibility study addresses three interrelated components which are 
industry and market feasibility study, product feasibility study and a 
financial feasibility study (Ekanem, 2008; Zimmerer, Scarborough and 
Wilson, 2013).  However, Barringer and Ireland (2013) presented broad 
framework that addresses six key components that must be taken to 
consideration when conducting feasibility study analysis and these business 
concept, industry/market feasibility, product/service feasibility, 
organizational feasibility, manufacturing or operations, and financial 
feasibility. The process of feasibility analysis is shown in figure 1 below. 
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Figure 1: Role of Feasibility Analysis in Developing Successful 
Business Ideas 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Barringer and Ireland, 2013 

 

According to Barringer and Ireland (2013) the conduct of feasibility analysis 
requires both primary and secondary research. The primary research is 
conducted by the person or persons completing the analysis. This includes 
talking to industry experts, obtaining feedback from prospective customers, 
conducting focus groups, and administering surveys. Secondary research 
probes data that is already collected. Secondary data generally includes 
industry studies, Census Bureau data, analyst forecasts, and other pertinent 
information gleaned through library and Internet research (Barringer and 
Ireland, 2013).  These six components of feasibility are briefly discussed 
below: 

 

a. Business Concept 

 Business concept provides an opportunity for the entrepreneur to prove that 
he/she can articulate his/her concept in clear and comprehensible terms to 
people outside his circle of friends and close associates. Essentially, the Key 
Concepts describe whether the proposed concept is a retail, wholesale, 
manufacturing, or service business. The entrepreneur also identifies the 
current stage of development for the venture (concept stage, start-up, initial 
operations, or expansion). This section includes a clear description of the 
targeted customer, the value proposition (in terms of benefits gained) for 
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that customer, and what the potential growth opportunities are. The 
entrepreneur should summarize any proprietary rights associated with this 
concept whether that is patents, copyrights, licenses, royalties, distribution 
rights, or franchise agreements (Kuratko, 2009). 

 

b. Industry/ Target Market Feasibility Analysis 

In the views of Barringer and Ireland (2013) industry/target market 
feasibility is an assessment of the overall appeal of the industry and the 
target market for the product or service being proposed. An industry is a 
group of firms producing a similar product or service, such as computers, 
children’s toys, airplanes, or social networks. A firm’s target market is the 
limited portion of the industry that it goes after or to which it wants to 
appeal. Most firms and certainly entrepreneurial start-ups typically do not 
try to service their entire industry. Instead, they select or carve out a specific 
target market and try to service that market very well (Barringer and 
Ireland, 2013). However, Kuratko (2009) advised that entrepreneur should 
be sure to include a competitor analysis that describes thoroughly the 
competition existing today and how specifically the concept will match up or 
exceed the competition and why?  

 

There are two components to industry/target market feasibility analysis: 
industry attractiveness and target market attractiveness. When evaluating 
the feasibility of a business idea, entrepreneurs find a basic analysis of the 
industry and targeted market segments as a starting point. The focus in this 
stage is in twofold: (a) to determine how attractive an industry is overall as a 
“home” for a new business, and (b) to identify target market attractiveness. 
The first step in assessing industry attractiveness is to paint a picture of the 
industry with broad strokes, assessing it from a “macro” level (Zimmerer, 
Scarborough and Wilson, 2013).   

 

For entrepreneurs to be able to analyse industrial attractiveness, Barringer 
and Ireland (2013) suggested Porter (1988)’s five forces model as a useful 
tool. The five forces according to Porter (1988) interact with one another to 
determine the setting in which companies compete and hence the 
attractiveness of the industry. These five forces are the rivalry among 
existing firms competing in the industry,  the bargaining power of suppliers 
to the industry, the bargaining power of buyers, the threat of new entrants 
to the industry, and the threat of substitute products or services (Wheelen 
and Hunger, 2010 and Barringer and Ireland, 2013).  The five forces model is 
shown in figure 2 below. 
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Figure 2: Forces Driving Industry Competition 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

           

         Source: Wheelen and Hunger, 2010 

 

c. Product/Service Feasibility Analysis 

A product or service feasibility analysis determines the degree to which a 
product or service idea appeals to potential customers and identifies the 
resources necessary to produce the product or provide the service (Barringer 
and Ireland, 2013; Zimmerer, Scarborough and Wilson, 2013). They further 
opined that this portion of the feasibility analysis addresses two issues: 
product/service desirability and product/ service demand.  

 

i. Product/Service Desirability 

 The first component of product/service feasibility analysis is to affirm that 
the proposed product or service is desirable and serves a need in the 
marketplace. The entrepreneur should ask questions to determine the basic 
appeal of the product or service. The proper mind-set at the feasibility 
analysis stage is to get a general sense of the answers to questions, rather 
than to try to reach final conclusions. Some methods that can be used to 
generate answers to questions include: Concept Test, Prototypes and In- 
Home Trials. 

Industry Competitors 

 
 
 
 

 

 

Rivalry Among 

Existing Firms 

Buyers 

Other 

Stakeholders 

Suppliers 

Substitutes 

Potential 

Entrants 

 

Threat of New 

Entrants 

 

Relative Power of Unions, 

Governments, Special 

Interest Groups, etc. 

Bargaining 
Power of Buyers 

Threat of Substitute 
Products or Services 

Bargaining Power of 

Suppliers 



 
 
 

The Entrepreneur | 151 

 

 
 

a. Concept Test 

A concept test involves showing a preliminary description of a product or 
service idea, called a concept statement, to industry experts and 
prospective customers to solicit their feedback. After the concept statement 
is developed, it should be shown to at least 10 people who are familiar with 
the industry that the firm plans to enter and who can provide informed 
feedback.  

 

b. Prototypes  

One of the most effective ways to gauge the viability of a product is to build a 
prototype of it. A prototype is an original, functional model of a new product 
that entrepreneurs can put into the hands of potential customers so that 
they can see it, test it, and use it (Zimmerer, Scarborough and Wilson, 2013). 

 

c. In-Home Trials 

One method that reveals some of the most insightful information into how 
customers actually use a product or service is also the most challenging to 
coordinate is in-home trials. An in-home trial involves sending researchers 
into customers’ homes to observe them as they use the company’s product or 
service (Zimmerer, Scarborough and Wilson, 2013). 

 

i. Product/Service Demand  

The other component of product/service feasibility analysis is to determine if 
there is demand for the product or service. These are the techniques for 
making this determination: administering a buying intentions survey and 
conducting library, Internet, and gumshoe research, and focus groups 

 

Buying Intentions Survey 

 A buying intentions survey is an instrument that is used to gauge customer 
interest in a product or service. It consists of a concept statement of a 
product or service with a short survey attached. (Barringer and Ireland, 
2013).  

 

Library, Internet, and Gums Shoe Research 

 

Another way to assess demand for a product or service idea is by conducting 
library, Internet, and gumshoe research. A gumshoe is a detective or an 
investigator that scrounges around for information or clues wherever they 
can be found. Don’t be bashful. Ask people what they think about your 
product or service idea. 
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Focus groups 

A focus group involves enlisting a small number of potential customers 
(usually 8 to 12) to give feedback on specific issues about a product or service 
(or the business idea itself). Listen carefully for what focus group members 
like and don’t like about your product or service as they tell you what is in 
their minds. Consider creating virtual focus groups on the Web. Feedback 
from online customers is fast, convenient, and real-time (Hisrich and Peters, 
2006). 

 

d. Organizational Feasibility Analysis 

Organizational feasibility analysis is conducted to determine whether a 
proposed business has sufficient management expertise, organizational 
competence, and resources to successfully launch its business. There are two 
primary issues to consider in this area: management prowess and resource 
sufficiency. 

 

i. Management Prowess 

A proposed business should evaluate the prowess of its initial management 
team, whether it is a sole entrepreneur or a larger group. This task requires 
the individuals starting the firm to be honest and candid in their self-
assessments. Two of the most important factors in this area are the passion 
that the solo entrepreneur or the management team has for the business 
idea and the extent to which the management team or solo entrepreneur 
understands the markets in which the firm will participate (Kuratko, 2009). 

 

i. Resource Sufficiency 

The other aspect of organizational feasibility analysis is to determine 
whether the proposed venture has or is capable of obtaining sufficient 
resources to move forward. The focus in organizational feasibility analysis is 
on non-financial resources. The objective is to identify the most important 
nonfinancial resources and assess their availability.  

 

Some of the non-financial resources that are critical to many start-ups’ 
success according Barringer and Ireland (2013) includes the following: 

 affordable office space; 
 laboratory space, manufacturing space, or space to launch a service 

business; 

 contract manufacturers or service providers; 
 key management employees ( now and in the future); 

 key support personnel (now and in the future); 
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 key equipment needed to operate the business (computers, 
machinery, delivery vehicles; 

 ability to obtain intellectual property protection on key aspects of the 
business; 

 support of local governments and state government if applicable for 
business launch; and 

 Ability to form favorable business partnerships. 

 

e. Manufacturing or Operations Feasibility Analysis 

Depending on the nature of the business, a manufacturing or operations 
feasibility analysis may not be required. Many small businesses that offer 
personal services will have little to say about operations and nothing to say 
about manufacturing. For ventures that manufacture, design, or sell 
products, as well as for service firms that require capital equipment, this 
aspect is important.  

 

 i. Facilities: In the view of Zimmerer, Scarborough and Wilson ( 
2013) nearly every business venture requires physical facilities. Retailers are 
usually involved in choosing a location and either securing a lease or 
purchasing a store. Manufacturers face far more complex issues in leasing or 
purchasing properties, assuring transportation services, and dealing with 
legal issues. Service enterprises will be concerned with having offices easily 
accessible to clients. Professional businesses require expensive suites in 
prime locations. Facilities include fixtures, furniture, equipment, parking 
space, and renovations necessary to open for business (Zimmerer, 
Scarborough and Wilson, 2013). 

ii. Inventory Management: Retailers will describe beginning 
inventory required to open for business and explain how merchandise will be 
replenished. Manufacturers will describe raw materials and supplies needed 
in inventory prior to production, and they will also describe projected 
finished goods inventory at opening. An entrepreneur should be able to 
describe briefly how inventory is purchased (or made) and explain the logic 
behind forecasts for inventory requirements (Zimmerer, Scarborough and 
Wilson, 2013). 

iii. Human Resource Requirements: From a manufacturing view 
point, human resource requirements should be summarized with 
information on the number of personnel and type of skills needed. If the 
business depends on unusually talented personnel, such as research 
scientists, then they should be identified. In most cases, an adequate 
description is required for management and technical staff. Similar 
summaries are required for retail businesses, but services often rely on a few 
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individuals with special qualifications; therefore, human resource 
requirements may become quite detailed in the feasibility analysis. 

iv. Operational Rationale: If the firm will engage in research and 
development, the analysis should spell out the extent of this effort. If 
operations include manufacturing, the analysis should describe vendor 
relations, supply requirements, maintenance expectations, and transport 
requirements. Manufacturers also will be expected to describe their quality 
control policies, safety requirements, and other specific operations related to 
the enterprise. 

v. Legal and Insurance Issues: Holt (2000) pointed out that most 
businesses must consider insurance9 and legal protection to avoid disasters. 
Specifically, entrepreneurs will need business liability insurance, and when 
the business relies on a few talented people, the founders may want to 
purchase personal life and disability insurance on key people  

 

f. Financial Feasibility Analysis 

Zimmerer, Scarborough and Wilson (2013) opined that the component of a 
feasibility analysis involves assessing the financial feasibility of a proposed 
business venture. At this stage of the process, a broad financial analysis is 
sufficient. For feasibility analysis, a preliminary financial assessment is 
usually sufficient; indeed, additional rigor at this point is typically not 
required because the specifics of the business will inevitably evolve making it 
impractical to spend a lot of time early on preparing detailed financial 
forecasts.  

 

Kuratko (2009) further pointed out that entrepreneur should summarize the 
critical assumptions upon which the financial information is based; that is, 
show how the figures have been derived. According to him a pro forma 
income statement and a statement of cash flows are the two most critical 
financial documents to add here - even though they may include preliminary 
outside sources needed to get some idea of the generation of revenue and the 
cash position of the venture during the first three years. If possible, provide a 
break even analysis to demonstrate where the venture moves from survival 
to growth.  

 

The major elements to be included in a financial feasibility analysis include 
the initial capital requirement, estimated earnings, the resulting return on 
investment, overall financial attractiveness of the proposed venture, and 
analysis of value added. 
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i. Capital Requirements 

Some businesses require large amounts of capital, but others do not. An 
actual budget should be prepared that lists all the anticipated capital 
purchases and operating expenses needed to get the business up and 
running.  

 

ii. Estimate Earnings 

 In addition to producing an estimate of the start-up company’s requirement 
an entrepreneur also should forecast the earning potential of the business. 
From these, entrepreneurs can estimate the financial results they and their 
investors can expect to see from the business venture. 

 

iii. Return on Investment 

This aspect of the financial feasibility analysis combines the estimated 
earnings and the capital requirements to determine the rate of return the 
venture is expected to produce. One simple measure the rate of return on the 
capital invested which is calculated by dividing the estimated earnings the 
business yields by the amount of capital invested in the business. Although 
financial estimates at the feasibility analysis stage typically are rough, they 
are an important part of the entrepreneur’s ultimate “go/no go” decision 
about the business ventures. A venture must produce an attractive rate of 
return relative to the level of risk it requires. This risk-return tradeoff 
means that the higher the level of risk a prospective business involves, the 
higher the rate of return it must provide to the entrepreneur and investors 
(Zimmerer, Scarborough and Wilson, 2013). 

 

iv. Overall Financial Attractiveness of the Proposed Venture 

 A number of other factors are associated with evaluating the financial 
attractiveness of a proposed venture. These evaluations are based primarily 
on a new venture’s projected sales and rate of return (or profitability).  At 
the feasibility analysis stage, the projected return is a judgment call. A more 
precise estimation can be computed by preparing pro forma (or projected) 
financial statements, including one- to three-year pro forma statements of 
cash flow, income statements and balance sheets (along with accompanying 
financial ratios).  

 

To gain perspective, a start-up’s projected rate of return should be weighed 
against the following factors to assess whether the venture is financially 
feasible: 

 the amount of capital invested; 
 the risks assumed in launching the business; 
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 the existing alternatives for the money being invested; and 

 the existing alternatives for the entrepreneur’s time and efforts 
(Barringer and Ireland, 2013). 

 

v. Analysis of value added 

The feasibility and profitability of the project should be ascertained through 
the following methods: 

 net present value (NPV); 
 return on investment (ROI); 
 internal rate of return (IRR); 

 cost-benefit analysis Profitability index; and 
 pay back method (Practical approach). 

 

Writing Feasibility Report  

At the end of the feasibility study analysis, a report containing essential 
details of what is required to make a new business venture a success will be 
written to be submitted to the sponsors or any other interested parties.  

 

Components of Feasibility Report Writing    

There is agreement among writers on entrepreneurship development that 
there are various versions of components of feasibility analysis report. 
However, some writers such as Holt (2000), Kuratko, (2009) and Barringer 
and Ireland (2013) have been able to harmonize these different versions of 
the components of feasibility report as presented in table 1 below: 

 

Table 1: Common Elements in Feasibility Analysis 

Executive Summary Venture defined, products or services 
identified, market characteristics 
summarized, founders introduced, and 
financial structure profile. 

Business Concept Purpose of the venture and the major 
objectives of its founders; description of 
the distinct competency of the firm. 

Industry/Market research 
and analysis 

Customer scenario, markets, venture’s 
niche, industry structure, expected 
competition, and sales forecast. 

Target market/ Market 
plan 

Market strategy to compete, pricing, 
promotion, distribution, service and 
warranties, and sales leadership. 
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Product/Service Functions and nature of products and 
services, proprietary interests, attributes, 
and technical profile. 

Management prowess  Profile of founders, key personnel, 
investors and management roles 

Resource 
sufficiency/Manufacturing/ 
operations  

Facilities, location, inventory and 
materials needed, human resources, 
operational processes, technology, security, 
insurance, and safety.  

Financial feasibility Financial statements for income and 
expenses, cash flow, assets and liabilities, 
break-even analysis, and start-up 
underwriting needed. 

Timeline Graphic representation of the dates and 
the related in order of their completion 
until actual concept launch. 

Bibliography This provide any key endnotes, footnotes, 
sources, or extra information that would 
be critical for a funding source to see in 
relation to the work an entrepreneur 
performed in creating this feasibility 
analysis. 

Source: Holt, 2000; Kuratko, 2009; Barringer and Ireland, 2013 

 

Summary And Conclusion 

A business opportunity is a favorable set of circumstances that creates a need 
for a new product, service which has been researched, refined and packaged 
into a promising venture that is ready to launch. It can be identified by 
observing trends, solving problems and finding and filling gap in 
marketplace. 

 

Existing and new entrepreneurs are able to identify and evaluate business 
opportunities by possessing certain characteristics such as creativity, 
cognitive factor, prior experience and social network. Business opportunity 
evaluation techniques are essentially used to ascertain the extent to which 
an innovative business idea could actually fill customer needs and yield the 
desired return on investment. 
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Feasibility study is the process of determining whether an entrepreneur’s 
idea is a viable foundation for creating a successful business. It helps to 
establish whether or not a new product idea worth undertaking. A feasibility 
report mainly ascertains a new venture’s viability, profitability and technical 
practicability. 

 

The content of good feasibility study report should contain executive 
summary, business concept, industry/ market research analysis, target 
market/market plan, product/service, management prowess, resource 
sufficiency/manufacturing/ operations, financial feasibility, timeline and 
bibliography.  

 

Finally, the thrust of business opportunity evaluation and feasibility study 
report is to aid entrepreneur decision making process to either go ahead with 
the new venture idea or drop it at once. 
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Chapter 8 
 

LEGAL ASPECT OF 
ENTREPRENEURSHIP 
 
By H. A. Ajonbadi Ph.D 
 
 
 
 
 
 
 
Introduction 
 
The legal aspect of entrepreneurship makes reference to laws that guide 
the conduct of business relationships. Essentially we are here concerned 
with business law. Adesanya and Oloyede (1981) note that business law is 
the law which regulates business transactions between two or more 
parties, or to be precise, the law which governs the relations between 
traders, merchants and others who are engaged in business transactions. 
The laws relating to business are man-made laws, concerned with law 
as it ought to be, that is, what the society thinks or lays down as a code 
for behaviour. 
 
There are three qualities of law which are of particular relevance to 
entrepreneurs and small business operators:- 

1. The rules or patterns of behaviour must be recognized by the 
majority of people in the community. 

2. There must be rules, which the community demands that 
each of its members should observe. 

3. The non-observance of the rule must lead to the imposition of 
sanctions by the community (Adesanya and Oloyede, 1981). 
There are various devices through which sanctions can be 
enforced, including enforcement by the courts. 

 
It is therefore, important that entrepreneurs should be conversant with 
laws and regulations that guide business relationship, to avoid running 
foul of the law to the detriment of their business operations. 
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Opeifa (2004) notes that all businesses, like individuals, must obey the 
law, a body of rules and regulations that guide human conduct and are 
accepted as binding by the society, which are enforced directly by the state. 
The breach of the law exposes the culprit to punishment in form of fines or 
imprisonment or to redress any wrong done to another by way of damages 
(Sofowora, 1997). The law therefore, defines accepted ways of 
conducting business functions and spells out penalties for non-
compliance. Law is generally complex and dynamic. This is in order to 
cope with the wide range of and varying societal problems. Even at that, 
there are still many other questions of wrong and right that have their 
answers proffered by ethics and morality, concepts outside the realm 
of law. This chapter is, however, focused only on the legal framework for 
doing business and the classifications of laws in Nigeria. 
 
A study of the legal aspect of business in any country will naturally be 
based on the general legal system of such a country. The legal system of a 
country refers to the rules or laws, that regulate behaviour along with 
processes by which the laws are enforced and through which redress for 
grievances is obtained in the country (Hill, 2001). It is noteworthy to state 
that the legal system of a country is influenced by the prevailing political 
system in such a country since government defines the framework within 
which business must operate. 
 
There are two main legal traditions in the world viz the common law 
system and the code law (statutory) system. Nigerian legal system 
however incorporates the two kinds of law. Both kinds of law are further 
classified as private or public law, depending on whether the wrongs 
addressed are against individuals or the society respectively. Private 
law (both common and statutory) shall be the focus of this topic since it 
has significant impact on business. It includes tort law, laws of agency, 
contract, and property law. (Opeifa, 2004). 
 
Common Law 
 
The common law system evolved in England over hundreds of years ago. It 
is now found in most of Britain's former colonies including Nigeria. It is 
based on tradition, precedent and custom. Courts give interpretation to 
common law with regards to these characteristics (Hill, 2001). It is 
sometimes called the "Unwritten law" because it does not appear in 
legislative acts but based on precedents established by judges decision 
(Rachman and Mescon, 1982). The doctrine of stare decisis (Latin for 
"to stand by decision) is used to guarantee the continuity of common law 
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as previous judgments constitute a major basis of deciding subsequent 
similar cases. 
 
Statutory laws 
 
These are laws created be government statutes. Also known as statutes 
or enactments, they are laws made by the law-making arm of the 
government. Under the colonial government, they were referred to as 
ordinances. The military government called them Decrees or Edicts 
depending on whether they are legislations by the federal or state 
government respectively. Acts and Laws are the parlance during civil rule 
for federal and state legislations respectively. Much of the common law 
has found its way into statute such that the difference is often hard to 
spot. It must be noted that statutory laws are generally more potent than 
common law and in the event of a conflict between the two kinds of law, 
statute must prevail (Sofowora, 1997). It needs be noted that whereas 
courts interpret common law bearing in mind tradition, precedent, and 
custom, they interpret civil law with regards to the detailed sets of 
codified laws. Germany, France, Japan and Russia are among many other 
countries that operate a code law system. 
 
There is a further classification of law that is based on whether the law is 
concerned with wrongs to individual (in which case it is private law). Or 
is concerned with wrongs to the society (in which case it public law). 
Private law is of major importance to business. This includes laws of 
contract, agency, property, product safety and liability, and bankruptcy. 
 
Contract law 
 
A contract law is very fundamental to many kinds of business. A contract 
can be defined as an exchange of promises enforceable by law 
(Rachman and Mescon, 1982). It covers transactions like buying and 
selling, employment of staff, partnership agreement etc. Thus any 
agreement that is legally binding on the parties to it and which, if 
broken may be enforced by action in court against the defaulting party 
is a contract (Sofowora, 1997). Contract law therefore, is the body of law 
that governs contract enforcement (Hill, 2000). It must be noted that a 
contract needs not be written to be valid. Oral and Implied contracts are 
equally enforceable in many instances. 
 
Elements of a contract 
 
The elements of a contract are:- 
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(a) An agreement Between competent parties,  (b) Supported by 
consideration, (c) Made for lawful objective, and (d) In the form required by 
law, if any (Anderson, Fox and Twomey, 1990). 
(a)  There must be an agreement between the contracting parties 
(persons forming a contract). This comes by way of an offer by the offerer 
and an acceptance by the offeree. The offer can be oral or written. A 
salesperson   telephones   or   writes   a prospective client, telling the 
client he or she can purchase materials at a certain price. Or it can be 
in the form of an act: A transport company offers to provide service by 
the act of its bus stopping for willing passengers at the terminus. The 
important point to note is that the offer must be specific enough to make 
clear the intention of the offering party. It also must be noted that an 
invitation to treat does not constitute an offer, an advertisement 
such as window display of merchandise is not an offer. Acceptance of 
the offer is the other complement of an agreement. It is importance that 
the acceptance be made voluntarily. Any offer or acceptance made 
under duress or undue influence cannot be enforced. The acceptance 
must be in accordance to the terms of the offer, otherwise it constitutes a 
counter offer. 
 
(b)  Both parties must give something of value in return to the other for 
the agreement to constitute a valid contract. Consideration, as this item of 
value is termed has been defined as "some rights, interests, profits or 
benefits accruing to one party or some forbearance, detriment, loss of 
responsibility given, suffered or undertaken by the other" (Sofowora, 
1997). It is the price paid for the promise of the other party. It is crucial 
that consideration be sufficient it however needs not be adequate. Thus, if 
a party makes a bad bargain, too bad, as the law is not interested in the 
negotiation between parties and the courts will ordinarily not interfere. 
(c)  It is-also an important element of contract that parties must be 
competent. For an agreement to be valid a contract, the parties 
involved must have the legal capacity. Minors, the insane and the 
intoxicated have limited capacity to contact. Only agreement for 
necessaries i.e food, clothing, shelter and medicare can be valid with them. 
By the rules of common law and by Infant Reliefs Acts of 1874, which are 
applicable in Nigeria, an infant in Nigeria is any person under 21years of 
ages. It is note worthy however to observe that the Company and Allied 
Matters Acts of 1990 which deals with registration of business names (in 
respect of sole proprietorship and partnership) defines a minor as a person 
who has not attained the age of 18 years. 
(d)  A contract must be legal. Only contracts entered into for the purpose 
of carrying out acts, which are allowed by law, shall be valid. Contracts for 
illegal acts' will not be enforced by the law. And lastly where the law 
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specifies the form a contract must take, such a contract will be valid only if 
it is in that required form. For instance contract of guarantee, contract 
involving the transfer of an interest in land, a bill of exchange, contract of 
loan by a money lender or contract of marine insurance are all required by 
law to be in writing, other wise they are invalid. 
 
Ending a Contract 
 
A contract comes to an end in any of the following ways: 
* Each party fulfills what is promised 
* Both parties mutually agree to end it 
* The contract is frustrated 
* A party breaches material condition. Of interest to this topic is the 
protection of an innocent party in a breached contract 
 
Where a party fails to live up to the terms of a contract without any legal 
excuses, (e.g. death or serious illness for contract of services or bankruptcy 
for credit payment) the other party can claim breach of contract. There 
are three enforcement alternatives opened to an aggrieved party. 
These are:- 
* Discharge/Rescission 
* Damages 
* Specific Performance and Injunction 
 
Discharge/Rescission is applicable where one party violates the terms of 
the agreement. In this situation, the other party has no obligation to 
fulfill his own part of the contract. This breach of condition by one party 
discharges the other party from the contract, (Rachman and Mascon, 
1982). If this is objected to by the party responsible for the breach, 
the aggrieved party may bring an action for rescission. There is also a 
remedy of Quantum Meruit which is basically a remedy in quasi-contract; 
that is not a claim for damages under a contract, but an award of 
restitution to compensate a person in some circumstances where a 
contract either never existed or subsequently ceased to exist (Sofowora, 
1997). A claim for a quantum meruit as posited by Yerokun (1999) 
arises where there is an agreement for services or for supply of goods 
and no price or remuneration has been fixed for the goods or work done 
before the agreement terminates. Damages is another remedy 
available to innocent party in the event of a breach. This consists of a 
sum of money awarded by a court to compensate a party for losses suffered 
as a result the breach of contract (Sofowara, 1997).  
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The damages awarded usually reflect the direct loss of profit 
resulting from the non-performance. They are thus usually 
compensatory and not intended to be punitive. Specific performance 
is a peculiar remedy which is in form of decree, which is ordered by the 
court directing a contracting party to perform the contract, which he has 
promised. An injunction on the other hand is an order by which one 
party to an agreement to do or refrain from doing a particular thing. It 
is most appropriate when the contract is negative in nature or contains 
a negative stipulation. Specific performance and injunction are 
equitable remedies available only where damages would not be adequate 
(Opeifa, 2004) 
 
Property Law 
 
Another area of law relevant to entrepreneur and business people is 
law of property. In common usage, the term property refers to a piece of 
land or a thing or an object of value that can be owned. In law however, 
property refers to the rights that an individual or business may posses in 
that piece of land or that thing or that object (Anderson, Fox and 
Twomey, 1990). Property right refers to the bundle of legal rights over the 
use to which a resource is put and over the use made of any income that 
may be derived from that resources (Hill, 2001). Property is classified 
as real property and personal property. Real property means land and 
things permanently affixed to land, such as trees or buildings. Personal 
property includes all other property. The scope of property law is very 
wide. For the purpose of this discourse however, we shall focus only on the 
transfer of interest in property. 
 
Transfer of real property 
 
Two types of document are important in the transfer of real property; 
deeds and leases. A deed is an instrument or writing by which an 
owner or grantor transfers or conveys an interest in land to a new 
owner, called a grantee or transferee (Anderson, Fox and Twomey, 
1990) A deed, not being a contract, requires no consideration to be 
valid. However, absence of consideration may be evidence of 
fraudulent transfer, which may therefore be set aside by creditors. Deeds 
are important to business people who must acquire building for factory, 
office or warehouse. A lease on the other hand is the agreement by 
which one person holds possession of the real property owned by 
another. The party that owns the real property and permits the 
occupation of the premises is known as the lessor, or landlord. The lessee, 
or tenant, is the one who occupies the property (Anderson. Fox and 
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Twomey 1990). A lease establishes the relationship of landlord and tenant 
and is granted for a specific period of time during which the tenant 
pays rent to the landlord in periodic installments. A lease can be 
granted for any length of time. In Nigeria, the Land Use Act of 1978 is the 
law that govjerns land and its use. The Act reposes ownership of land in 
the Government through the governor who grants right of use to any 
successful applicant through the issuance of certificate of occupancy. 
 
Transfer of Personal Property 
 
Personal property consist of whole or fractional rights in things that 
are tangible and movable, such as furniture and cars; claims and debts, 
which are called choses in action; and intangible proprietary rights, such 
as trademarks, copyrights, and patents (Anderson, Fox and Twomey, 
1990)  A transfer of personal property is technically a transfer of title ort 
legal possession of the property and the right to use it. A sale of personal 
property involves the transfer of title by the owner or seller, in exchange 
for consideration from the buyer. A sale is thus a contract and often needs 
interpretation as to when title is passed from sellers to the buyer. This is 
sometimes easily ascertainable in a simple face to face exchange of money 
and goods as in typical cash register sale, where title passes when the 
clerk accepts the customer's money and hands over the goods. Any loss 
before this point is the sellers and any loss afterwards is the buyer's. This 
is however not the case in many other sales transactions. Take for 
instance international transaction of import or export. Transfer is 
based on the terms of the contract. Common terms include: FOB and 
CIF/CandT In a sales contract involving shipment of goods FOB (Free on 
board) point of origin/destination etc, title passes when property arrives at 
the specified point in sound condition. Risk of loss and title pass to the 
buyer at the FOB point. The seller pays the transport cost to the FOB 
point. The buyer pays from the point on. Under a CIF (Cost, Insurance 
and Freight) contract, the buyer pays the seller a lump sum covering the 
cost (selling price) of goods, insurance on the goods, and freight to the 
specified destination. CandF (Cost and Freight) contracts are similar 
except that the seller has no obligation to insure the good for the buyer's 
benefits. Property is transferred under these terms after the goods have 
been delivered to the carrier (Anderson, Fox and Twomey, 1990). 
Installmental purchase contract is also unique. Here title passes when the 
buyer takes possession of the property. (Opeifa, 2004) 
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Agency 
 
One of the most common legal relationship in business is that of agency. 
By virtue of the agency device, one person can make contracts at 
numerous places with many different parties at the same time. 
Agency is a relationship based on an expressed or implied agreement 
by which one person, the agent, is authorized to act under the control of 
and for another, the principal in negotiating and making contracts with 
third persons and give the principal's' rights against such third persons. 
(Anderson, Fox and Twomey, 1990) 
 
In the words of Rachman and Mescon (1982), agency exist when one party 
(the principal) authorized another party (the agent) to act on its behalf. 
The principal creates the agency by explicit authorization, either orally or 
in writing. The law insists on written authorization in certain cases, 
Power of Attorney which creates agency for transfer of property must be 
in writing. Agency has been implied even in the absence of written or oral 
authorization where a person for instance allows another to act on his 
behalf, such a person is presumed to be a principal to the other and 
cannot subsequently deny that agency relationship existed between 
them simply because no oral or written authorization was given by him.  
 
The range of possible agency relationships is nearly limitless (Rachman 
and Mescon, 1982). An agency may be created to perform almost any act 
that the principal could lawfully do. Voting, swearing to the truth of 
documents, testifying in court and making a will are however 
instances requiring personal action (Anderson, Fox and Twomey 1990). 
Almost every executive of a company acts as the company's agent in 
some capacity. A purchasing manager is authorized to make 
agreement on procurement of raw materials, a salesman may be 
authorized to enter into a sales contract for the company. While the 
accountant also has the authority to agree to interest rates with the 
company's bank. It is a fundamental requirement of the agency 
relationship that an agent must approach his duties with loyalty. The 
agency relationship provides for rights of both the principal and the agents 
and protects each from the abuse of the other. (Adesanya and Oloyede, 
1981). 
 
Law of Tort 
 
According to Rachman and Mescon (1982), a tort is an act, not involving a 
contract or an agency relationship that results in injury to another 
person's body, property, or reputation, and for which that other person is 
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legally entitled to compensation. Intentional acts such as libel 
(defamation of another person's character) fraud, infringement of 
patents and copyrights, as well as unintentional acts such as trespass 
and convertion are both covered by tort law. Thus a company cannot 
manufacture a patented product without having the consent of the 
patent holder, neither can the trademark of a company be used by 
another. Pass off (the use of similar trademark or trade name) is thus not 
allowed and it is no excuse that these acts were unintentional. 
 
Product safety and product liability 
 
Product safety laws set certain safety standards to which a product must 
adhere. Product liability involves holding a firm and its officers 
responsible when a product, causes injury, death or damage according to 
(Hills, 2001) non conformity of product to required standard increases 
product liability of a company. It does not matter whether this 
negligence is deliberate or not. Product liability can be criminal or civil. 
Civil laws of product liability fall under tort law. The consequence of 
product liability can be very debilitating on companies so much that many 
now thought it wise to insure against it. National Agency for Food and 
Drug Administration and Control (NAFDAC) and Standard Organisation 
of Nigeria (SON) are the two government agencies that regulate product 
standards in Nigeria. Several other governmental agencies also make 
byelaws that affect the operations of business in the country. 
 
Bankruptcy 
 
Bankruptcy is the legal procedure by which a person or a business, 
unable to meet its' financial obligations, is relieved of debt by having 
the court divide its assets among the creditors (Rachman and Mescon, 
1982). Historically the bankruptcy law was designed to compel fraudulent 
debtors to bring their property into court and pay it to their creditors thus 
preventing them from concealing the property or from paying it to 
only some of their creditors. Today, a bankruptcy proceeding is 
concerned with benefiting both debtors and creditors. This is evidenced 
by the fact that a case in bankruptcy can be initiated by the debtor 
himself (a voluntary case) or by creditors (an involuntary case). 
 
Essentially, three kinds of bankruptcy proceedings are available to 
individuals and businesses namely:- 
 
Liquidation proceedings in which case nonexempt assets are 
liquidated and the proceeds distributed to the creditors after which the 
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debtor is then discharged from most of the debt (Anderson, Fox and 
Twomey, 1990): Reorganisation proceedings which seek to restructure 
the debtor organisation and the finances of a business (or an individual) 
so that it may continue to operate. The first step in this kind of proceeding 
is for the debtor or any party in interest or committee of creditors to file 
a plan for the reorganisation of the debtor;: and Extended Time 
payment proceedings which allow the debtors to keep all the assets 
remain in business and makes a settlement that is acceptable fo majority 
of the creditors, whose decision is binding upon minority. 
 
Bankruptcy as earlier indicated can also be voluntary or involuntary 
depending on whether it is the creditor or debtor that initiate the 
procedure. Voluntary bankruptcy which is the more common form is 
commenced when the debtor files a petition with the court. A joint 
petition may be filed by a husband and wife. This petition would also 
include a schedule of current income and expenditure. 
 
Involuntary bankruptcy on the other hand is commenced by the 
creditors who file a petition with the court (Rachman and Mescon, 
1982). This is rare because creditors are unlikely to recover all of their 
debt from the bankrupt's assets. Since any unrecovered portion after 
the share of the bankrupt's asset is forfeited where as if bankruptcy is 
not declared the debtor continues to owe and some chance of recovery still 
remains (Rachman and Mescon,1982). This is more so since some other 
debts of the bankrupt, such as cost of court proceedings, unpaid 
employee wages, reimbursement to customers who made advance 
payment for goods, taxes and other government debts must be settled 
first before the creditors with secured claims (e.g a bank holding a 
mortgage). The remaining assets are then available for settlement of other 
creditors proportionately (Opeifa, 2004). 
 
The other forms of laws affecting entrepreneurial business operation relate 
to sales of goods, hire purchase, negotiable instruments and notes, 
insurance and labour relations laws. It is however important that 
entrepreneurs be centre of them so as to avoid fouling them in his/her 
business transactions. 
 
Statutory Obligations of Entrepreneurs: It should be noted that once the 
entrepreneur decides on the type and form of business he/she wishes to go 
into, his/her responsibility is to stay in the business for the sake of 
his/her staff, the greater hope of being useful to the community and 
attaining his/her goals. Legally, he/her is expected to pay creditors, i.e. 
supplies and banks. The law also expects the business to be legal. An 
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entrepreneur does not deal in illegal goods e.g. cocaine or stolen goods. 
The law expects these entrepreneurs to keep a record of his/her business 
transactions, which will help the tax authorities in assessing business 
tax. An entrepreneur is expected to be responsible citizen with the 
community's good at heart. He/she should therefore pay his/her taxes 
promptly, safety standards should be achieved to. Also the entrepreneur 
should look at his/her staffs welfare, pay their dedicated taxes and 
National Provident Fund to appropriate authorities as when due. 
Others are prompt payment of rent, tenement rate etc. without being 
dragged to court. He/she is expected to compensate injured workers as 
specified in terms of relevant statute. 
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Chapter 9  
 

MANUAL ON PRACTICAL 
ENTREPRENEURSHIP IN 
NIGERIA 
 
By R.O. Mustapha PhD and I. Yusuf 
 
 
 
 
 
 
 
Introduction 
 
At the start of colonialism, the British Administration was largely 
interested in producing Administration Assistants, (Kelley, 1996) so  
literary education was consciously promoted and emphasised to aid colonial 
governance. As time passed by, the nationalistic drive amongst youths drove 
them into acquiring university education in classics, history, latin, linguistic 
and theology among others. However, very few among them aspired to read 
political science, law, accounting and economics though at sub-professional 
levels. Indeed, university education became symbols of prestige and 
recognition amongst different ethnic components that made up Nigeria. 
Anifowoshe (1998) affirmed that University degrees in technology were not 
popular, hence, the pace of accomplishing economic development was 
substantially slow even with the discovery of oil at Oloibiri in 1956, (Aruwa, 
2004).  Little or no attention was paid to encouraging entrepreneurial 
culture especially during the oil boom era of 1970s and 1980s. The military 
came up with no better understanding of Nigerian economic needs toward 
buoyancy aside from promulgating Indigenisation Decrees which were not 
faithfully implemented. Nigerian democratic experience in the First and 
Second republics did not fare any better as nepotism, advance fee fraud and 
kidnapping held sway.  
 
With indices of economic recession - unemployment, galloping inflation, 
dilapidated infrastructural facilities, weak exchange rate, poor governance, 
corruption and general insecurity amongst others- in fierce competition to 
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possess and drive  the soul of economic activities of Nigeria and Nigerians 
from within and outside; (Ilori, 2015), there is perhaps no better period 
than now; to understand and appreciate the relevance of entrepreneurship 
as the engine room of economic growth and development of nations 
worldwide, (Okwu, 2012). It is with this mindset that the author offers to 
explain and convey the exciting realities of entrepreneurship as the ladder 
that most developed nations climb to greatness. It is such a fascinating topic 
that Nigerians irrespective of their fields of endeavour, must imbibe, 
practice and handover to their wards and households to enable the nation 
retains its unique and envious status – the largest economy in Africa, south 
of Sahara. 
 
Evolution of Entrepreneurship 
 
About a hundred years ago, a body of organised knowledge, that was later 
conceptualised and known as entrepreneurship came into being 
notwithstanding the fact that the terms like: the employer, the master, the 
merchant and the undertaker were differently used by economists from 
Adam Smith to Alfred. It becomes clearer today that these terms describe 
the various activities carried out by entrepreneurs.  In economics literature 
therefore, (Murthy, 1989) claims that it was (Cantillon, 1775) that first 
hinted about the all-encompassing terms- entrepreneur and 
entrepreneurship before (Mark 2005)’s Individual-Opportunity Nexus 
recognised Cantillon as the developer of a framework that identifies 
opportunities in business, no matter how manifest, as independent of 
entrepreneur’s perception. Considerable attention has focused on the 
definition of the term ‘entrepreneur’.  
 
Schumpeter (1959) considered the entrepreneur as an innovator and 
entrepreneurship as the act of ‘carrying out of new combination we call 
enterprise’; the individuals whose function is to carry them out we call 
entrepreneurs. His earlier elucidation and focus (Schumpeter 1934) on the 
five branches of entrepreneurship: introduction of new goals; new methods 
of production; opening up of new markets; new sources of supply of raw 
material and new industrial organizations. Stemming from these web of 
activities could be Say (1964)’s view of an entrepreneur as someone who 
creates and perhaps, operates a new business firm with or without anything 
innovative in his acts.  
 
In Coutler’s exposé (2006), there are many definitions of entrepreneurship 
as there are people who have written on the subject. Though terms such as 
new, innovative, flexible, dynamic, creative and risk-taking have been used 
by researchers and writers to define entrepreneurship, authors like Shane 
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& Venkataraman (2000) included variables such as creation of value 
especially by an individual contributor or a small group of partners, the 
process of starting or growing a new profit-making business and /or the 
process of providing a new product or service, among others, as 
cornerstones of entrepreneurship. Flamholtz & Randle (2002) however 
added pursuing opportunities as a pivotal feature of entrepreneurship. 
 
While defining Entrepreneurship, Shane (2000), sees it as individuals’ 
responses to identified opportunities in any business endeavour. It is the 
end-product of a process that starts with opportunity discovery in business 
ventures; painstaking evaluation of the opportunities and a careful 
exploitation of such opportunities. The zeal and vigour with which the 
project is carried out, however, determines the ultimate performance of the 
business venture. This is a clear departure from the Applied Economists’ 
point of view which only identified entrepreneurship with self-employment. 
This view is in tandem with Jena (1989)’s position that people who get ideas 
for creating a new business; bring that business into existence; and then 
carry on the work of the enterprise, are entrepreneurs. In essence therefore, 
an entrepreneur is the human being involved while entrepreneurship is the 
process hence, it could   transform the man “from a nomad to a cattle 
rearer, to a settled agriculturist, to a trader and an industrialist” (Murray & 
Murthy 1989). Often, entrepreneurship is consistently equated with the 
establishment and management of small business enterprises as obtainable 
in United States where entrepreneurs are defined as one who starts his 
own, new and small business. (Drucker 1985).   
 
On critical observations however, Baumol (1993) sees the “Schumpeter” 
type as an innovating entrepreneur and the “Say” type as the firm-
organizing entrepreneur. Without underestimating its contributions to 
economic development of a nation, Williamson & Bultrick (1969) came up 
with four broad categories of entrepreneurship, namely: The Innovating; 
The Imitating; The Fabian and The Drone. The developed nations - the 
United States of America USA, Japan and Canada among others easily 
identified with the Innovating and Imitating as they aid smooth and fast 
development process while the developing countries have in them the 
Fabian and Drone types of entrepreneurship as Adeyemi (ibid) concludes 
that Fabian entrepreneurs neither wants to take huge risk nor believe in 
making big changes, “unless, of course, it becomes inevitable for their 
existence’. Drone entrepreneurs go on using their own traditional 
techniques, even at a loss. The reasons for these may not be unconnected 
with ‘paucity of funds’ and imperfect market conditions Tandon (1973) and 
lower propensity to save and mass unemployment possibilities Irwin (1966) 
that do not allow for adaptation of capital intensive modern technology.  
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While examining what determines entry rates into entrepreneurship, 
(Wadeson, 2006), opined that individual’s attitude is key to his decision to 
enter into a business by creating a new firm.  This entrepreneurial trait 
depends largely on his initiative, willingness and skills to accept risk or 
failure. (Baumol (1990) however added that the institutional environment 
affects attitude and ultimately, the propensity to start a new business. The 
critical role expected of institutions in directing entrepreneurship to 
productive; non- productive or even destructive activity could be the reason 
for his stand. Another vital factor that has significant impact on 
entrepreneurship is corruption McMillan & Woodruff (2002). This is located 
and traceable to the decadence and weaknesses in institutions involved in 
the process management. This could be amplified by weak property rights, 
arbitrariness in state administration, weak judicial system, prevailing social 
norms excessive and non- transparent regulatory framework and self-
fulfilling behavioural expectations Tanzi (1998); Treisman (2007) and Aidt 
(2009). All the foregoing could be proxies for overall institutional quality 
Tanzi (et al). (Korosteleva & Mickiewicz, 2011) ultimately added finance as 
another aspect of institutional quality in entrepreneurship hence its 
importance varies from country to country depending on their level of 
development and accessibility to source of finance. 
 
Misconception about Entrepreneurship 
 
Firstly, entrepreneurship is far beyond conceiving a great idea; it is only a 
part of the equation for successful entrepreneurship. Understanding of the 
different phases of the entrepreneurial process, taking organized approach 
to developing the venture; coping with the challenges and managing the 
business to fruition are key ingredients to successful entrepreneurship. 
Secondly, pursuing ones passion with a strong belief of success is merely a 
part of the firmaments of entrepreneurship. One needs further 
commitment, determination, hard work and a bit of luck as setbacks often 
knock the doors of entrepreneurs at least expected times. Only the brave 
can weather the storm. Thirdly, often, people mistake entrepreneurship for 
gambling as it involves pursuing new; untested approaches; and ideas. 
Beyond this, entrepreneurs take calculated risks and they would not put all 
their eggs in a basket. Moderate risk taking characterizes entrepreneurs. 
Fourthly, there is general misconception that entrepreneurship is 
associated with small and medium-scale enterprises SMEs. The truth is that 
entrepreneurship can be found in different sizes of organisations - small, 
medium-scale and large-scale. On the other hand, just because an 
organization is small or small businesses practiced by road side artisans do 
not automatically make them entrepreneurial. 
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Small and Medium Scale Enterprises (SMEs) 
 
Various institutions and agencies such as Organisation for Economic 
Cooperation and Development, OECD (2004); United Nations Industrial 
Development Organisation UNIDO; and scholars such as  (Loveman & 
Sengenberger, 1991; Adelaja, 2004; Olumide 2004 & Okwu 2012) have all 
come up with their definitions and understandings of small and medium-
scale enterprises SMEs. Leading and anchoring its definitions of (SMEs) on 
sizes; levels of investment; characteristics; annual turnover and number of 
employees among others is Beckley (1989).  However, Ekpeyong & Nyong 
(1992) as cited by Okwu (2012) posited that various countries anchored 
their perceptions of SMEs on annual turnover and the number of employees 
on the companies’ pay roll. For instance, Britain conceives small scale 
business as that industry with annual turnover of 2 million pounds or less, 
with fewer than 200 employees; while Japan conceptualises small scale 
enterprises as those manufacturing with 100 million yen paid- up capital 
and 300 employees. In the same country however, enterprises in wholesale 
business are classified small-scale if they have 300 million yen paid-up 
capital with 100 employees; but companies in retail business must have 50 
or less employees.  
 
Organisation for Economic Cooperation and Development (OECD, 2004) 
posited that SMEs are defined in relations to the scale of and structure of    
business in the economy and the level of development in the country 
concerned. It thus implies the dynamism in the general perception of SMEs 
rather than the holistic ways of classifying enterprises, Loveman and 
Sengenberger (1991). In the developing countries however, UNIDO as cited 
in Elaian (1996) classified enterprises with 20-99 workers as medium; those 
with 5 – 19 workers as small; and finally firms with less than 5 workers as 
micro. For the industrialized nations, he opined that firms with medium 
status employ 100- 499 employees and small-scale firms employ less than 
100 workers. Storey (1994) cited the European Union EU as laying 
emphasis on the workforce while defining medium, small and micro 
enterprises as the firms that employ 100 – 499, 99 -10 and 9 – 0 respectively. 
(Okwu ibid) elucidated that for a general distinction between self-
employment, micro, small- and medium- sized business classifications, the 
European Union (EU), as cited in (UNIDO/OECD, 2004), used the number 
of employees to define businesses as follows: a firm with no employee is self-
employed; 2-9 employees is micro business; 10-49 employees is small 
business; and 50-249 employees is medium-sized business. 
 
In Africa business classifications, Kayanula and Quartey (2000) observed 
that Ghana Statistical Service (GSS) considers firms with less than 10 
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employees as small-scale enterprises and those with more than 10 
employees as medium- and large-sized enterprises. The National Board of 
Small Scale Industries (NBSSI) in Ghana defines a small scale enterprise as 
one with no more than 9 workers and has plant and machinery (excluding 
land, buildings and vehicles) not exceeding 10 million cedis while the Ghana 
Enterprise Development Commission (GEDC), added a 10 million cedis 
upper limit definition for the plant and machinery. In Nigeria, the Nigerian 
Bank for Commerce and Industry (NBCI), the Centre for Industrial 
Research and Development (CIRD) and the National Economic 
Reconstruction Fund (NERFUND) adopted various definitions of SMEs 
before the pronouncement of the National Council on Industry (NCI) in 
2001, the Small and Medium Industries and Equity Investment Scheme 
(SMIEIS, 2002).  
 
The definitions and classifications given by these foregoing two institutions, 
are in tandem with those of (Akabueze 2002), Udechukwu (2003), and 
Sanusi (2003). They defined SMEs as enterprises with a maximum asset 
base less than N200 million or $1.43 million. This excludes land and 
working capital, and with the number of staff employed not less than 10 
(otherwise will be a cottage or micro-enterprise) and not more than 300 
employees. In the final analysis, the actual values of the fixed assets 
involved are unreliable as they cannot be appropriately determined in view 
of the continuous depreciation in the foreign exchange rates and the 
valuation process of fixed assets. 
 
Perhaps the most detailed and comprehensive positions were the ones 
credited to (Ogechukwu, 2006) and Balunywa (2010). Ogechukwu basically 
included number of employees, sales volume, local network and operations 
aside from financial strength and managers’/ owners’ autonomy. Also 
inclusive are the paid-up capital by individual promoters and other 
shareholders. Balunywa however showed the irrelevance of the number of 
people employed in companies operating in a labour intensive business. the 
National Council of Industry, (NCI), as cited in Adelaja (2004), defined a 
small scale enterprise as one with fixed assets above N1 million but not 
exceeding N10 million, excluding land but including working capital of over 
N10 million but not exceeding N40 million. The revised version of the 
definition in 1996 considered small scale industry as one with total cost, 
including working capital but excluding cost of land above N1 million but 
not exceeding N40 million with a labour size of between 36 and 100 
workers. The table below aptly summarises the definitions adopted by the 
various Institutions and Agencies on medium-scale enterprises (MSE); 
small-scale enterprises (SSE) and micro-enterprises (ME). 
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Table 2.11   MSME Classifications of various enterprises by 
different Organizations in  
and outside Nigeria 
Descrip
tion  

Asset Value (N’m) Annual Turnover 
(N’m) 

Number of 
Employees 

Orgn/Cl
assifica
tion 

M
S
E 

S
S
E 

M
E 

M
S
E 

S
S
E 

M
E 

M
S
E 

S
S
E 

M
E 

FMI <
 
2
0
0 

<
 
5
0 

N
A 

N
A 

N
A 

N
A 

<
 
3
0
0 

<
 
1
0
0 

<
 
1
0 

CBN <
 
1
5
0 

<
 
1 

N
A 

<
 
1
5
0 

<
 
1 

N
A 

<
 
1
0
0 

<
 
5
0 

N
A 

NERF
UND 

N
a 

<
 
1
0 

N
A 

N
A 

N
A 

N
A 

N
A 

N
A 

N
A 

NASSI N
a 

<
 
4
0 

<
 
1 

N
A 

<
 
4
0 

N
A 

N
A 

3 N
A 

NASM
E 

<
 
1
5
0 

<
 
5
0 

<
 
1 

<
 
5
0
0 

<
 
1
0
0 

<
 
1
0 

<
 
1
0
0 

 
<
 
5
0 

<
 
1
0 

UNIDO
/OECD/
EU 

N
A 

N
A 

N
A 

N
A 

N
A 

N
A 

5
0
-
2
4
9 

1
0
-
4
9 

2
-
9 

World 
Bank/I
FC 

N
A 

N
A 

N
A 

N
A 

N
A 

N
A 

2
0
-
9
9 

5
-
1
9 

2
-
4 

Nation
al 
Council 
of 
Industr
y (NCI) 

5
0
m
-
2
0
0
m 

1
.
5
-
5
0
m 

<
1
.
5
m 

N
A 

N
A 

N
A 

1
0
1
-
 
3
0
0 

1
1
-
1
0
0 

<
1
0 

 
Sources: World Bank/IFC (2012) 
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Pointedly, there are no universal definitions agreed upon by all the itemized 
agencies on (MSE), (SSE) and (ME). From the Table 2.1 l however, one can 
deduce that SMEs relate only to SSE and MSE classifications, that is, 
Small-scale enterprises and Medium-scale enterprises respectively. Of note, 
are the facts that the Central Bank of Nigeria (CBN) and the National 
Association of Small and Medium Enterprises (NASME), have the same 
data on the operating asset of less than =N150 million and less than =N50 
million on medium –scale enterprises (MSE) and small-scale enterprises 
(SSE) respectively. Also, they share same data of less than 100 employees 
and less than 50 employees for medium-scale enterprises (MSE) and small-
scale enterprises (SSM) respectively. The Federal Ministry of Industries 
(FMI) however sets its records to reflect a MSE as having less than =N200 
million operating asset with less than =N50 million operating asset for SSE. 
Also, the NCI (2001) classification did not help matters as it focuses on 
number of personnel - (11-100 for SSE and 101-300 for MSE) and total 
capital employed – (N1.5m-N50m for SSE and N50m- N200m for MSE). 
 
Furthermore, Aruwa (2004), affirmed that the National Economic 
Reconstruction Fund (NERFUND) defines a SSE as one whose total assets 
is less than =N10 million, but made no reference  to neither its annual 
turnover nor the number of employees. On the global front, emphasis is 
focused on the number of paid employees in a firm. For instance, 
Organisation for Economic Cooperation and Development (OECD), United 
Nations Industrial Development Organisation (UNIDO) and European 
Union (EU) define a firm that employs 50-249 employees; 10-49 employees; 
and 2-9 employees for MSE, SSE and ME respectively. In the same vein, 
World Bank and International Finance Corporation (IFC) exclusively define 
a firm with 20 – 99 employees; 10 – 19 employees and 2-4 employees as 
MSE, SSE and ME respectively. The ambiguities and inconsistencies in the 
various conceptual postulations of the international agencies and scholars 
alike on SMES as highlighted above encourage the researcher to focus 
primarily on Small and Medium -Scale Enterprises (SMEs). The central 
focus of the study is the entrepreneurial trends, spirits and maneuvers 
behind the wellness of aluminium SSEs in Nigeria in the context of the 
initiative and willingness of the promoters; creativity; knowledge and skills 
goal setting; mental and positive thinking and the management 
/entrepreneurial skills employed.  
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Determinants of entrepreneurship 
 
To facilitate thorough understandings of the mindset of potential 
entrepreneurs, the author comes up with this mathematical model to 
summerise his thoughts: 
Z =  f (p – w, x1, x2, x3, x4, x5, x6, x7, x8)   
 
Where  
Z is the unobserved preference to be an entrepreneur, whose observed 
counterpact is usually a binary variable taking the value 1 for individuals 
who are entrepreneurs and 0 for those who are not. 
 
Furthermore, p – w denotes expected profits in entrepreneurship relative to 
the wage income in paid employment and therefore captures the relative 
financial returns to entrepreneurship which is expected to be positive.X1 is 
represents variables measuring human capital; x2 denotes social capital; x3 
measures risk factors – individual risk aversion  or degree of market risk. 
X4 and x5 measure psychological and demographic variables respectively 
while x6 and x7 depicts industry-specific and macroeconomic factors; and x8 
represents characteristics of employers, relevant to employees 
contemplating a switch into entrepreneurship. Through the equation 
highlighted above, two fundamental questions are answered - who becomes 
an entrepreneur and why? Secondly, what are the influences of personal 
characteristics and environmental factors affecting entrepreneurship? 
Answers to the foregoing reveal the multi-disciplinary components of 
entrepreneurship. Put succinctly therefore the following are considered 
determinants of entrepreneurship. 
 
Relative Earnings 
 
Pecuniary incentives are factors considered by many as a major 
determinant to becoming entrepreneurs. Indeed, many individuals become 
entrepreneurs to make more money. If the income differential, as per their 
estimations, is substantially positive, many would give the business a whole 
hug to practise entrepreneurship. Today, many successful businesses are 
given birth to, via this medium. The need for increased earnings may 
however depend on so many factors like Personal wealth, Age, experience, 
marital status, entrepreneurial orientation, number of dependents 
(especially in African settings) and Urban location amongst others. 
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Self-employment 
 
Schumpeter (1934) in particular highlighted the importance of non-
pecuniary motivations as major determinant of starting entrepreneurship 
as many wish to find a ‘private Kingdom to conquer’ and the will to prove 
‘oneself superior to others to succeed…’ Independence of aspirations and 
expressions of business motive are keywords here, as many will prefer to 
become ‘Chief Executive Officer of something rather than being a Manager 
of nothing’ Otokiti (2011). Reasons given to becoming self-employed 
however, varied from countries to countries but universally, the following 
are noteworthy – Nature of business or occupation; family commitments; 
Capital, space or equipment opportunities; redundancy and number of jobs 
available amongst others. Indeed, many take self-employment as working 
definition of entrepreneurship but the author considers desire for 
independence and job satisfaction as major attractions for 
entrepreneurship. The flexibility of entrepreurship makes it makes it 
conducivr to balancing work and family role responsibilities, (Benz & Frey 
(2004). 
 
Human capital 
 
This most essential factor in entrepreneurship – human capital- is 
expressed on the tripod of age, experience and formal education. Only 
capable, honest and diligent employees can grow business.  
 
Age: Older people are likelier to become entrepreneurs because human and 
capital requirements of entrepreneurship are often unavailable to younger 
workers. They are more likely to have received inheritances, gratuities, 
pensions and gather more savings from their previous paid employments, 
thus accumulating capital which can be used to overcome borrowing 
constraints in setting up businesses. Secondly, in their bid to avoid 
mandatory retirement provisions in paid employment, older people might 
resort to entrepreneurship. Thirdly and as a matter of fact that they 
relatively have more time to build better social and business network 
through learning about the business environment. Fourthly, having lost 
physical stamina, perhaps due to poor health couple with the obsolete skills 
they have acquired over a period of time, they are in a better position to 
possess control over the amount and pace of their work.  
 
Experience: Age and experience are not synonymous but the common 
practice is to measure ‘experience’ as current age minus school leaving age. 
The result derived therefrom will still be imperfect because it takes no 
account of breaks in labour force participation in individuals’ work history. 
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In spite of this imperfection, experience might promote entrepreneurship as 
it embodies learning about business opportunities and how enterprises 
work in practice. (Shane 2003) sees experience’s components, training for 
skills needed to exploit opportunities such as selling, negotiating, leading, 
planning, problem-solving, decision making, communicating and organising 
among others. He went further by identifying five classes of experience: 
general business experience; functional experience (marketing, product 
development and management); industry experience; start-up experience 
and vicarious experience. (through observing parents, friends and associate 
in business). Another distinguishable experience is previous experience in 
entrepreneurship versus experience in paid- employment. It is however 
noteworthy that individuals with greater past entrepreneurial experience 
and greater industry experience are more likely to start their own 
independent venture than to purchase a franchise, (Kaufmann 1999). 
 
Formal education: The impact of human capital on entrepreneurship 
propensities can be amplified by externalities like formal education. Firstly, 
on the one hand, it might improve entrepreneurial judgement by providing 
people with analytical abilities, information about business opportunities 
and good understandings about market and entrepreneurial process, 
(Casson, 1995). On the other, it equips entrepreneurs with general search 
skills, foresight and imagination, computational and communication skills 
needed to run businesses in particular sectors. However, the author, in any 
way, is not suggesting that formal education is synonymous with 
managerial capacity and capability in entrepreneurship, (Lucas 1978), but 
the quality of education matters.  Henley, (2004) came up with the findings 
that former pupils of high-quality British public- sector secondary schools 
(‘grammar school’) are significantly more likely to become self-employed 
than pupils of other schools. 
 
Social capital 
 
This aptly refers to ability of entrepreneurs to extract maximal benefits 
from social structure, networks and relationships cultivated over a period of 
time, (Davidson & Honig, 2003). It could be strong or weak: strong ties 
come from family members or close friends who can leverage on support 
and trust needed for resource acquisition; and weak ties come from former 
business contacts, acquaintances and members of business network, 
(Parker 2008)   Specifically, social structure could be the level of trust 
between government and institutions in a community level. A good example 
is the social networks within the locality, extended family, communities and 
organizational relationships. In fact, Abell, Crouchy & Mills, (2001) 
affirmed that social capital confers social legitimacy upon entrepreneurship; 
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reveals information about opportunities, customers, suppliers and 
competitors aside from facilitating access to resources such as cheap labour, 
capital and provision of helping entrepreneurs to weather emotional stress. 
All these keep businesses afloat. 
 
Risk attitudes 
 
This comprises of risk aversion embodied in individuals’ utility functions 
and the actual perceived level of risk itself. Three distinct strategies could 
be deployed to analyse risk attitudes. They are: Univariate comparisons 
between entrepreneurs and non-entrepreneurs based on risk preferences; 
Comparisons on both entrepreneurs and non-entrepreneurs based on life-
style choices; and hypothetical survey responses to measure risk attitudes. 
The primary goal of entrepreneurs as venture builder and grower rather 
than seeing themselves as income generators make them less risk averse 
than mangers. (Stewrad & Scott, 2001). However, the findings of Miner & 
Raju (2004)’s risk avoidance survey revealed that there is no significant 
difference in the risk attitudes of both entrepreneurs and non-
entrepreneurs, make Risk Preference study inconclusive. On the lifestyle 
choice study of Puri & Robins (2005) study in the USA, they discovered that 
twice as many entrepreneurs claimed they were willing to take above-
average hypothetical risk compared with employees, thus making them 
‘calculated-risk takers’. In UK however, in a study carried out on Family 
Expenditure by Brown, Farrel, Harris & Sessions (2006). They discovered 
that self –employed are less risk-averse as they purchased less financial 
insurance product than employees. Lastly, in a different measure of risk 
aversion, ‘fear of failure’ is measured by GEM. Several studies here showed 
that there is significant negative association between fear of failure and 
nascent entrepreneurs. Available evidence derived from Elston, Harrison & 
Rostrom (2005) suggests that entrepreneurs are either risk-neutral, or 
mildly risk-averse at any event than non-entrepreneurs. 
 
Over-Confidence 
 
People tend to be innately over-optimistic on events under their control but 
psychology literature offered reasons why most entrepreneurs are unusually 
prone to unrealistic over-optimism, (Coelho, 2004) This happens when 
individuals have emotional attachment to outcomes. It is presumed that 
most entrepreneurs’ personal wealth is tied up in their businesses thereby 
creating obvious emotional commitments. Furthermore, Schale & 
Koellinger (2007), affirmed that whenever there are complex tasks that lack 
fast and clear feedback, it creates ripe ground for optimism just as over-
confidence are deployed as strategy to overcome distractions from noisy 
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business environment or any environment that are overloaded with 
information and cognitive biases. 
 
Psychological traits 
 
A long-standing research question that individuals that possess special 
psychological traits are more predisposed to become entrepreneurs than 
non-entrepreneurs find its root in three main research interests, apart from 
risk attitudes, carried out by Amit (1993). They are firstly: need for 
achievement. It is established that any society that have more people with 
need for achievement will grow a pool of strong energetic entrepreneurs, 
McClelland (1961); Secondly, Internal locust of control as known to 
Psychologists, signifies the belief that individuals’ performance largely 
depend on their actions rather than external factors. Any community that 
can boast of large number of people with internal locust of control will its 
economic activities powered by vibrant entrepreneurs. Lastly, it is proposed 
that that entrepreneurs have greater capacity than employees to thrive in 
an environment where ill-defined framework and ambiguity hold sway. 
 
Demographic characteristics  
 
Three main features that dominates demographic variables are marital 
status, health issues and family background. To start with, married people 
are more prone to be entrepreneurs than their single counterparts. Reasons 
for this are not far-fetched. A spouse could provide start-up capital just as 
he/she could provide labour services to the business at below-market rates. 
Spouses may use their income as insurance against risky income of their 
entrepreneurial partner just tax advantages could be exploited from 
through creation of sleeping partners. In fact, some researchers have 
classified marriage as a form of social capital, (Davidson & Honig, 2003). On 
health issues, entrepreneurs enjoy greater flexibility in length, location and 
schedule of their work time than any paid- employment, (Quinn, 1980). 
Persons with disabilities or trauma also, could take entrepreneurship as a 
poor choice, especially in vocations that do not require much physical input 
like construction, to enable him manage his poor state of health. Lastly, 
sizeable number of entrepreneurs gets their teeth of entrepreneurship cut 
from the parental guidance and orientation. Reasons for this could be 
acquisition of general business or managerial experience; acquisition of 
industry or firm-related experience; inheritance of business; and possible 
provision of cheap source of financing by parents to help their off-springs 
overcome borrowing constraints among others. 
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Industry characteristics 
 
Entrepreneurs are most likely to be seen in some industries or occupations 
than in others. The heterogeneity of entrepreneurship implies that one has 
to exercise caution when discussing entrepreneurship as some industries 
allow more entrants than others. Many entrepreneurs, for instance are 
more into construction, hotel, agriculture and general service industry in 
North America due to historical factors among others.  Fewer female 
entrepreneurs are into mass transit businesses in Nigeria, for instance, 
largely because of large capital outlay, strict entry barriers due to cultural 
and historical factors among others. 
 
Macroeconomic factors  
 
Mainly three theories -wealth-base theory, technology-based theory and 
Knowledge-based theory account for macroeconomic factors. Improved 
technology application in carrying out traditional businesses like ‘Garri’ 
production, farming- mechanized, tourism and hospitality and many others 
have positively impacted on total factor productivity. There are evidences of 
stronger link of computers with entrepreneurship in Africa south of Sahara. 
Use of computers are widespread in small-scale businesses today in Nigeria 
just as communication mode have changed drastically since the introduction 
of global system of mobile communication GSM. Secondly, technology, 
civilization and internet activities have positively globalized international 
trade thus expanding the frontiers of knowledge beyond the medieval 
period. Wealth are therefore easily created with press of buttons in the 
comfort of ones apartment. On-line business now become prevalent in 
wealth creation as monies are freely transferred with little or no hindrances 
unlike time passed when letters of Credit are opened for international 
business. Some evidences have shown that organizations exploit knowledge 
spillovers to grow new business through creativity and innovation. 
Economic growth thus is generated. 
 
Unemployment 
 
Stronger relationship between entrepreneurship and unemployment has 
long been established in the literature via direct effect of remover the new 
entrepreneur from unemployment register and indirectly through job 
creation where entrepreneur hire outside labour. Contrary to impression 
given by scholars, for instance, Shane (2003), unemployment affect 
entrepreneurship in two ways- recession push ; and prosperity pull. Both 
are positive relationships. Recession push hypothesis reduces the 
opportunities of gaining paid employment and the expected gains from job 
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search pushes people into entrepreneurship. The effects of firms and 
companies closing down during recession allows for availability and 
affordability of second hand capital equipment thus reducing barriers to 
business entry. Prosperity pull hypothesis however, postulates that at time 
of unemployment, the products and services of entrepreneurs face lower 
market demand. This reduces income from entrepreneurship and possibly 
availability of capital and thus increases the risk of bankruptcy. These 
individuals are pulled out of entrepreneurship. Entrepreneurship may 
become riskier if the venture fails as it is less likely that the entrepreneur 
will go back to paid employment. 
 

  



 
 
 
188 | The Entrepreneur 

 
References 
 
Abell, Crouchy & Mills, (2001), Social capital and entrepreneurship in Great 
Britain, Enterprise and  Innovation Management Studies, 2(2), pp. 119-44 
Adelaja, M. A. (2005). Funding small and medium scale ventures. A paper 
presented at the Anglican diocesan economic empowerment seminar. 
Aidt, T., (2009). “Corruption, Institutions and Economic Development,” 
Oxford Review of Economic Policy, 25(2): 271-91. 
Amit R. L.Glosten and E. Mullller (1993), Challenges to theory development 
in Entrepreneurship Research, Journal of Management Studies), 30, pp 
815-34 
Aruwa, S.A.S (2004), Financing options for small and medium scale 
enterprise in Nigeria. Scope Press, Kaduna. 
Anifowoshe (1998), Effective microfinance and SME: The true story. 
Journal of Management and Society, 1(2), 51-54, December Edition.  
Balunywa, W. (2010). What are small scale enterprises, entrepreneurship 
and small business enterprises growth? Makerere University Business 
School. Retrieved from http://evancarmicheal.com/africa-account/1639/40-
what_are_small_scale_enterprises_entrepreneurship_and_small_business-
_enterprises_growth on 15/06/2012. 
Baumol, W. J. (1993).  Formal Entrepreneurship Theory in Economics, 
Existence and Bounds. Journal of Business Venturing 8:197-210. And 
Twentieth-Century France.  The Johns Hopkins University Press Ltd., 
London  
Brown, T. E, Davidsson, P. & Wiklund, J (2001). An Operationalization of 
Mark, S Van  
Cliedf, (1992), Improving Organizational performance through Effective 
Executive Search, Human Resources Planning,15(1). 
Cantillion, R (1775). ‘Essai sur la Native du Commerce en General’, in 
Higgin (ed), 
Casson, M. (1982). The entrepreneur: An economic theory. Martin 
Robertson, Oxford. 
Coutler, M. (2006). Entrepreneurship in Action, 2nd Ed. Published by 
Asoke K. G. Prentice  
Hall of Hall, Connaught Circus, New Delhi. ISBN- 81-203-2808-6 
Davidsson, P. (1991). “Continued entrepreneurship: Ability, need and 
opportunity as determinants for small firm growth”, Journal of Business 
Venturing, 6:405-429.  
Davidsson, P., Achtenhagen, L., & Naldi, L. (2010). Entrepreneurial and 
business growth and the quest for a “comprehensive theory”: tilting at 
windmills? Entrepreneurship Theory and Practice, 34(2), 249-260. 
 

http://evancarmicheal.com/Africa-Account/1639/40-What_are_Small_Scale_Enterprises_Entrepreneurship_and_small_business-_enterprises_growth
http://evancarmicheal.com/Africa-Account/1639/40-What_are_Small_Scale_Enterprises_Entrepreneurship_and_small_business-_enterprises_growth
http://evancarmicheal.com/Africa-Account/1639/40-What_are_Small_Scale_Enterprises_Entrepreneurship_and_small_business-_enterprises_growth


 
 
 

The Entrepreneur | 189 

 
Davidson, P  & B. Honig, (2003),The role of social and human capital among 
nascent entrepreneurs. Journal of Business Venturing, 18 pp 301-33  
Drucker 1985), Managing the Non Profit Organisation: practices and 
Principles.New York HarperCollins   
Ekpeyong, D. B. (1997). The role of institutions in promoting 
entrepreneurship and small business in developing economy: Lessons of 
experience. In Fadahunsi Olu and Tunji Daodu (eds.), Small and medium 
enterprises development: Policies, programmes and prospects. West African 
Management Development Institutes Network (WAMDEVN), 38 - 52 
Ekpeyong, D. B. & Nyong, M. O. (1992). Small and medium enterprises in 
Nigeria: Their characteristics, problems and sources of fund. African 
Economic Research Consortium, Nairobi; research paper sixteen, December. 
Elaian, K. (1996). Employment implications of small scale industries in 
developing countries: evidence from Jordan. Science, Technology and 
Development, 14(1). 
Kelley, D.&  T. L. Amburgey D. (1991) Organisation inertia and 
momentum; a dynamic model of strategic change Academy of Management 
Journal, 34 (1) ppm591-612 
Kaufmann, P. J. (1999). Franchising and the choice of self-employment 
Journal of Business Venturing, 14 pp 5-16   
Lucas R. E. (1978), On the size of Distribution of Business Firms, Bell 
Journal of Economics, 9, pp 508 23  
McClelland, D. C. (1961), The Achieving Society, Princeton NY, Van 
Nostrand 
McClillian J. & C. Woodruff (2002), The central role of entrepreneurship in 
recession economies, Journal of Economic Perspectives 16(3),pp 153-70 
Miner J. B. & . N. S. Raju (2004), Risk propensity differences between 
managers amd entrepreneurs and  
between low and high- growth entrepreneurs, a reply in more conservative 
vein, Journal of applied Psychology 89 (1), pp3-13 
Murphy, K. M. A.Shhleiffer and R. Vishny (1991),The allocation of talent: 
Implication for growth. 
Quarterly Journal of Economics, 106. Pp503-30 
Murray, M. P. & Murthy (2006), Avoiding invalid instrument and coping 
with weak instrument, Journal of Economic Perspective, 20(4), pp111-32. 
OECD (2009b), Measuring Entrepreneurship A Collection of Indicators 
2009, www.oecd.org/statistics/measuringentrepreneurship  
OECD (2009c), OECD Employment Outlook 2009: Tackling the Jobs Crisis, 
OECD Publishing. doi: 10.1787/empl_outlook-2009-en 
Ugechukwu, F. N. (2003) Survey of small and medium scale industries and 
their potentials in Nigeria. In seminar on small and medium industries 
equity investment scheme (SMIEIS), No. 4, Central Bank of Nigeria: 6 – 18.  

http://www.oecd.org/statistics/measuringentrepreneurship


 
 
 
190 | The Entrepreneur 

 
Olumide, A. O. (2004). SMIEIS and critical examination of the SMEs. In A. 
T. Ojo (Ed), small and medium enterprises development and SMIEIS: 
Effective implementation. Maryland Finance Company and Consultancy 
Services Limited, Lagos. 
Okwu, A (2012),“Business Environment and Small and Medium 
Enterprises (SMEs) Performance:   Empirical Evidence form Lagos State, 
Nigeria”, Ph.D thesis submitted to Babcock University 
Otokiti, S. O (2010), Contemporary Issues and Controversy in Research 
Methodology, Dubai Printing Press, P. O. Box 6820, Dubai UAE, www. 
Dubaipp.com 
Parker S. C. (2008).Entrepreneurship among married couples in the United 
States: a simultaneous probit approach, Labour Economics. 15(3) pp 515-37 
Parker, S.C. (2009), The Economics of Entrepreneurship, Cambridge 
University Press pp 106-64  
Puri, M & D. T. Robinson (2005) Optimism, entrepreneurship and economic 
choice: Working Paper Duke University 
Quinn, J. F.(1980) Labour Force participation patters of older self-employed 
workers Social security Bulletin, 43, pp17-28 
Say J. B. (1828)CoursCompletd’Economie Politique. Paris 
Schale C.& P. Koellinger (2007), Heuristic biases and the behaviour of 
entrepreneurs in M Minniti (ed, Entrepreneurship: The engine of Growth, 
Vol 1 Westport CT Praeger pp 41-63 
Schumpeter J. A. (1934), The Theoty of Economic Development. Cambridge 
Harvard University Press 
Shane (2000), technology regimes and new firm formation Science47(1) pp 
1173-81 
Shane S.& S. Venkataraman (2000)The promise of entrepreneurship as a 
field of research academy of Management Review25 pp 217-26 
Stewrad W. H.Jr & P. L.Scott, (2001). Risk propensitydifferences between 
entrepreneurs and managers : a meta nalytical review. Journal of applied 
Psychology 86(1)pp 145- 53 
Storey D. J. (1994a) Understanding the Small Business Sector. London 
Routledge 
UNIDO/OECD (2006). Effective policies for small businesses: A guide for 
the policy review process and strategic plans for micro, small and medium 
enterprises development. Centre for private sector development, Istanbul. 
Retrieved from 
wwwunid.org/fileadmin/media/documents/pdf/Business_Environment/15hvg
hso.pdf on 14/09/2012. 
Williamson & Bultrick (1969) The Economic Institution of Capitalism, New 
York. Free Press  



 
 
 

The Entrepreneur | 191 

 

 

 

Chapter 10 
 

MARKETING FUNCTION OF 
ENTREPRENEURSHIP IN NIGERIA 
 
T.A Olumoko  Ph.D and P.C Iyegbuniwe Ph.D 
 
 
 
 
 
 
 
Marketing is the management process through which goods and services 
move from concept to customer. It includes the coordination of four 
elements called the 4Ps of marketing. 

 Identification, selection and development of a product  
 Determination of its price 

 Selection of a distribution channel to reach the customer’s Place 
AND, 

 Development and implementation of a Promotional strategy 
(Aruleba, 2016) 

 
It is necessary for the entrepreneur to have a passionate marketing 
view of the entire entrepreneurial functions. It is also necessary that the 
entrepreneur knows the difference between selling and marketing. The 
difference between marketing and selling is more than semantic; selling 
focuses on the needs of the seller, while marketing on the needs of the  
buyer. Levitt (1968) notes that selling is preoccupied with the seller's 
need to convert his product into cash; marketing with the idea of 
satisfying the needs of the customer by means of product and the whole 
cluster of things associated with creating, delivering and finally 
consuming it. The entrepreneur also needs to see entrepreneurship as, 
basically, a marketing function, that is, to look at marketing not as a 
business function but as a comprehensive view of the entire business 
process. Entrepreneurs should be more marketing-oriented, more  
concerned with the booming, buzzing conditions of the external 
world to which the enterprise ultimately addresses itself. This is because 
marketing is on the firing line where the impact of change is greatest for 
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the organisation. Marketing is where the customer is and it is the customer 
who in the end determines the fate of an entrepreneurial organisation 
(Levitt, 1968). Because of the centrality of marketing to all forms of 
organisations, it will be examined here in some detail. 
 
Marketing Concept 
 
Two changes in management philosophy have led up to the concept. 
Earliest management in an industrial society was production oriented. 
Marketing was a peripheral problem in the same class as accounting. 
 
Marketing was necessary only to distribute productive capacity. The 
consumer was assumed, and no effort was made to satisfy his particular 
need. With production oriented management, there tend to be a non-
public orientation towards social responsibility. Management had, as a 
basic philosophy the subordination of all activities to the direct effort of 
making increased profit. The primary interest was to serve the property 
interest of the corporate shareholders. 
 
As consumer demand and productive capacity came into a type of 
equilibrium, management was forced to rethink its marketing philosophy. 
To be effective, management had to supply its sales force with ground 
support in the form of advertising, marketing research and sales 
training. This was still a production orientation. Consumer importance  
was realized but only as a means of disposing of corporate production. This 
stage is called Sales Orientation. 
 
Increased competition produced troubles for companies in the sales-
oriented stage of development. Rapid changes in consumer demands 
continually leave organisation in turmoil. Analysis of the trouble 
showed that these companies were trying to sell products that were 
successful in the past without making effort to adapt to the changing 
consumer. To succeed, the companies must realize the critical importance 
of the customer. 
 
As consumer orientation became the accepted marketing philosophy, 
the entire corporate philosophy underwent a subtle change. Modern 
corporate philosophy has as its aim long-term profit, along with a basic 
concern for those who have committed their property. The property 
committed are the time and effort of employee; the community life that is 
dependent on the industry, the money of the creditors and the property of 
suppliers, the time of customer and of course, the investment of the 
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entrepreneur or shareholders. To consider a firm as customer oriented, ten 
criteria must be met: 

1. The entire marketing system is designed to serve consumer needs in 
companies operating under marketing concept. 

2. It is assumed that marketing activities, servicing consumers' needs can be 
planned and corporate destinies shaped by planned marketing effort. 

3. Short and long range planning of company activities on a continuing basis, 
and the development of consistent strategies and tactics resulting in an 
integrated system of marketing action, are seen as key to marketing 
management's tasks.  

4. Marketing and business research is utilized to arrive at more fact-founded 
decisions. Research, including a system of intelligence, is becoming 
indispensable in modern marketing planning and action. 

5. The significant role of marketing intelligence in establishing corporate 
goals and targets is recognized. Market potential, rather than a 
production resource become guides to corporate marketing action. 

6. Intra and inter departmental implications of marketing decisions and 
actions of various organisational units are recognized and the 
integration of all marketing effort is sought. 

7. Programmed, process and product innovation is accepted as 
standard and necessary. 

8. New product planning and development and their impact on company 
profits and position are recognized and emphasized in corporate policy. 

9. A marketing focus is adopted to co-ordinate company effort and establish 
corporate and departmental objectives consistent with the firm's profit 
goals. 

10. There is a continual reshaping of company products, services and other 
activities to meet the demands and opportunities of the marketplace 
effectively. (Weinstew, 1968). 
 
Marketing and Change 
 
Recognition of the fact of change and how to cope with change is one 
basic problem common to all marketing manager. Drucker (1985) said 
that the two basic functions of a business enterprise are marketing and 
innovation. It is the blending of these two functions that enables a 
company to meet an ever-changing customer structure. 
 
The real challenge for the entrepreneur and his marketing people is to 
firmly get hold of the idea that changing a business- finding its new sales, 
new customers, new markets- is even more important than operating 
efficiently, that is, the need for creative innovation is far more important 
than extracting the last bit of efficiency from a production system. 
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Why are New Products So Important? 
 
This  is  the  same  as  asking  the  question:  Why  is  innovation  so  
important  to entrepreneurship? The answer is change. Our society is 
based on change. Cultural changes take place continuously. 
Technological change is taking place so quickly. Political and 
economical changes are everyday experience. Each of these changes has a 
profound effect on the consumer and the producer. Additional to these 
macro-environmental changes, there are simple marketplace changes 
that create need for new products. Changes or shift in customer purchases 
create direct change in a company's sales. 
 
A simple reality of marketing causes the greatest need for product 
innovation. When a product reaches maturity, the cost of increasing sales 
goes up much faster than the profits from any increase in sales. In 
industries subject to the pressure of market competitions, there is distinct 
product life cycle. During its life, a product usually passes through four 
stages; these will be discussed on the segment on product planning. 
 
Role of Marketing in Small Business Firm 
 
Marketing plays several important roles in the survival and growth of 
small business firm. These include the buying and selling process, 
transportation, storing and grading, financing and risk-taking, and the 
provision of market information. 
 
Buying and selling is called the exchange process. The firm buys resources 
for production from the macro environment by searching for and 
evaluating the products and services. On the selling function, the macro-
marketing environment provides opportunity for the small firm 
entrepreneur to promote his/her products or services. This will involve the 
use of personal selling, advertisement and other mass selling methods. 
 
The functions of transporting and storing involve the handling and 
movement of goods. These are major activities of many marketing 
institutions especially warehouses, transportation agencies, wholesalers 
and some retailers. 
 
Equally, the grading, financing, risk-taking and market information 
assist other functions. Grading is dividing the product into the most 
attractive and useful quantities; thus, aiding the storing and selling 
functions. 
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Financing facilities the exchange of money for goods and provides the 
credit necessary for storing. 
 
Risk taking is inherent in any business activity, because the future is 
uncertain. One of the small business management jobs is to measure and 
control the risk. 
 
The market information including collecting, analyzing and 
disseminating data and provide the feedback activity that is needed in 
any system. Without new information the small business firm manager 
will likely rely on old information-and last years facts may prove to be the 
basis of this year’s mistakes. 
 
Marketing Defined 
 
Based on the macro perspective, marketing is concerned with designing 
an efficient (in terms of the use of resources) and fair (in terms of 
distribution of output to all parties concerned) system which will 
direct an economy's flow of goods and services from the producers to the 
consumers and accomplish the objectives of the society. 
 
The entrepreneur, like the marketing manager, is concerned with 
directing specific functions and activities (which covers several 
functions). As such a definition that emphasizes the need for 
adjustment of production capabilities might be too general.  
 
Thus, within this micro level framework, marketing can be defined in the 
following way:  
Marketing is the performance of business activities, which direct the 
flow of goods and services from the producer to the consumer or user 
in order to satisfy customers and accomplish the firm objectives 
(McCarthy, 1977). 
 
What Specifically Does the Entrepreneur Do When He is Engaged in 
the Task of Marketing? 
 
The entrepreneur, at the micro level, is engaged in the performance of the 
above listed role of marketing, or he/she employs or appoints others to 
perform the functions. This he does in an efficient and effective manner to 
ensure that the organisation operations produce profit. For example, 
he/she buys new materials, equipment, pays rent or buy freehold property.  
He also buys the services of experts or his employees to produce the 
company's goods and services. 
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The entrepreneur or his/her organisation performs the selling function by 
ensuring that the goods produced or services rendered reaches the 
ultimate consumers satisfactorily, and at a profit for his/her organization. 
 
The entrepreneur is equally engaged in all other facilitating function 
that aids the marketing process. These, as noted above, are central to 
entrepreneurial strategy, and for planning of sequence of activities. 
 
Kotler (2004) notes that before a market emerges, it exists as a latent 
market. When an entrepreneur recognizes this need and imagines a 
technological solution in the form of tangible product, he/she has to 
determine the product attributes, its physical size and other functions.  
 
Being market-oriented he will interview potential buyers. He may find 
that customers' preferences vary widely. He has to develop product 
variation that captures the preferences of potential customers e.g. some 
may want small, other medium and still others large size. A market in 
which buyer preferences scatter evenly is called diffused-preference  
market. 
 
The entrepreneur's task is designing an optimal product for the 
market. There are three alternatives: 
1. Develop a new product that meets the preferences of one of the 

corners of the market (a single niche strategy). 
2. Two or more products may be launched at the same time to capture 

two or more parts of the market (a multiple niche strategy) 
3. The new product can be designed for the middle of the market (a 

mass-market strategy). 
 
A small entrepreneurial firm can employ a single niche market 
strategy because of the limitations of resource to hold the mass market. 
On the other hand a large firm might employ the mass-market strategy 
by having a product that is medium in sizes and performing a  
number of functions. Kotler (2004) notes that a product in the centre 
minimizes the sum of the distances of existing preferences from the 
actual product, thereby minimizing total dissatisfaction. 
 
Strategy Defined 
 
Strategy is a thought-out plan of action, a consciously formulated, broadly 
defined policy for achieving objectives. The strategy of a small firm refers 
to the perceived posture, with regard to its customers, competitors, 
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employees, production process, structure, etc. The strategy may exist in 
the mind of the entrepreneur, i.e., unexpressed. This posture may only 
have been consciously constructed in the mind of an outside observer as 
such a firm can have a strategy even if no one within the firm perceives 
these different postures as an integrated policy (Bowman and Ash, 1987). 
 
Planning Defined 
 
Planning is the process of setting goals and objectives for an organisation, 
and determining how to achieve such goals and objectives. It is 
anticipating decision in designing an environment for the effective 
performance of individuals working together in a group. It is the most 
basic of all management functions. Planning involves selecting 
missions and objectives and the action to achieve them. It requires 
decision-making, i.e., choosing from among alternative courses of action. 
Planning thus provides a rational approach to pre-selected objectives. 
 
Recognise Necessity for Profit 
 
There should be profit-oriented objectives for any firm. Seeking a target 
return is a common objective. The target may be a certain percentage 
return on sales or on investment. Common long-range targets seek 
somewhere between 10 to 20 percent return on investment after 
taxes. Others with tough competition may set high rates.  
 
The target return on investment has some administrative 
advantages. It simplifies measuring and controlling the performance 
of many divisions or departments in big and small firm. Companies that 
have carved out markets for themselves or that are leaders in their field 
use long-run targets. Objectives seeking to maximize profits might be 
stated as desire to achieve profit growth and rapid returns on investment. 
 
The Three Stages in the Procedure for Marketing Strategy Planning 
1. Basically, entrepreneurs strategic marketing planning should spell out 

the following in detail What marketing mix is going to be offered to 
whom (i.e. the target market) and for how long? 

2. What company resources (shown as costs) will be required at what 
rate (month by month perhaps) and 

3. What results are expected (sales and profits perhaps month by 
month). 

 
It might also be desirable to include some control procedures so 
that whoever is to implement the plan will know when things are not 



 
 
 
198 | The Entrepreneur 

 
going according to plan. This might be something as simple as company's 
actual sales against expected sales, with a "warning flag" to be raised 
whenever cumulative sales fall below some predetermined level. 
 
Formulating an Organisational Identity 
 
In organising a business, the entrepreneur as a promoter must plan 
and provide it with everything necessary for its success. These include 
ideas or missions, resources of men and materials. Thus, the process can 
encompass the idea for new product development to the development and 
sustaining of the organisation. The steps in organising for a business are  
what it takes to formulate organisational identity and they include the 
following:  

1. Triggering Events: These are the factors that give birth to the 
formulation and development of a new business venture. These 
can range from market opportunity, personal experiences, luck, 
economic, psychological and other factors.  

2. Self Appraisal: This will include assessing opportunity, personal 
characteristics and the resources needed for the business to 
grow. These will call for diligence, initiatives, willingness to 
assume risks, ability to organise the business, technical 
competence in the field of operation, administrative ability, 
communication ability, degree of self-confidence, decisiveness, 
leadership qualities, endurance, pre-ownership experience and 
drive. 

3. Conceiving of Business Ideas:  The business will emerge with a 
concept; this is what the consumer wants and on which they 
will spend their money. Thus the business can be established in 
any of the following areas manufacturing, agriculture, mining 
construction, wholesaling, retailing, service and finance. 

4. Analyzing the Business Opportunity: - A good business plan will 
be based on critical analysis and evaluation of the opportunities 
and threats in the environment.  

5. This will assist the innovators of a new business idea. These 
analyses will include level of demand, expected return on 
investment, available raw materials, and required technical 
and management skills. The evaluation aspect will call for pre-
feasibility study to determine the prospect of the business and 
feasibility study to acquire comprehensive information for final 
investment decision. Finally, a decision to select a particular 
business will be made. 

6. Developing a Credible Business Plan: To transfer a business 
idea into an operating company, a credible business plan must 
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be developed. Planning is the sure way for the survival of the 
business. Based on feasibility report, the entrepreneur can 
decide to establish or abandon a project. 

7. Assembling Resources Needed for Implementing the 
Business Plan: On completion of the business plan, the 
entrepreneur starts to bring in resources needed for the business 
to be established. These will include: risk capital, skilled 
employees, production facilities, suppliers' utilities and other 
services. 

8. Location, Site and Layout Decision: General location where 
the business environment will be must be decided; this relates 
to region or state. The specific site where the firm will be 
established must be decided upon i.e. street and building, then the 
floor plan and drawing out of business operations. 

9. Choosing a Legal Form of Business Organisation: Most small 
businesses are sole proprietorship but this does not mean this is 
the best form of ownership. The advantages of the three major 
forms should be studied to decide on a suitable one. These are sole 
proprietorship, partnership and corporation or limited liability.  

10. Launching the Business Venture: After the registration of the 
business or its incorporation, it has to be launched. It may be a 
simple or complex arrangement. This involves a trial-and-error 
process where mistakes are made and lessons learnt. 

11. Putting Internal Administrative Support Systems in Place: Once 
the business is launched, the internal administrative support 
system that fits the need of the business must be put in place. 
These will include: 

i. Establishing policies and procedures 
ii. Establishing efficient system of communication 

iii. Establishing adequate system of records / accounting 
iv. Designing a reliable administrative budget 
v. Developing reward system. 

 
12 Sustaining the Business Growth: With the launching of the 

business and putting in place of administrative system, the business 
must grow or die. Growth will result from profitable operation. As the 
business grows, it will encounter problems and learn from such 
problems. By overcoming problems, the business will continue to 
grow and can become a really large organisation. 

 
Past and Current Market Situation Analysis 
The starting point of marketing activities is situation analysis. In 
situations analyses, start with a given problem. The researcher or the 
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person involved first tries to size up the situation but without talking to 
outsiders, he talks to informed executives within the company and 
studies and evaluates internal company records generated as part of the 
control function. He also searches libraries for all available published data. 
 
This research is vital, since the analyst must be thoroughly familiar with 
the environment in which he must work. He analyses information about 
his own company, its products, and the industry, specific markets in which 
it is operating, dealers, its own promotion, and its own competition 
activities. Libraries contain vast stores of information, but once the 
researcher has begun to narrow the scope of his problems, he can look for 
specific kind of information. Unless he knows what he is looking for, 
the researcher may be overwhelmed by the information available 
within his own company or in libraries. 
 
Primary and Secondary Data Sources: - The data we are concerned with 
here is published information secondary data. 
 
Primary Data: Is gathered specifically to solve current problems. 
Researchers often rush to gather primary data when there is already 
plentiful supply of secondary information. And this data may be available 
at little or no cost. One of the first places to look for secondary  
data after looking at internal data is a good library. Familiarity with the 
references in the library's card catalogue and bibliographies enables 
researchers to pursue secondary sources more knowledgeably. 
 
Government Sources: - The government, federal, and state publish data 
on almost every conceivable subject. 
 
Private Sources: Many private research organisations, advertising 
agencies, newspapers and magazines regularly compile and publish data. 
 
Research by Subscription: There are a number of research firms 
whose exclusive business is supplying, by subscription, research data 
that will aid the marketing manager situation analysis. If the problem is 
clear-cut, it can sometimes be solved at the point of internal analysis 
with the use of secondary data without additional expenses. The fact that  
further research may be reduced is important. It gives the impression 
that the analyst is "really doing his job". 
 
Informal Investigation: If the information obtained internally is not 
satisfactory in solving the problem, informal investigation using an 
outsider who is informed will be carried out. While these talks will be 
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informal they should help the analyst to pinpoint his problem and  
hypothesis. 
 
If management has to make a decision quickly if it cannot wait for formal 
test, then well-considered hypothesis may have to serve as basis for an 
intuitive solution. 
 
Planning a Formal Research Project 
 
If the analyst has failed to reach a solution to his problem, by following 
the process outlined above his next step is to develop formal research 
project to gather primary data. There are three basic methods he can 
use: (1) Observation method, (2) Survey method and (3) Experimental 
method. 
 
The manager must be knowledgeable about research design to effectively 
evaluate it. 
 
Execution and Interpretation of the Research Project 
 
The conduct of the research and its interpretation is important for 
marketing management. The manager and the researcher should work in 
concert. Both should put all their efforts into making the best decision. 
 
Real Problem Solving may Require an Integrated Approach 
 
After the primary and secondary data analysis of a case, further 
analysis along with an informal investigation and a limited survey-
obtained result, can prove very satisfactory. This type of research is 
within the reach of even small firms and students should be able to 
understand and participate in such an effort. 
 
Cost and Organisation of Marketing Research 
 
Little in reality is spent on the typical marketing research department. 
Short cuts and cutting cost add to risk. Companies that are able to pay 
the cost of marketing research may learn more about their competitors 
and their market than competitors know themselves. Most large 
companies have separate marketing research department. Others 
rely on sales personnel or top executives for what research they do 
conduct. 
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Goals of Selecting a Market Posture 
 
By market posture it means the position of the firm in the marketplace 
which it intends to use for effective and efficient delivery of standard of 
living to the society. This has to follow the principle of target marketing. 
 
The target market is made up of several customers' products, needs, 
competitors, etc, the entrepreneur must choose the segment that offers it 
the best opportunities for achieving his business objectives; he, therefore, 
segments the market. 
 
Three activities involved in target marketing are: - 

i. Market Segmentation: This is to identify the basis for 
segmenting the market and developing patterns or profile of 
resulting segment. 

ii. Market Targeting: This is developing measures of segment 
attractiveness and selecting the target segment. 

iii. Market Positioning: This is to select a specific pattern of 
market concentration, by developing positioning for each target 
segments and developing marketing mix for each segment. 

 
Create An Image for the Firm 
 
In positioning his/her firm the entrepreneur must create an image in 
the minds of the customers. The image that the entrepreneur creates for 
his firm will depend on a number of factors. This will be determined by 
market analysis, which will influence business location. 

 
Location decision is important as it could affect the success or failure of 
the firm. Some entrepreneurs determine location by personal or non-
business considerations. Examples, of which are nearness to hometown, 
family, religions or ethnic group. Detailed information must be obtained 
about proposed site for a number of economic factors. These will include: 
 
1. Economic base or purchasing power of the community. 
2. Growing and wealthy population that will patronize the goods the firm 

intends to be producing 
3. There is need to identify competitors with the firms' product in the 

locality 
4. Availability of necessary infrastructures 
5. Picking a particular site to locate the factory 
6. Availability of parking facilities 
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7. Surrounding firms, e.g., a site close to departmental stores are 

considered to be good for most types of retail stores. 
8. Rent paying ability capacity to pay rent should be considered in site 

selection. 
9. Type of product. This will affect site selection 
10. Restrictive regulation: government regulation may make an area less 

attractive 
11. History of site 
12. Marketing process of the following categories: 
a. Analyzing market opportunities 
b Selecting target market 
c. Developing marketing mix 
d. Managing the marketing effort 
 
13. Marketing Analysis 
a. Estimate current and future size of target market and its segments. 
b. Estimating the market size of competing products 
c. Determine whether the market will grow in future 
d. Identify the factors responsible for growth in demand (growth rate of 

certain age, income and population mobility) are some determinants 
of a market 

e.  Analyze the business environmental forces and their impact on 
decision of target market. 

 
Forecasting which the act of estimating future demands is and 
anticipating what buyers are likely to do under a given set of condition, 
is an important function in market analysis. Organisations use a variety 
of techniques to forecast their sales, e.g: (1) opinion of buyers, (2) putting 
product to test and (3) Analyzing records of past buying behaviour or time 
series analysis or statistical demand analysis. 
 
Schedule Internal Priorities for the Firm 
 
The  firm  having  developed  an  overall  marketing  strategy,  which  
includes  market segmentation, market positioning, market entry 
strategy, goes to the next phase which is marketing mix strategy. This 
means the firm will have to determine how it will profile its offering to 
the particular market segment. The key concept here is the marketing mix. 
 
Marketing mix is the set of controllable variables that the firm can use to 
influence the buyers' responses. Many variables qualify as marketing mix 
variables, but a four-factor classification has been popularized. This we 
call the "four P's": product, place, promotion and price. This says that 
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buyers are influenced by variables related to the product, the place, 
promotion and price. Once the company has decided on the overall 
competitive marketing strategy, the planning and implementation of the 
marketing mix must begin. 
 
The Product 
 
The starting point of analysis with the marketing mix is the product. A 
product is a set of tangible and intangible attributes including packaging, 
colour, price, which the buyer may accept as offering satisfaction. The 
particular variables under products include quality, features and 
options, style, brand name, packaging, product line, warranty, service 
level other services. Product life cycle calls for varying strategies at 
each of the four phases; introduction, growth, maturity and decline. 
Each of the variables listed above call for strategy that will ensure 
comfortable place for the firm in the marketplace. 
 
Price 
 
Pricing is the fundamental revenue-producing element in the marketing 
plan. The variables underprice are level of price, discount and allowances 
and payment terms.  
 
It is to be noted that price is the monetary value attached to a product for 
its exchange value, being the relative worth of one product in exchange for 
another. Price is the only element of the marketing mix, that produces 
revenue; others represent costs, (Lawal, et al 2006).  The basic objectives of 
pricing are: 
i. to achieve target return on investment, 
ii. to stabilize exchange value, 
iii. to maintain or improve share of market, 
iv. to meet or prevent competition and 
v. to maximize profit. 
 
Factors influencing price determination of a product include: 
a. Demand for the product, elasticity of demand, 
b. Target share of the market to increase share in the market 
c. Competition reaction, 
d. Market strategy, 
e. Cost of production, 
f. Company's policy and 
g. The general economic condition 
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Pricing Strategies 
 
(a) Market Penetration (b) Market Skimming (c) Loss leader pricing (d) 
Promotional pricing (e) Demand oriented pricing (f) Cost oriented pricing 
(g) Cost plus strategy. 
 
Usually, price set by entrepreneur will reflect the cost of good sold, 
administrative and selling expenses and hopefully some profit. 
 
 
Promotion 
 
Promotion consists of those activities, that are designed to bring the 
company's product to the awareness of customers or favourable 
attention of customers. The variables of promotion include advertising, 
personal selling, sales promotion, public relations and publicity.  
Promotion is communicating information between seller and buyer to 
influence attitude and behaviour. 
 
Importance of Communication 
1. To stimulate exchange, 
2. Provide extra ingredients in the bundle of utility, 
3. To tell people that a product is intended specifically for them, 
4. It can be changed quickly in time of declining sales, 
5. To aid the demarketing of certain product and 
6. Its cost is about / of total marketing costs (Lawal et al, 2006).4 
 
Factors affecting selection of Promotional Blend 
 
The various promotional methods complement each other. It is important 
to blend them to better achieve the firms overall objective. Factors to 
consider include: 
i. Promotional budget available. 
ii. Stage of product life cycle. 
iii. Target of promotion, i.e., consumer, industrial users, wholesaler or 

retailers 
iv. Company policy. 
v. Availability of promotional methods. 
vi. Nature of product, technical, consumer product, price and familiarity 

of brand. 
vii. Market influences size and nature of market and distribution of 

market, there are also social and economic influence, etc. 
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Place 
 
Place or channel of distribution is the route taken by the product from 
producer to the ultimate consumer or industrial user. The importance of 
distribution is to move the product from producer to the ultimate user. 
The variables under place are distribution channels, distribution 
coverage, outlet locations, sales territories, inventory levels and 
locations, transportation and carriers. 
 
Pattern of Channels of Distribution 
1.  Manufacturer  Consumers 
2  Manufacturer  Retailer 
3.  Manufacturer  Wholesaler 
 
Factor Affecting Choice of Channel 
i.  Nature of product, 
ii.  Competition, 
iii.  Capability of product cost of distribution, 
iv.  Target consumer and 
v.  Availability and suitability of channel. 
 
Marketing Research 
Consumer 
Retailer   
Consumer 
 
Marketing research is concerned with the systematic objective and 
exhaustive investigation for the analysis and study of the facts relevant to 
any problem in the field of marketing. Activities in marketing research 
include: 
i. Measurement of market potentials, 
ii. Market share analysis, 
iii. Determination of market characteristics, 
iv. Sales analysis, 
v. Establishment of sales quota and territories, 
vi. Distribution channel surveys, 
vii. Test market audits, 
viii. Consumer panel operation, 
ix. Sales compensation studies, etc. 
 
Procedures in Marketing Research 
The following steps are taken sequentially in marketing research. 
(a) Problem definition 
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(b) Situation analysis 
(c) Research plan 
(d) Research implementation 
(e) Data analysis 
(f) Report presentation 
Marketing research is important in the life history of a small firm. Thus, 
the information, conclusion and recommendation of the research 
need to be implemented by the management to complete the cycle of 
marketing research. 
 
How Priority Can Vary 
 
In small firms and even in big ones, management is the catalytic agent that 
interprets market needs and translates them into meaningful products 
and services. To do this, management goes through the strategic 
marketing process consisting of analyzing opportunities, choosing 
objectives, developing strategy, formulating plans and carrying out 
implementation and control. 
 
It is through such strategic marketing process that the entrepreneur may 
encounter problem that call for marketing research. A good marketing 
research report will include recommendation that calls for 
implementation. This may lead to some adjustment process calling for 
varying the patterns of internal priorities of the firm. Also, the personal 
knowledge of the market by the entrepreneur may inform him/her of 
the need to change existing informal arrangement on any of the 
elements of the product mix. 
 
For example, in 2007, entrepreneur in the bakery industry in Lagos State, 
based on increase in the cost of raw materials, stopped producing 
bread for about a week. On resumption of production, prices of the 
various sizes of loaves of bread had been increased. They created artificial 
scarcity and thus employed price-increasing strategy. This is a profit  
maximizing priority. 
 
Similarly, any of the priority areas of product, places, promotion, and price 
could be varied in the light of the experience of the firm based on 
the internal requirements strategies. It could also be in response to 
opportunities or threats from the environment 
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Making Provision For Coordination And Control of Activities 
 
Marketing strategy for a small firm is nothing unless it is put to work. 
The strategy is the blueprint for work and accomplishment. The good 
things with a strategy is that, it is expected to spell out what is supposed 
to be accomplished each period along the way. Thus, sales target are 
stated not only in total and by performing unit, but also by periods, such as 
months or quarters. The same is true of marketing budget. 
 
The major task of the entrepreneur or manager, besides planning, 
supervising, and doing are coordination and control of activities. Each 
key position holder knows what is expected of him or her. The boss will go 
through records of sales and expenses for each period against 
predetermined quotas and budgets. His approach is corrective, rather 
than critical, trying to pinpoint the trouble and how he can help to 
correct it. In the same way, the entrepreneur gets on phone when he looks 
at the total sales for the period and they are off places. 
 
By communicating with the necessary individuals, both coordination and 
control are being executed. The above example is called annual plan 
coordination and control. This is done by examining the real profitability of 
its products, market territories and different marketing channels. Finally, 
there is strategic coordination and control which is done by ascertaining 
whether the firms products, resources and objectives are properly matched  
to the right market. 
 
Strategy Revision and Continuity 
 
By strategy revision is meant a change or modification in the current 
operating strategy of a firm. An entrepreneur may change or modify his 
firms strategy, based on internal and external factors. Change in the 
surrounding situation will signal the need for change in strategy. This  
is referred to as reactive response. On the other hand, there could be 
proactive strategic revision, This is when innovation within the firm calls 
for modification of operating strategy. 
 
In strategy revision, both the task and non-task factors will be affected. 
The task factors that will be involved include: 
a. Information or date relevant to the designing and implementing the 

change, 
b. Speed of introduction, 
c. Resources available, 
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d. Amount of commitment required from people affected in order to be 

successful and 
e. Anticipated reaction to change. 
 
The non-task factors are: 
a. Existing norms about involvement in decision making, 
b. Relationship of initiator of change to change targets and 
c. Leadership style. 
 
Successful design and implementation of strategy revision may be 
made easier by the following process. 
i. Analysis of current situation problem and opportunities, 
ii. Analysis of situational factors task and non-task factors, 
iii. Selection of change strategy and 
iv. Monitoring implementation. 
 
Strategy continuity on the other hand means that the firm still holds on to 
its current strategy. In such a situation the firm marketing and other 
operational strategies are meeting the needs of the organisation and its 
target market. It means there are no threats to the firms operation. On 
the other hand, it means also that no new opportunities are perceived 
in the relevant environment. 
 
Psychological Barriers to Marketing Strategy Planning 
 
Here we are interested in the psychological aspect of resistance to change. 
Strategy planning places a requirement for changes on several aspects of 
the organisational tasks and, at the same time, on changed behaviour on 
the part of individuals. 
 
Behaviour and attitudinal responses to change depend on the individual’s 
perception of the change, the range of responses available and their 
likely effects. Resistance to change is usually entirely rational from the 
point of view of those resisting, and this is based on a number of 
reasons. 
(1)  Fear of Losing Current Satisfaction: - People may fear that they 
would lose something of value because of a change. It may appear to 
threaten any current satisfaction from job, promotion, prospects to valued 
social relationships, and status. 
(2)  Fear of Inadequacy: - A change may be resisted because people 
fear it may demand things from them, they feel unable to deliver. New 
skills, new behaviour patterns or attitudes, different ways of thinking 
or relating to people may be required from individuals who doubt 
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their ability to meet these new demands people may resist the change 
that makes these requirements necessary. 
(3)  Reluctance to Admit Weakness: To accept that a change is 
necessary is to admit that there is something wrong with the status 
quo. An individual who has invested time, energy and reputation in 
something may not welcome suggestions for change. 
(4)  Particular Change Considered Undesirable or Impossible: 
Change may be resisted not because of personal reasons as those listed 
above, but because it is considered bad for the organisation or that the 
organisation affected by it. The change may be seen as desirable but 
unworkable because of lack of resources for example. 
(5)  Relationship with Change Agent: Suspicion of change agent 
may lead to hostility towards any changes he proposes regardless of 
their content. If the change agent is an outsider or a new comer into the 
organisation, it may be felt that he does not understand the organisation's 
values, objectives or problems or that he does not have its best interest at 
heart. 
 
Examples of Barriers to Marketing Strategy Planning 
 
Marketing strategy planning involves relating to both internal and 
external factors that affect the firm. There are, therefore, large numbers of 
barriers that affect marketing planning.  
 
There is a barrier to entry by requiring the entrant to come in on a large 
scale, risking strong reaction from existing competitors or 
alternatively to come in as small-scale, accepting a cost disadvantage. 
 
Product differentiation create barrier by forcing entrants to incur 
expenditure to overcome existing customer loyalties. Such expenditure 
often involves losses at the start-up phase and takes considerable time. 
 
Capital requirements may create barrier if there is a need to invest or 
commit substantial resources in order to compete especially, capital 
requirement for unrecoverable upfront advertising or research and 
development. 
 
Switching-cost, is one-off cost to a buyer changing from one supplier to 
another may be a barrier to entry. Switching-costs could include the cost 
of new equipment, product design, employee retiring, etc. 
 
Access to distribution channel can be a barrier to entry because of the 
new entrants need to obtain distribution for its products. 
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Cost Advantages Independent of scale, may be enjoyed by incumbents 
in an industry which new entrant may not be able to replicate. These 
include: 
1. Proprietary product technology maintained through potent or 

secrecy. 
2. Favourable access to raw materials. 
3. Favourable location enjoyed by established firm and 
4. Learning or experience curve effects may be enjoyed by incumbents. 
 
Basic Terms for Marketing Analysis: 
Market: A market is comprised of all customer systems that purchase or 
can be induced to purchase any offering, business or household, which may be 
a single or multiple members system. 
 
The economists' model of a market requires six elements: 
(1)  Buyers, 
(2)  Sellers, 
(3)  Products, 
(4)  Price, 
(5)  Place and, 
(6)  A given point at a time. 
 
Supply and demand must dynamically point or pull towards 
equilibrium point. An economist also typically thinks of an aggregate 
market, such as the housing market, the financial and capital markets, 
while also they talk of durable market. The economists' emphasis is on 
quality and durability. 
 
Marketing Administrator or Marketer thinks not in terms of aggregate 
market but of market segmentation believing that only rarely, can a 
product be designed to appeal to all people. He employs strategic 
marketing. 
 
Strategic Marketing is a process of analyzing opportunities, choosing 
objectives, developing strategy, formulating plans, and carrying out 
implementation and control. Concept of market opportunity, there is 
environmental and company opportunities. There are countless 
environmental opportunities which are available in any economy as long 
as there are unsatisfied needs, e.g., new sources of energy, new food 
products, improved transportation system, etc. 
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A Company marketing opportunity is an arena of relevant marketing 
action in which a particular company is likely to enjoy a differential 
advantage. Thus, it is necessary to assume that: 
(1) Every environmental opportunity has certain success 

requirements. 
(2) Every company has certain distinctive competences, that is, things 

that it can do especially well. 
(3) A company is likely to enjoy differential advantage in an area of 

environmental opportunity, if its distinctive competence matches the 
success requirements of the environmental opportunities better than 
its potential competitors. 

 
The company will have to generate opportunity set; the set of all 
marketing opportunities available to a company can be called company 
opportunity set. From this will grow company objectives. 
 
Company objectivities 
 
The company's basic purpose and mission must be translated into specific 
objective to guide the organisation to what it should try to accomplish 
with various activities in the external environment. Company objectives 
have certain qualities if they are to serve the purpose intended a sense of 
direction, consistency in decision, basis for planning, ability to stimulate 
exertion to accomplishment, and corrective action and control; they should 
be hierarchical, qualitative, realistic and consistent. 
 
Developing Marketing Strategy 
 
Objectives are statements of where a company wants to go. Strategy is a 
grand design for getting there. Strategy is a battle plan fused out of 
marketing, financial and manufacturing elements; the emphasis here is on 
the marketing. We now turn to five strategic concepts that form the basis 
for marketing strategy. 
(1)  Marketing Segmentation: is the basic recognition that every market 
is made up of distinguishable segments consisting of buyers with 
different needs, buying style, and responses to offer variation. A market 
segment is a specific group of the present or potential buyers with 
homogeneous characteristics. Some of these are obvious e.g. (1) 
geographical location (2) sex (3) age (4) income level (5) industrial rating or 
level (6) employment-skilled and unskilled, professionals, etc. 
(2)  Target Market Segmentation: a separate market is developed to 
appeal to the specialized or specialist needs of a target market segment. 
The appeal that is made to the youngsters between 15 - 21years is 
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through physical quality of products for instance psychedelic design 
and colour. The adults have the drive in banking systems and the 
movies. 
(3)  Market Positioning: the second principle of marketing is to 
select a specific pattern of market concentration that will afford the 
maximum opportunity for the company to achieve its leadership 
objective. The company cannot be everywhere. It must go for viable 
options. It has to employ any of the strategy of single segment 
concentration or multiple segment concentration. 
(4)  Market Entry Strategy: the third element is to determine how to 
enter a target market segment.  The company can proceed through 
acquisition, internal development or collaboration with another 
company. 
(5)  Marketing Mix Strategy: a further element in marketing 
strategy is for the company to determine how it will profile its 
offering of the particular market segment. The key concept here is 
marketing mix. The set of controllable variables that the firm can use to 
influence the buyers responses consisting mostly of the 4Ps" product, 
place, promotion and price. 
(6)  Timing Strategy: the final element is that of timing. Just because a 
company has spotted a good opportunity, set an objective, and 
developed marketing strategy does not mean it should immediately move 
in; it may lose by moving in too soon or too late. 
 
Formulating plans 
 
What we have discussed above is called strategic planning. The only 
thing missing is the development of written plans in the form of specific 
targets, budgets, and work assignments. These things spell out the tactics 
of accomplishing the given objectives. Marketing objectives and targets 
form the backbone of corporate plan. The marketing plan begins with a 
statement of sales targets for each of the company's divisions and 
products, and in regions and districts. 
 
Marketing budget is developed for the various marketing tasks to be 
carried out by the company. The company has to decide how to allocate 
the total marketing budget for products to the various marketing mix 
tool, e.g. advertising, sales promotion, and personal selling. Pricing is the 
fundamental revenue-producing element in the marketing plan. Most 
modern companies are multi-product firms. The multi-product firm must 
resolve each year, how much money to be allocated to each of the product 
in its line. 
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Implementation and control 
 
A plan is nothing unless it degenerates to work; it is a blueprint for work 
accomplishment. A good plan spells out what is supposed to be 
accomplished each period along the way. One of the major jobs of 
managers besides planning, supervising and doing is controlling. There  
are: 
(a) Profitability controls 
(b) Annual plan control. 
(c) Examining real profitability of various products and 
(d) Major strategic control of whether products, resources, and objectives 

are properly matched with the right market. 
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Chapter 11 
 

MEASURING OF 
ENTREPRENEURS’ BUSINESS 
PERFORMANCE 
 
By S.A Bolarinwa Ph.D, K.A Idowu Ph.D and M.A Abata Ph.D 
 
 
 
 
 
 
 
Introduction 
 
Olayemi (2004) notes that an organisation is productive if it achieved its 
goals and does so by transferring inputs to outputs at the lowest cost. As 
such, productivity implies a concern for both effectiveness and efficiency. 
A business firm is effective when it attains its sales or market share goals, 
but its productivity depends on achieving those goals efficiently. Measures 
of productivity must also take into account costs incurred in reaching the 
goal. 
 
An effective organisation can broadly be defined as one that makes the 
best use of its resources to attain high level of performance, thus 
successfully achieving its purpose and objectives while also meeting its 
responsibilities to stakeholders. There is no single factor or mix of factors, 
which will guarantee organisational effectiveness, but the following is a 
selection of factors which, in one way or the other, will contribute to 
success. 
 
A clear and well-articulated vision of the future of the organisation. 
A well-defined mission and goals, and strategies to accomplish them. 
A value system with emphasis on performance, productivity, 
customer services, teamwork and flexibility. 
 
A powerful management team 
A well motivated, committed, skilled and flexible workforce. 
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Continuous pressure to innovate and grow. The ability to respond fast to 
opportunities and threats. 
 
The capacity to manage and indeed thrive on change 
 
A sound financial base and good system for management accounting and 
cost control. Capacity to behave entrepreneurially. 
 
Business Performance: It can be defined as a process or set of processes 
for establishing shared understanding about what is to be achieved, 
and of managing and developing people in a way which increases the 
probability that it will be achieved in the short and longer term. It is 
about improving both results and the quality of working relationships. 
 
It is important for management and entrepreneur within organisation to 
identify whether the organisation is achieving its strategic objectives, and 
to understand how others may view the organisations. Performance 
measurement needs to recognize both financial (economic) and non-
financial (behavioural) measures of performance and be balanced in its  
approaches. Used appropriately, performance measures system can be the 
foundation of an organisation success. 
 
Performance management is a means of obtaining better results from 
the organisation, teams and individuals by understanding and 
managing performance within an agreed framework of planned goals, 
objectives and standards of achievement and competent methods of 
measuring business performance. 
 
One might ask the question:  What determines business performance? 
Ogundele and Oni (1995) note that determinants of business performance 
are multidimensional, ranging from technology, structure, size, and 
communication, which are internal to the business. Human elements in 
terms of management and employees are also important. The larger 
market, competition, source of raw materials and supplies, legal 
structures, social cultural contents, globalization and many more others 
are also important. 
 
Methods of Measuring Business Performance 
 
It considers in totality, the various yardsticks of performance open to a 
corporate entity through which it can make an up-to-date judgment of its 
efforts. This is also referred to as assessing business performance or 
effectiveness. Ogundele (2005) contends that various organisations 
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utilize varying methods of measurement. The note that a good system 
of measurement, based on goals and system approaches, would: 
1. Utilize the organisation itself as a frame of reference, 
2. Recognize the relation of the organisation to the environment,. 
3. Provide theoretical framework for complex organization, 
4. Give necessary latitude for uniqueness, variability, and change and  
5. Provide guide to performance and action. 
 
They went further to state that the model to be used for measurement 
should: (1) Be flexible and account for organisations' differences, (2) 
Account for differential weights placed on the contribution of various 
criteria, (3) Focus on feasible goal set rather than desired set, (4) 
Account for organisational consequences both functionally and 
empirically. 
 
In varying organisations, measures such as satisfactions of customers, the 
pace with which services are delivered, ability to meet scheduled 
deadlines, number of complaint received and ability to deal with 
operational problems have been employed as methods for 
measuring performance. Additionally, concepts like productivity, 
profitability, survival, growth, turnover, absenteeism and any 
imaginable set of criteria have been employed in measuring business 
performance. 
 
Therefore the methods of measuring business performance could be 
divided into two broad categories,  namely: (i)  the  economic,  accounting  
or financial approach (ii) socialbehavioural/process adjustment 
approach or the orientation of its managers, or the perception of the 
writer. Ogundele (2000), using the behavioural approach to supplement 
the economic ones employed innovativeness, survival in SAP 
(Structural Adjustment Programme) environment and growth, to 
measure the performance of a group of indigenous entrepreneurs in 
Nigeria. 
a. In summary, there are endless list of measures used in measuring 
business performance. The methods that are employed by a business 
organisation will depend on the goals of the organisation, the values of 
its management and the conditioning external environment. (1)  
Accounting/Economic Approach: These are profit-oriented financial 
statement, analysis techniques for measuring and forecasting earnings. It 
could be in the form of the following:  
b. Financial ratios, 
c. Funds flow statement, Trend analysis and 
d. The use of indices in financial analysis? 



 
 
 
222 | The Entrepreneur 

 
Financial Ratios: Ratio analysis is of great interest to business 
entrepreneurs and managers as well as their creditors. Ratios enable 
business entrepreneurs and manager not only to compare their firms' 
current performance with the past, but also it indicates potential areas of 
concern that deserves attention, if greater performance is to be attained in 
the future. 
 
There is, thus, no definite set of financial ratios that can be said to 
measure the performance of a business. Rather, a set of measures 
can be used to assess different aspects of performance from different 
perspectives. However, the primary role served by this type of 
performance measurement lies within the province of the finance 
function, and it is concerned with the effective and efficient use of 
financial resources. 
 
Owualah (1999) defined ratio as a mathematical expression of the 
relationship between two or more variables. It is a control tool for 
evaluating or making qualitative judgment about the performance and 
the financial position of any business organisation. It can be used for 
internal comparison, i.e, comparing ratio against standard ratio or over a 
company's period of time-trend analysis. It can be used for external 
comparison, i.e, comparing a ratio with the industry average in order to 
indicate how the firm is performing relative to other companies in similar 
situations. It can also be used to effect trend analysis that will enable 
managers to formulate and implement appropriate strategy for 
organisational performance. 
 
Ratio analysis is the best way to measure and control inputs, outputs, 
productivity and the financial resources of the company generally. The 
most important financial and productivity ratios are described below: 
 
Return on capital employed: This is usually expressed as net profit and 
capital. It tells you the extent to which an investment is paying off. It could 
apply to the whole business from the point of view of the shareholders, to 
part of the business, or to the specific return on an investment in 
capital equipment. When compared with the return you could get if 
you invested your money elsewhere, this ratio indicates the extent to 
which the investment is justified. 
 
This can lead into an analysis of opportunity costs, these are the costs as 
compared with the profit or loss expected from an alternative investment 
or course of action. In other words, if you failed to make a decision or 
take an opportunity that would have produced a better result than the 
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decision you did make, that lost revenue is an opportunity cost'. When 
analyzing returns on capital employed, be careful to check the basis of the 
figures to ensure that like is compared with like. A common, but not 
universal, definition of capital employed includes share capital, reserves 
(excluding those for taxation), long-term loans and bank overdraft. The 
return figure is usually defined .as net profit, excluding tax and interest 
on  
capital obtained on investment. Bear in mind that comparisons can be 
distorted when there are few fixed assets, for example, when plant is rented 
or leased by the company 
 
Profit to sales ratio: This is the fundamental measure of the profitability 
of the company as a trading concern. It is expressed as a ratio: Net trading 
profit (i.e the difference between expenses and income from sales) Sales 
Revenue 
 
Solvency ratios: These measure the company's short-term financial 
liabilities, i.e, its ability to pay its current liabilities as they fall due. The 
'current ratio’ is calculated as follows:  
 

Current assets (stock, debtors and cash) 
    Current liabilities (creditors and accrued charges) 
 

If the current ratio is more than 1:1, the company has more current 
assets than current liabilities and, if it were forced to pay out all its 
current liabilities, would have sufficient current assets to do so. 
 
If a really strict appraisal of a company's solvency is required, however, it 
is best to leave stock out of the current assets, and to take only the liquid 
assets into consideration. This is because if a company were forced to 
realize its stock quickly, it is doubtful if it would even recover its cost 
value. The ratio then becomes: 
 

Current assets excluding stock 
      Current liabilities 

 
This is sometimes called the 'acid test'. Ideally, the ratio should be at least 
1:1. But there are cases where a ratio of somewhat less than 1:1 is 
acceptable. Too high a ratio, on the other hand, would mean that the 
company is not making sufficient use of its finances by itself and does not 
generate much profit.  
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Stock ratios: If the company holds too much stock it will be wasting its 
financial resources in an unused asset. If it holds too little stock, it will lose 
sales revenue through not being able to service its customers. 
 
To measure how much is being tied up in stock the ratio used is: 
 

Stock 
Current assets 

 
To measure how quickly the stock is turned over (stock) the ratio is:  

Sales 
 Stock 
 
The greater the stock turnover figures the better for the company. If the 
goods are being sold at a profit, the more that are sold the better the profit 
at the year end. 
 
Other financial ratios: There are a number of other financial ratios you 
can use. Perhaps the most important are: 

Debtors 
    Average daily sales 

 
This measures how well management is speeding the flow of cash through 
the business, ie, how many days' credit is being allowed to customers. 

 Debtors 
Creditors 

 
If creditors begin to outweigh debtors this may be a sign that the company 
is over-trading. The bad debt ratio (bad debts/sales) is also revealing. 
 

Current liabilities- (current assets minus stock) x 365  
Profit before tax and interest 

 
This is the current liquidity ratio. It shows how many days it would take 
at current profit levels to pay off the deficit between current liabilities and 
liquid assets. 
 
Productivity ratios: 
The most useful productivity ratio is: 
 
Results 
i.e. Sales, Resources, Employees 
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The other main ratios are:  

Units produced or processed 
Number of employees 

 
Added value (ie sales revenue minus cost of sales)  
                                Number of employees 
 
 

Profit after tax 
Number of employees 

 
Cost ratios: The best way to look at costs is to express them as a percentage 
of sales. 
 
Thus the fundamental measure is:  

Overheads 
Sales 

 
Other measures include:  

Payroll costs 
Sales 

 
Cost of materials and bought in parts Sales 
 

Selling cost 
Sales 

 
Use ratios as you would use any other figures. They are no more 
than indicators. In themselves, they will not tell the whole story. You 
have to investigate. A ratio is no more than a symptom. You need to find out 
the real cause of a variation or problem. The apex of the pyramid of ratios 
is an overall measure of profitability that divides profit by the assets used 
in generating that profit, namely return on capital employed. Each of 
these ratios addresses a different aspect of the cash collection and payment 
cycle.  
 
general principle is that each part of the ratio should be relevant to the 
audience being addressed, and that the overall ratio should reflect the 
interests of the specific user of the information it provides. 
 
Funds flow statement: is a statement of changes in the financial position 
of a company; it includes the sources and uses of  the company's financial 
resources. It gives an explanation of how and why the company's financial 
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position has changed during the year. It highlights where the funds nave 
come from and how they have been used or applied. 
 
Trend Analysis: This is one of the methods used for testing corporate 
performance. It refers to the consideration of a company's performance 
in varying periods in order to know if the company is improving over time 
or otherwise. 
 
Cash flow planning: This is required to ensure that the cash is 
available to meet the financial obligations of the organisation. Failure to 
manage cash flows will result in technical insolvency (the inability to 
meet payments when they are legally required to do so). The second area 
requiring attention is profitability, or the need to acquire resources at a 
greater rate than using them. 
 
(2) Social/Behavioural Approach 
Bello (1995) observed that behavioural consideration is very important in 
the management and performance of SME in Nigeria. This approach does 
not focus on objective economic criteria but instead it employed the 
subjective behavioural method. It is called process adjustment 
approach. Ogundele (2012) notes that because it focuses on how 
the organisation has been able to move from a state in the past to a 
different and more desirable state at the present, in terms of survival in 
turbulent environment and growth in terms of assets and size of 
employees, the social approach involves a social audit. 
 
A social audit is necessary to evaluate the annual assessment of an 
organisation's effects on society and the environment. The 
accumulation of yearly performance would make it possible to evaluate 
an organisation's long-term contribution to society. Profit and financial 
measure are often inadequate in providing the signal to enable company 
to react to changes with speed and precision. That's why companies 
need state-of-the-art to measure performance and provide insight to 
make effective business decision. 
 
Business entrepreneurs and managers would like to know more 
about performance measurement and use it to evaluate the financial 
health of the business. In the wisdom of teams, Olayemi (2004) notes 
that high-performing organisations have the following 
characteristics: primary purpose of top management is to focus on 
performance and the teams that will deliver it, there is a strong and 
balanced performance ethic, which creates and pursues the performance 
challenges that produce effective teams. 
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To sustain a performance ethic, they provide superior value to their 
customers. This, in turn, guarantees both attractive returns for the 
company's owners and personal growth opportunities and attractive 
earnings for employees, who, of course, are responsible for providing 
superior value to customers. Performance management is based on the 
simple idea that when people know and understand what is expected of 
them, and have been able to take part in forming these expectations, 
they can and will perform to meet them. Few companies actually 
undertake social audits, but many companies disclose the social 
consequences of their annual report. 
 
The steps involved in developing a social audit are: 
1. Listing all programmes that affect the public, 
2. Identifying the objectives and purposes of each activity, 
3. Explaining why the programme was initiated and 
4. Evaluating each programme's progress. 
 
All these will be measures of organisational performances, as it will directly 
or indirectly affect their growth, development, and eventually survival in 
a turbulent business environment.  
 
Accounting measures of performance have been the traditional mainstay 
of quantitative approaches to organisational performance measurement. 
Much performance management at the operational level is carried out 
using specific indicators of performance, which are usually not measured 
in financial terms. Financial performance as a major objective of a  
business provides a 'window' into the organisation by which specific 
operations are managed through the codification of their inputs and 
outputs in financial terms. 
 
Any organisation, whether public or private, has to overcome any 
organisation financial constraints and to deliver perceived value for 
money to its stakeholders. The role of the finance function is to manage 
the financial resources of the organisation, and to ensure that the 
financial constraints it faces are not breached. Thus, financial planning 
and control is an essential part of the overall management and 
organisational process. 
 
At this level, accounting measures alone become inadequate, and over 
the past ten years alternative approaches have been suggested. The most 
popular of these approaches in the 1990s has been the balanced 
scorecard approach, developed at the Harvard Business School. The 
General Electric Company also developed a set of performance measures 



 
 
 
228 | The Entrepreneur 

 
for its departments in the 1950s, which incorporated the following 
elements: 
Short term profitability, 
Market share, 
Productivity, 
Product leadership, 
Public responsibility and 
Balance between short-range objectives and long-range goals 
 
However, the balance scorecard approach has a number of features, which 
make it a good vehicle for structuring an array of performance 
measures. Since it makes an explicit distinction between the 
espoused strategies of an organisation and the performance 
measures, it is used to monitor and control strategy implementation. 
 
The behavioural measure can take any convenient set of criteria 
depending on the needs of the organisation or the orientation of its 
managers, or the perception of the writer. Ogundele (2000) using the 
behavioural approach to supplement the economic ones, employed  
innovativeness, survival in SAP (Structural Adjustment Progamme) 
environment and growth to measure the performance of a group of 
indigenous entrepreneurs in Nigeria. 
 
In summary, there are endless list of measures used in measuring business 
performance. The methods that are employed by a business 
organisation will depend on the goals of the organisation, the values of 
its management and the conditioning external environment. 
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CHAPTER 12 
 

CULTURAL 
ENTREPRENEURSHIP AS A 
DYNAMIC MILIEU ON WORKERS’ 
EXPERIENCES IN THE UNITED 
KINGDOM 
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Introduction  
This paper examines the dynamic milieu of cultural workers’ experiences in 
entrepreneurship. The paper is a response to a call for further empirical 
studies capturing the lived experience of cultural work and of entrepreneurs 
within the cultural industries in the United Kingdom, looking specifically at 
Birmingham City. The paper is inspired by emerging literatures which 
seeks to re-invent entrepreneurship by placing it within a social context, 
including being ‘enterprising’ for counter-cultural activities or for ‘good’ 
work (morally, ethically and practically), and female entrepreneurship. The 
paper draws on the academic disciplines of cultural studies, cultural policy 
studies and entrepreneurship studies as a context for this empirical work. 
By exploring the lived experiences of cultural entrepreneurship, we focus on 
the workers’ position and personal agency within a milieu. Day-to-day 
activities reveal a pragmatic approach to managing the challenges of 
cultural work, and the possibility for ‘rethinking cultural entrepreneurship’ 
(Oakley, 2014). The paper is a qualitative one in which participants were 
encouraged to construct their stories within this dynamic context, a space 
they shape as well as being shaped by. The study reveals methods for 
managing personal and professional values, motivations and relationships. 
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This is revealed through playfulness with identities and a measured attempt 
to balance career goals with personal aspirations. 
 
The notion of cultural entrepreneurship is a contested issue bringing to 
bear concerns with ‘good’ and ‘bad’ work inequalities and insecurities in 
cultural work (Hesmondhalgh and Baker, 2011). Advocates of the freelance 
and self-employed nature of cultural work celebrate the opportunity for 
autonomy and creative fulfillment. In response, critical commentators have 
sought to draw attention to poor working conditions (Hesmondhalgh and 
Baker, 2011), levels of self-exploitation (McRobbie, 2016), gender 
inequalities (Gill, 2002) and the idea of ‘forced entrepreneurship’ (Oakley, 
2014). 
 
The environments for cultural entrepreneurship, such as the relevant 
public policies, are considered as part of the space in which workers 
negotiate their identity and their approach. The framework for this paper is 
the dichotomy between, on one hand, over optimistic policies which have 
encouraged entrepreneurship in the cultural industries, and on the other 
hand, a critique of cultural work and cultural policies from scholars such as 
Gill and Pratt (2008), McRobbie (1998, 2002a, 2016) and Oakley (2011, 
2014). The policy context is predominantly based on cultural policy 
developments under New Labour’s time in office, in particular, as applied to 
a city like Birmingham, which is the second largest city after London in the 
United Kingdom. As McGuigan (2016) notes, ‘cultural workers have never 
had it easy’ (2004, p.10), but the emphasis on the sector during this period, 
and a focus on entrepreneurial modes of work, has provoked a critical 
discourse. More recent cuts in public funding have created new challenges 
for cultural workers, and an opportunity for academics to reflect on New 
Labour’s cultural policies. 
 
This paper addresses the need to consider the lived experience of cultural 
entrepreneurs as a means of reviewing the nature of cultural work, and the 
challenges, alongside the possibility for good work. Cultural entrepreneurs 
work within a policy context specific to their environment, in this case 
Birmingham’s cultural milieu, and broader discourses relating to national 
policies and industry debates. It is within these structures that the 
possibilities for agentic actions through individual endeavours and 
collaborative initiatives were found.  
 
Cultural policies are only an aspect of the cultural workers’ environment, 
an important element, but not the whole picture. It is argued here that a 
broad critique of cultural entrepreneurship, as an aspect of neoliberalism in 
modern policy, can lack the detailed specificity necessary to comment in a 
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meaningful way. As Oakley (2014) points out, the idea of the cultural 
entrepreneur combines specific policy aspirations as an aspect of growing 
the creative economy, but it is deceptive. In practice, it is often difficult to 
know exactly who can be defined as a cultural entrepreneur. Which sub-
sector of the cultural industries do they work in? Is the cultural 
entrepreneur driven by commercial ambitions or forced into 
entrepreneurship? 
 
1. Theoretical and Policy Context of Entrepreneurial Models of 

Work in the Cultural Industries. 
 
Cultural entrepreneurship is a contested subject dominated by polarized 
positions characterised as either a celebration of entrepreneurial modes of 
work, or a critical perspective concerned with the concept of ‘good’ and ‘bad’ 
work (Hesmondhalgh and Baker, 2011). Critical theorists have exposed 
evidence of precariousness, gender inequalities, self-exploitation, and high 
levels of stress associated with the insecurities of cultural work (Gill, 2002, 
Gill and Pratt, 2008; Lee, 2011; McRobbie, 1999; 2002a, 2002b; Oakley, 
2014). In this context, cultural policies which have embraced 
entrepreneurship are viewed as evidence of neo-liberal capitalism at play, 
demonstrating little understanding of the challenges faced by cultural 
workers (McRobbie, 2002b; Ellmeier, 2003; Forkert, 2013).  
 
In contrast, policymakers and academics advancing the idea of cultural 
entrepreneurship embrace the opportunity to consider new working 
practices and support mechanisms for the sector (Leadbeater and Oakley, 
2001; Flew and Cunningham, 2010).  
 
The academic field of entrepreneurship studies further illuminates these 
debates by introducing different perspectives, rarely discussed in cultural 
studies and cultural policy studies research. Given the emerging critique of 
entrepreneurship from within the field, this paper have found value in 
bringing together diverse viewpoints to advance knowledge and 
understanding of cultural entrepreneurship. 
 
The literature associated with these debates informs the context for this 
study, and as Hesmondhalgh and Baker explain:…neither the celebrants of 
creative labour nor the critical pessimists have been sufficiently clear about 
what constitutes good work and bad work, and this has inhibited debate and 
understanding about the meaning of contemporary creative labour. 
(Hesmondhalgh and Baker, 2011) 
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While there is a wealth of evidence to suggest that cultural work is 
increasingly subject to the disaggregating and corrosive forces of the global 
economy, it is also the case that the possibilities for reaffirming individual 
choices are opened up as workers are forced to shoulder the burden of 
responsibility for the ‘career path’, as well as other non- economic aspects of 
the personal biography. These cultural entrepreneurs are pursuing careers 
underpinned by a diverse assemblage of motives and moral principles, and 
as such, contrast markedly with the dissocialized drones distinctive to the 
fatalist 
critique (Banks, 2006). 
 
From the ‘Creative’ to the Cultural Industries 
 
Hesmondhalgh and Baker (2011), Oakley, (2011), Flew and Cunningham, 
2010). Hesmondhalgh (2008) rejects the label ‘creative industries’ arguing 
that the term ‘cultural industries’ is part of an important theoretical 
tradition which seeks to demonstrate ‘contradiction and complexity’. It is 
claimed that the term ‘creative industries’ represents a refusal of the forms 
of critical analysis associated with the cultural industries approach, and 
that unqualified use of the former now signals a considerable degree of 
accommodation with neoliberalism. (Hesmondhalgh, 2008) 
 
It is also important to note that the UK’s Department of Culture, Media 
and Sport (DCMS) definitions tend to lag behind the realities of media work 
which are more fluid. As Flew (2004) suggests, new media activities are 
developing faster than policymakers and academics can create definitions. 
Since the original DCMS definition of the creative industries was 
introduced in 1998, terms such as ‘knowledge economy’, ‘creative economy’ 
and ‘digital industries’ have also been widely used with overlapping 
definitions and meanings. Moreover, the sector has changed since its earlier 
incarnation due to the growth of web-based media and cultural production, 
introducing new job roles such as blogging and social media consultancy 
(Naudin, 2015). Banks and Deuze (2016) describe the blurred lines between 
amateur producers and professionals in co-creation practices, further 
disrupting the characteristics of the ‘creative industries’, particularly in 
relation to debates of labour, professionalism and entrepreneurial work. It 
is worth noting, however, that the term ‘creative industries’ is recognised 
internationally, although it tends to be associated with the more 
commercial aspects of cultural production (Verduijn et al., 2014). 
 
Inevitably, there are problems when many sub-sectors are brought together 
under one label, predominantly for policymakers and with little bearing on 
the cultural worker’s actual practice (for instance, a photographer will 
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describe herself as a photographer rather than a creative industries 
entrepreneur). Yet, as this study is situated within a specific policy and 
academic framework, this paper have opted for ‘cultural industries’, in 
keeping with Hesmondhalgh’s (2008) theoretical tradition. Having 
established the sector description, the paper now consider the use of the 
term ‘cultural entrepreneur’, an emerging title for cultural industry 
workers. 
 
The UK Cultural Policy and Cultural Entrepreneurship 
 
A starting point for investigating entrepreneurship in the UK is the surge of 
activity in government policies and initiatives witnessed since the 1980s. 
Entrepreneurial activities took place before Margaret Thatcher came into 
power in 1979; however, her focus on the economy and the development of 
an enterprise culture, set a precedent for the next 30 years of UK policies. 
 
Thatcherism embraced the notion of an enterprise culture and 
simultaneously cut back support for the arts, which had been focused on the 
traditional or ‘high’ arts (Deakin and John, 1993, Abercrombie et al., 1991; 
Hesmondhalgh, 2008). Yet it was Thatcher’s Enterprise Allowance Scheme 
(EAS) which gave many artists and cultural workers the opportunity to set 
up businesses and develop their work (McRobbie, 1999). 
 
Alongside the EAS, the idea of including a broader range of cultural 
production is developed, enabling ‘a more democratic spreading of arts 
funding’ (Hesmondhalgh, 2008). Consequently, the connection was made 
between cultural policy, and economic and social policies (O’Brien, 2014). 
For the left-wing Greater London Council (GLC) the democratisation of 
cultural policy initiated support for entrepreneurial activities within the 
cultural industries (Hesmondhalgh, 2008). Influenced by Nicholas 
Garnham’s paper, Cultural Industries, Consumption and Policy (1985), 
GLC policy shifted from support for artists to a focus on distribution and 
exhibition of cultural goods (McGuigan, 2009). 
 
One of Garnham’s most significant findings was that the media sectors 
were far more important in the UK as employers of labour, objects of 
consumption, and areas of public intervention, than the traditional 
performing and visual arts, defined as those which received support through 
Government arts funding. (Flew, 2002) The GLC policies were instrumental 
in encouraging enterprising approaches to culture work, of which, 
ironically, some can be characterised as a reaction to the capitalist and 
entrepreneurial society of the Thatcher period. Cultural workers saw an 
opportunity to democratise culture by engaging in entrepreneurial activities 
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working outside mainstream institutions and involved in producing, 
exhibiting and distributing works. Furthermore, the blending of social and 
cultural policies resulted in the setting up of small community-based arts 
organisations. These organisations were often politically motivated, 
confronting inequalities and critical of the Thatcher government, yet 
liberated by it (Mulgan and Worpole, 1986). 
 
For McRobbie (2002a), this consolidates an economic environment in which 
an ‘enterprise culture’ is characterised by self-reliance and non-dependency 
on the state thereby reducing social bonds between individuals. Drawing on 
McRobbie’s work, O’Brien (2013) charts the rise of cultural 
entrepreneurialism in three movements, approximately from the post-
Thatcher period to New Labour’s policies. Firstly, O’Brien (2013) presents 
the first wave of cultural entrepreneurs as involved in post-punk sub-
cultural scenes linked to media products such as fanzines and micro fashion 
enterprises. O’Brien (2013) differentiates the second wave as being deeply 
rooted in club-cultures and the night-time economy, typified by multiple 
jobs and the cultivation of the self. 
 
Cream in Liverpool and Ministry of Sound are good examples of this second 
wave, which starts as clubs, essentially spaces for people’s mates to go to, 
and clothing and running bars, all of which are characterised by a network 
of freelance work underpinning the limited number of business owners. 
(O’Brien, 2013) 
 
This is captured in the aforementioned publication, The Independents, 
which bridges O’Brien’s (2013) second wave with the third wave, associated 
with New Labour policies and the much criticised idea of ‘Cool Britannia’. 
Under New Labour, the newly formed DCMS’s first task was a mapping 
exercise to establish the specific industry subsectors to be included within 
the so called ‘creative industries’, their characteristics and economic 
contribution. This enabled the sector to be reviewed, to be taken more 
seriously, and eventually became the rationale for more public funding 
through the DCMS and other departments such as business and education 
(Hesmondhalgh, 2008). Within this context, aspects of cultural work are 
presented by New Labour as independent from the state, relying instead on 
a network structure to pursue creative and entrepreneurial ambitions. 
 
There has subsequently been much criticism of New Labour’s cultural 
policy, including concerns over how cultural policy overlaps with other areas 
of public policy such as education and social policies. Scholars have analysed 
the instrumentalism in public policy revealing problems with an impact 
agenda and in relation to notions of cultural value (Belfiore, 2009). Others 
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have questioned the exaggerated claims for the economic importance of the 
sector (Heartfield, 2005) and the expectation that the cultural industries 
will deliver unrealistic economic goals such as the culture-led approach to 
regeneration (Stevenson, 2003, McGuigan, 2004). Embedded within much of 
the critique is a condemnation of neo-liberalism within New Labour's 
cultural policies (McGuigan, 2004). The link between entrepreneurship and 
neoliberalism informs a critical perception of cultural entrepreneurship as 
individualistic, self-reliant and opposed to state intervention 
(Hesmondhalgh et al., 2014). In the second part of this chapter, I focus on 
the cultural policy critique and the prospects of undertaking 'good' work. 
 
Entrepreneurship Research in the Cultural Industries 
 
New perspectives can be found in literature which investigates 
entrepreneurship in the so-called ‘creative industries’, predominantly 
research from business or entrepreneurship scholars. The critique of 
cultural entrepreneurship, such as (McRobbie, 1999; Gill and Pratt, 2008), 
are rarely discussed or acknowledged in studies which are predominantly 
from business studies perspective. Instead, there is a tendency to view the 
cultural industries as being in need of support, to encourage 
entrepreneurship in particular through curriculum development (Mason et 
al., 2012). This type of research has not embraced the idea of a critique of 
entrepreneurship and the entrepreneur (Jones and Spicer, 2009 and Hjorth 
and Stayaert, 2009), preferring to accept entrepreneurship as a given 
paradigm. 
 
Typical of the non-critical literature are the following books: 
Entrepreneurship in the Creative Industries; An International Perspective 
edited by Henry (2007) and more recently Entrepreneurship and the 
Creative Economy: Process, Practice and Policy edited by Henry and De 
Bruin (2011). Both publications assemble authors investigating the 
economic significance of the sector and observing specific characteristics of 
cultural entrepreneurs. For instance, De Bruin (2007) observes 
collaborations between state and entrepreneurs in New Zealand’s film 
industry as evidence of entrepreneurship with policymakers. While this 
challenges the assumption that entrepreneurs do not need state 
intervention, it nevertheless tends to celebrate the potential of 
entrepreneurship. 
 
Rae (2007) sees cultural entrepreneurs as trend setters and gatekeepers of 
cultural products who at times might struggle for financial success and may 
not be perceived as professional. Rae (2007) concedes that it can be a 
challenge transforming creative ideas into viable enterprises and that New 
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Labour policies created high expectations for the UK’s cultural industries. 
The tension between artistic aspirations and business is discussed by 
Beaven (2012) in her study of nascent music entrepreneurs from a 
conservatoire in the UK, as the ‘tactical’ and ‘pragmatic’ intent of music 
students. Beaven (2012) argues that nascent music entrepreneurs display 
‘tactical’ intent where ventures are established to support their artistic 
goals and ‘pragmatic’ intent where they disregard ventures which turn out 
to not support artistic goals. Beaven’s findings suggest that: ...whilst the 
literature might suggest that the entrepreneurs would take sequential 
paths in fairly straight lines through the nascency journey, rather like the 
metaphoric climbing of a ladder, they did not. Instead movement through a 
set of complex “journey shapes”, sometimes over an extended period, was 
observed in the participants. (Beaven, 2012) 
 
Chell and Karataş-Özkan (2010) combine the micro-individual level of 
human agency with meso and macro environments. The importance of this 
method is that it does not isolate individual agency from the industry 
context and external factors such as market forces and a general enterprise 
culture. A multilayered understanding of entrepreneurship embeds cultural 
entrepreneurship in a socio-cultural and economic milieu, enabling a better 
analysis of social and cultural capital (Chell and Karataş-Özkan, 2010). 
 
It is these new aspects of entrepreneurship research which offer the most 
fruitful opportunities for a study of cultural entrepreneurs. An exploration 
of the relationship between personal agency and the social, political and 
economic context suggests a dynamic milieu for research. It is argued that a 
study of the lived experience reveals levels of personal agency within a 
relational context. Entrepreneurial modes of work are too often viewed as 
fixed and based on popular myths and dominant discourses. The question 
for this study is how do cultural workers perform the role of entrepreneur? 
Can dominant and popular notions of the entrepreneur be subverted? Is it 
possible to be entrepreneurial and demonstrate moral and social objectives 
as part of one’s working practice? And finally, can actors working within a 
milieu such as Birmingham, shape structures and create a space to 
stimulate alternative models of entrepreneurship, individually and 
collectively? In the final part of this chapter, I explore identity and cultural 
entrepreneurship to set out a framework for the research. 
 
2. Methodological Approach 
 
As with most qualitative research, this paper seek an insider’s view of the 
world, in this case, the world of cultural entrepreneurs. This type of 
research emphasises interpretation rather than manipulation of data. It can 
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appear to be ‘messy’ and does not offer universal meanings, but the 
flexibility of the approach responds well to unanticipated findings (Bazeley, 
2013). 
 
The research includes an analysis of relevant documentation such as 
regional policy reports, but the main focus is interviewing cultural 
entrepreneurs. Significantly, the process involves a level of trust and 
intimacy with the participants, as an aspect of the methodological approach 
described below. The dynamics of everyday interactions, relationships, 
behaviours and attitudes become important features of the cultural 
entrepreneurs’ narrative. 
 
For the interviews, a semi-structured approach was been used with a focus 
on autobiographical and narrative approaches to elicit the interviewees’ 
experience, self-expression and the process of individualization (Steedman, 
1999). The cultural entrepreneurs’ stories are then contextualized through 
the study of relevant regional policy documentation and academic 
literature. 
 
Process 
 
The process of collecting primary data combines three elements: the policy 
documentation relevant to Birmingham; interviews with cultural 
entrepreneurs; and to a lesser extent, data from relevant social media 
platforms and websites. 
 
The approach does not make use of computer-based content analysis 
techniques such as NVIVO, but used the online platform Evernote to 
organise material. This paper was influenced by Gray’s cultural studies 
methodology which emerges from working closely with the material and an 
awareness of theoretical contexts. In other words, I do not follow the rigid 
rules of an existing methodology, but I am more concerned with ‘continuous 
interpretation’ (Gray, 2003). The approach does not shy away from being 
experimental and can be shaped by different analytical strategies. 
 
The Sample 
 
The sample includes 14 cultural entrepreneurs working across art, design, 
media and performance in a variety of different roles including those 
involved directly in the creative process such as an artist and those in more 
administrative tasks such as project managers or film producers.  
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They present themselves as a small enterprise, developing their own 
products and services rather than as a freelancer available for work within 
an organisation. All interviewees were based in Birmingham, the UK’s 
second largest city after London and situated in the heart of England. In 
addition, we interviewed one Birmingham based former policymaker and 
now cultural industries consultant; we refer to key figures including their 
comments from websites and blogs. 
 
We earlier undertook pilot interviews with two cultural entrepreneurs to 
explore and reflect on the process including the methods for analysing the 
material, developing themes for a more focused approach and to test time 
management issues. Furthermore, the pilot interviews had a significant 
impact on developing the methodological framework, as initial findings 
revealed the importance of such.  
 
The age, gender and education was noted but was not a defining factor in 
selecting the full sample. Although ethnic background and gender were not 
significant in the selection of interviewees findings suggest that this could 
be a focus for further research.  
 
Managing the Data 
The data has been collected and managed using simple tools which include 
an app on the iPhone and Dropbox to store the recordings and Evernote for 
the analysis. 
 
Table 3.1: Participants’ Details including Basic Information as a Brief 
Overview of the Interviewees. 
 
Participant  Gender  Sector/Occupation  Education  

Alison  F  Artists and social 
entrepreneur  

BA Fine art / 
MA Fine art & 
curating  

Elise  F  Freelance creative 
industries consultant  

BA Business 
and sociology  

Thomas  F  Digital media 
consultant   

BA Philosophy / 
MA Online 
journalism  

Hannah  F  Web designer  BA Psychology  

Isabella  F  Publisher and events 
co-ordinator  

BA Media and 
communication  
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Jack  M  Digital media 

designer and 
consultant  

BA Visual 
communication  

Jackie  F  Jewellery designer-
maker  

BA & MA 
Jewellery 
design  

Joanna  F  Freelance arts project 
manager  

BA English  

Liz  F  Curator  BA Fine art 
and MA Visual 
Theory  

Luca  M  Artist and curator  BA Cultural 
Studies  

Richie M  Digital media 
consultant  

BA 
International 
Development  

Roger  M  Film and arts festival 
organiser  

BA Film and 
Literature  

Chloe F  Magazine publisher, 
enterprise consultant 
and social 
entrepreneur  

No HE 
qualification  

Tom  M  Film producer  No HE 
Qualification  

 
The interviews were transcribed.  As Gray (2003) states, transcription can 
seem an onerous task but it has the advantage of engaging the researcher in 
a profound way with the material.  
 
Indeed, Gray (2003) suggests that detail such as voice qualities and pauses 
in the conversation can be significant for the interpretation and analysis. 
Furthermore, Gray’s (2003) approach enables the emergence of certain 
themes and ideas to develop as part of the transcribing process. In this way, 
analysis and interpretation became part of the process of this paper. This is 
when we were imaginative, being sensitive to the material and experimental 
in our analysis. (Gray, 2003) 
 
Describing, Comparing and Theorising 
 
Following Gray’s (2003) methodology, themes were created themes based 
partly on the entrepreneurs’ stories but also as a result of key issues from 
the literature. For instance, table 3.2 illustrates the type of themes used 
with three participants, Richie, Thomas and Chloe. Sections from the 
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transcripts are collected under each theme to enable me to see each 
entrepreneur’s articulation of the theme together; these can be compared 
and contrasted in relation to each other and to the literature. For the 
analysis, the themes were collected on the online platform Evernote. Using 
Evernote, each theme had further ‘tags’, a facility within Evernote, to 
enable me to add more themes. The flexibility of Evernote was particularly 
helpful as it enable us to work in an intuitive manner, reacting to emerging 
themes as they came up. This further enhanced the opportunity to give the 
subject a voice, allowing the cultural entrepreneur’s scripts to add new 
ideas rather than pre-empting themes. This compelled us to move 
backwards and forwards between the literatures and the interview scripts. 
 
The categories for filing different parts of the interview transcripts were 
created as we analysed the transcripts and so they are similar but not 
exactly the same for each person. The tags enabled us to break that down 
even more, by adding sub-themes such as ‘coffee and chat’ or ‘key people’. 
Some tags were used repeatedly when categorising all the interviews in 
Evernote and therefore became significant themes in our analysis.  
 
Table 3.2: Themes Used in Evernote for Analysing Emma, Paul and Sadie.  
 
Richie  Thomas  Chloe  

Being different  Moral / ethical 
approach  

Motivation  

Birmingham 
network  

Reflecting on 
working life  

Self-employment or 
salaried position  

Peers and 
competition  

Family and working 
patterns  

Community work  

Routine  Working day  Definition of cultural / 
social entrepreneur  

Ongoing learning  Finance  Planning and saving  

Style of working  Connection and 
social capital  

Money  

Starting out  Relationships and 
people  

Working patterns  

Continual 
professional 
development  

Networks in 
Birmingham  

Networks  
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Range of activities 
and skills  

Processes and 
managing the 
business  

Networking and contacts  

Key people and 
social capital 

Earnings, managing 
the business 

Daily routine 

Self-employment Interesting things Background / family 
context 

Background / 
education 

Tinkering with the 
internet 

What I do 

Attitude to money Choosing a job Choosing a job family life 
and starting a business 

Role models and 
crazy ideas 

Networks and 
getting started 

Self-employment / role 
models / 
entrepreneurship 

Interesting people Motivation and 
being un-employed 

 

Work-life balance Politics and 
motivation 

 

 Leaving salaried 
position 

 

 Background 
qualifications 

 

 Family and 
responsibilities 

 

 
Utilising the tags in Evernote enabled us to draw out several themes within 
short sections of the transcript. Some themes have a different title but the 
content might cross over with other themes which can be pulled together 
through the tags. For instance, all sections in Evernote, from different 
interview scripts which were tagged ‘social enterprise’ can be selected. The 
advantage is the ability to see all the content tagged a theme such as ‘social 
enterprise’, making comparisons easier. 
 
3. Findings and Discussion 
 
We argue that it is important to ascertain the possibility of doing ‘good’ 
work from the perspective of demonstrating moral and ethical values 
(Banks, 2006) and in terms of fulfilling labour (Hesmondhalgh and Baker, 
2011). Our research approach does not seek to avoid the important critique 
of cultural work which has sought to counteract an overoptimistic view of 
entrepreneurship. As Hesmondhalgh and Baker argue, ‘Underlying our 
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research is the political principle that work needs to be made better, for 
more people’ (2011, p.10). We share this view and seek to make our 
contributions by analysing the personal accounts of individuals within a 
relational and societal context.  
 
An overview of research into cultural work has demonstrated the detailed 
analysis of some scholars, but also the lack of empirical data, specifically on 
cultural entrepreneurs. As du Gay (2007) argues, exploring the lived 
experience offers an opportunity to challenge assumptions and to uncover 
new ‘voices’. From the perspective of entrepreneurship studies, this paper 
reflects a growing appeal for non-conventional aspects of entrepreneurship 
to be studied as a means of developing a closer understanding or even 
‘surprising’ the academic field of entrepreneurship studies (Steyaert and 
Hjorth, 2016, p.3). A critical perspective on current depictions of 
entrepreneurship can act as a catalyst for seeking new narratives. Steyaert 
and Hjorth’s (2016) work includes a study by Anderson et al., (2006) of 
indigenous people from deprived communities who change their socio-
economic circumstances by rebuilding their community through 
entrepreneurial practice, thereby demonstrating their ability to control 
their future and challenge dominant views of their socio-cultural identity. 
 
As demonstrated, aspects of identity theory support the notion of 
individuals manipulating and negotiating identities within a specific social 
context. Mechanisms of personal agency can be determined by a belief in 
one’s ability to organise a course of action through some level of control and 
autonomy. The tensions and contradictions between agency and social 
structure can be explored by a deeper understanding of the relationship 
between individuals, the immediate environment in which they work and a 
wider discourse. 
 
Bourdieu (1993) inspired by his conceptual framework provide a method for 
investigating relationships within Birmingham’s cultural milieu. Within a 
relational context, different forms of capital and ties form part of an 
important exchange value, potentially based on more than instrumental 
rationales. 
 
Critical debates inform social injustices but they also help to problematize 
entrepreneurship by contesting established and often dominant discourses. 
By drawing on both frames of reference, entrepreneurship studies and 
critical theories from cultural studies, we present weaknesses and strengths 
from both discourses. This position enables us to have an open mind 
towards our empirical research, by drawing on different perspectives and 
allowing the interviewees to speak for themselves. 
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4. Conclusion 
 
The issues raised in this paper point to the need for an in-depth and 
qualitative study of entrepreneurial cultural work. Drawing on Banks 
(2007) and Hesmondhalgh and Baker (2011), we suggest that the dichotomy 
between critical views of entrepreneurship in the cultural sector and the 
disregard for the challenges it involves should be explored. There is an 
emphasis on the individual story but this is contextualised within a 
framework adapted from Bourdieu’s concept of fields, habitus and 
individual capital. The cultural entrepreneur’s narrative is central to the 
research. The aim is to unearth the complexities of cultural work and the 
role personal agency plays in the lived experience of entrepreneurship, 
within a relational context. As a mechanism for contesting established 
paradigms, our methodological approach offers the possibility to examine 
social relations and complex identities in cultural entrepreneurship. 
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